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for Every Service 












D 1— Clear Hard Maple Handles 6 — Malleable Dust-proof Brackets : 
y 2 — Handle Clamps (No Bolts) 7 — Keyed Rolled Steel Axles LD 
) 3 — Riveted Bracing (No Bolts) 8 — Self-lubricating Axle Bearings y 
, 4 — Shoes Riveted to Leg 9 — Heavy Metal Protectors L 
= 5 — 10 Spoke Wheels 10 —“V” Shaped Tray Supports 7] 
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o* All steel work is black, while handles are a brilliant red. 
It is best to sell a product which is built right and which 
26 looks attractive, and for these reasons the “Sterling” is desir- 
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bes. warehouse stocks at your service. 
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E, the manufacturers of Frantz 
Guaranteed Builders’ Hardware, 

do hereby challenge hardware dealers not 
: acquainted with our goods to compare any 








item, the carton of which bears a bright 
t red label and the prominent Frantz trade- } 
: Frantz Products mark, with a similar item now on their : 
Bat shelves, and prove conclusively to them- . 
' Sash Hangers a selves by a critical comparison of the i 
Drawer Pulls workmanship, quality of steel, finish, meth- F 
Si Sarage: hixtures od of packing, attractiveness, strength, 
; swinging Garage originality, etc, of that item, that the name 
sone fo Frantz stands for the best. 
: Foot Bolts» y 


Door Holders 


é Barn Door Hangers 
Barn Door Tracks 

Gable Door Fixtures 

Door Pulls 

Door Bumpers 

Hinge Hasps 

Safety Hasps 

Door Latches 

Strap and Tee Hinges 

Stay Rollers 

Floor Guides 

Corner Irons 





Frantz Mfg. Co. 
Sterling, Iil. 





© F. M. Co. 1925 





Distinguish the HARDWARE by the Label 
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Is Your Display Space 
Paying the Proper Return? 


———_ space, window space are an 
investment. You pay for them in your 
rent and overhead. You cash in on | 
them in sales. 


Is your investment in counter and win- 
dow space paying you the highest pos- 
sible return? 


Increase the yield in dollars and cents 
by using this sales-making space for 
PYREX. 


First: PYREX is well advertised,well- 
known—it only needs reminders 
of this kind to sell it. 


Second: PYREX gives you a nice 
margin of profit. 


| Third: Every piece of PYREX you 
| sell sells more PYREX for you. 


Display PYREX and watch sales in- 
crease. A postal to us will bring you 
a supply of display material. 


= x ee —o — 


PYREX Sales Division 
CORNING GLASS WORKS, Corning, N. Y. 


World’s Largest Makers of Technical Glassware 
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OUT TO-DAY! 


To make Sales | The one g3,27 
TOMORROW Wists without osha 


Persistently, forcefully, year 
in and year out our advertising 
in the Saturday Evening Post 
drives home the usefulness of 
the STILLSON as a household 
tool. It makes more sales and 
quicker sales for every hard- 
ware dealer who features the 
boxed and cartoned 10-inch 
STILLSON. 


Make this carton - packed 
STILLSON your sales leader 
for the STILLSON line. The 
other sizes from 6 to 48 inches 
in wood and steel handles are 
given special mention in every 
advertisement. 
























WALWORTH MFG. CO., 
Boston, Mass. 


Sales Units and Distributors 
in All Principal Cities 











A half page in 

the Saturday 

Evening Post 
October 3 
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WALWORTH 
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SILVER 
STEEL SAW 
A Lifetime Saw 
ATKINS No. 53 


Here is a saw that appeals to high class 
mechanics for general carpentry work. 
It is the most popular saw on the 
market today. The blade is genuine 
SILVER STEEL, taper ground. 
Atkins exclusive damaskeen finish. _, 
Skew back, regular or ship pat- / 
tern. Improved Perfection / £ 
handle of applewood, em- 
bossed, highly polished. 
Fastened to blade with three 
nickeled screws and medal- 
lion. 
Retails for $3.45 each in 
26” length to the con- 
sumer east of the 
Rockies; slightly 
higher price west. 


Ask 


prices. 




















































for dealers’ 











Other Popular Patterns ‘ . 


This is our best Saw. The Four Hundred 
Preferred by expert carpenters. Furnished in }, 
regular pattern, skew back: ship pattern, skew 


back; regular pat- 

tern, straight back; ; tM f 
ship pattern, straight ( 7 = ST 

back. Fitted with *~ ; 
Improved Perfection Atkins No. 400 
Handle which pre For high grade carpenters who 


7 * want the best that money an! 
vents wrist strain. skill ean produce. 




























Another popular saw; a companion 

to No. 53 Straight back, regula: a OM 
or ship pattern. Silver Steel blade, | _ 

fitted with Improved Perfection per No. 65 






Handle. 





A popular saw for those who want 
a Straight Back Saw. 







The No. 51. Made of Silver Steel, regular or 2h 
ship pattern. Applewood handle of the old xy - | 
style block pattern, polished and embossed. (.........* 

Atkins Ne. 51 


Preferred by carpenters who de- 














Order a Stock from’ Your Nearest Source of Supply sire the Old Style Handle. 
E.C. ATKINS & COMPANY 
3 ESTABLISHED 1857 The Silver Steel Saw People 
; Machine Knife Factory: Home Office and Factory: Canadian Factory: 
Lancaster, N. Y. Indianapolis, Ind. Hamilton, Ont. 
Atlanta Minneapolis Portland 
Chicago New Orleans San Francisco 
Memphis New York Seattle 
Paris, France Vancouver, B. C. 


ee oS "oe om * es Bie et a Pe ee a . ny taaence a tetinresiamercataes 
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Another Big 
Improvement in 
SS the Pexto Samson 
Bit Brace 


CEXTO 


A New Chuck for the 8000D and 
8200D Series Braces 


: 1. STAR SHAPE OPENING in nose which allows ease of placing bit 
shank in proper position. 


SPRINGS ANCHORED TO YOKE to prevent one jaw coming up 
ahead of the other. 


YOKE holds jaws in perfect alignment. 
JAWS FLAT on bottom with rounded corners to allow free movement. 


, STOP COLLAR to prevent shell coming off when chuck is opened to 
k its full capacity. Can be removed so that chuck can be taken apart. 


6. SCREW TO HOLD JAW ASSEMBLY so that jaws cannot fall out 
when shell is removed. Jaws can be taken out by removing screw. 
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Sectional View 
of Chuck. 


— THE PECK, STOW & WILCOX COMPANY 


Southington, Conn., U. S. A. 
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FORTY-FOUR Years Continuous Service, Under 


50% Overload, Is the Remarkable Record of This 








DEXTER Double Tub 


HIS test was conducted in our own 

factory, the machine operating con- 
tinuously day and night, without any 
attention whatever, and without a single 
drop of oil on bearings or shafting during 
the entire test. The washer was in perfect 
working condition at the end of the test, 
having performed a service equivalent to 
more than 44 years of use in the 
average home. 
The Dexter Double Tub has made hun- 
dreds of equally remarkable records in 
home use: 
A Dexter Double Tub washer sold by the 


Crater Hardware Company, Newcomers- 
town, Ohio, (used commercially), has 
actually done more than 2000 family 
washings—the equivalent of 38 years of 
ordinary home service. 

Mrs. Clara Janitske has paid for a beauti- 
ful home in St. Paul out of the earnings 
made by a Dexter Double Tub which she 
has owned for 12 years, without a cent 
for repairs. 

Every Dexter Washer which you sell be- 
comes an immediate booster, increasing 
your sales and profits. Write today for 
our attractive dealer sales plan. 


WAREHOUSES AT 
Peoria, Columbus, Harrisburg and Utica 


-The Dexter Company, Fairfield, lowa 
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Thirteen Million Women Will See the 
Picture‘‘Precious”’ in The Saturday Even- 
ing Post and a Nation-wide Campaign 
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THE TOWN-HOUSE SET with the Utility Tray— 
retailing complete at $26.10 


Now, on the horizon, looms the Value 
Demonstration Event—the most sen- 
sational merchandising plan ever de- 
vised to increase silverplate sales for 
silverware merchants the country 
over. 


For three weeks—from October 31st 
to November 21st—a typical value in 
1847 Rogers Bros. Silverplate—The 
Town-House Set, with the Utility 
Tray—will be spotlighted. 


This impressive offer, designed to 
correct the all too common notion 
that fine silverplate is beyond the 
reach of the average family, will be 
advertised 


in a double-spread, in 


color, in The Saturday Evening Post 
of October 3lst and by a nation-wide 


campaign. 


Your store — your windows — your 
salesmanship should be _ identified 
with this unparalleled advertising 
campaign. It will mean big sales 
and profits for you. Handsome win- 
dow displays and newspaper electros 
will be furnished free to dealers who 
take advantage of this silver oppor- 
tunity. Write today to Sales Promo- 
tion Department, International Silver 
Company, Meriden, Conn., for partic- 
ulars as to how you may share in this 
great Value Demonstration Event. 


1547 ROGERS BROS - 


SILVERPLATE 
Sinus iz, —— 
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They will help you, too, 
to build for tomorrow 


“BUILD for tomorrow and 
use Sargent Hardware.” 
Builders of homes and other 
structures—many of them 
your customers—have been 
reading this message in 
Sargent national advertis- 
ing month after month. 
Thousands of them have 
heeded its sound advice. 











The future of your busi- 
ness depends almost en- 
tirely on the sort of mer- 
chandise you sell today. No 
line of goods will better 
help you to build for to- 
morrow than Sargent Locks 
and Hardware of solid brass 
or bronze. These may cost 
your customers a little more 
than ordinary kinds. They 
may even require added 
sales effort on your part 
where some customers are 
concerned. But consider the 
results. Greater profits, of 
course. And what is more— 
greater prestige and greater 
business security through 
customer satisfaction that 
lasts. 






































It will help you in selling Sargent Hardware to call attention 
to the fact that many of America’s finest modern hotels are 
equipped throughout with Sargent Locks and Hardware—and 
that hotels are probably the most careful and most critical 
buyers in the world. Sargent dealers are provided with free 
electros, cards, folders and every modern merchandising aid. 
Write for our Co-operative Advertising Service Booklet. 


SARGENT & COMPANY, Hardware Manufacturers 
NEW HAVEN, CONN. 
New York: 92-98 Centre Street Chicago: 221-223 W. Randolph Street 














SARGENT HARDWARE IS PRICED AND PACKED BY THE DECIMAL SYSTEM 
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The reason for the success of 


Gray-Wick Screen Wire Cloth is found in the 
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“Life Insurance 


drawn in our own mills 


operation from the raw material to the fin 


ives. 


tg 
ire is 


service 1 
Gray-Wick is produced from rust-resisting 


Open Hearth Steel made in our own furnaces. 


The w 





hed 
ision. 


Every 
is 


th transparent var- 


ameled w 


ting en 
“Life Insurance” is built right in 


Gray-Wick carries an extra heavy electro 


Zinc CoOa 


product is done under our own superv 
nish. 


to it. 


1 


2 


14 Mesh, No. 33 gauge each way 
No. 34.gauge warp 
18 Mesh, No. 34 gauge each way 


12 Mesh, No. 33 gauge each way 
16 Mesh, No. 33 gauge filler 








WICK 
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Wickwire Premier 
Wickwire Bronze 


Cortland Black Enameled 
White Metal Finish 
Your jobber will supply you. 


Every WICKWIRE BROTHERS Product:is backed 
Our Other Brands of Screen Cloth 


Gray-Wick has a pleasing Gray color. 
by fifty years of experience. 


rolled it lies smooth and flat and not wavy. This is a 
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frames. 
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Still 
Better 
Picks 


OR nearly 15 years Quikwerk 
Picks have given exceptional 
satisfaction the world over. 





During the past year we have 
made a very definite improvement 
both in the steel and in the process. 
of manufacture of our picks. 


The user of good tools is thus 
assured from Quikwerk Picks not 
only the same reliability, long life, 
and uncanny sharpness as before— 
but a redoubled measure of these 
uncommon virtues. 


Write for Catalog 


The Warren Tool & Forge Co. 
264 Griswold St., Warren, O. 


Mattocks Sledges 
Hammers Bars 
Chisels Hoes 
W edges 
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BARBRA 
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Machine Screws 





Stove Bolts 
Tire Bolts 





SIRE 





American Screw Co. 


PROVIDENCE , RI. 


WESTERN DEPOT 
225 WEST RANDOLPH ST., CHICAGO, ILL. 
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GUARANTEED Z/2¢/nsulafed 


American, Royal, Anthony, National 
andl. S. Fences % 


The test of time in service on the farm is the only 
true test by which good fence can be measured. 
Knowing the extra long lasting qualities of American 
Royal Anthony National and U. S. Fences, we give this 


Guarantee of Service 


—that the fence will give the equal of or longer service than any 
other fence made of equal size wires and used under the same 
conditions. Any buyer who shows that it fails to do so will, upon 
presentation of the written guarantee, be supplied with an equal 
amount of new fence free. 
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Our fences have always been the 
highest quality fences that the most 
progressive methods of manufacture 
could produce. Improvements con- 
stantly are added as discovered, to 
make it last longer and give better 
service. 


o annef_termerly named Arrow 


SECTION 
STEEL 





Are not ordinary T-steel posts. They are il 
built like a railroad rail—the strongest form 
of fence post construction known. 


DEALERS: Write for our special selling 


plan and literature. 





AMERICAN STEEL & WIRE COMPANY | 


' Chicago, New York, Boston, Dallas, Birmingham, Denver, Salt Lake City 


We control every process from se- 
lection of ore to the finished product. 
We know what our fences are and 
stand back of them with this un- 
qualified guarantee based upon our 
past record of more than 25 years for 
producing QUALITY PRODUCTS. 


i in i i a 
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Posts 









U. S. Steel Products Co., San Francisco, Los Angeles, Portland, Seattle 
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LAWN MOWERS 


The 
“HERCULES” 


Runs 
better— 


Sells 
better— 
























and 
here’s why! 


STEEL STUD 
THREADED INTO 


Not only is the blade cylinder mounted on self-adjusting ball 
bearings, but the wheels run on Hyatt Roller Bearings. 


The 1926 model is equipped with new cutter heads, reinforced 
back of the rivets; extra heavy lipped underknife, affording a 
thick wearing surface ; and a new truss knife-bar which is excep- 
tionally strong and rigid. 


If you have wanted to sell a better lawn mower, here tt 1s. 


BLAIR MANUFACTURING CO. 


ESTABLISHED 1879 
SPRINGFIELD, MASS. 
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Look Ahead! 


The truck you now have, or the truck you now buy 
is the one on which you must depend for cold weather 


hauling and delivery. 


Just ahead lies winter. Soon will come rain, snow, ice and 
bittercold—factors which will affect your deliveryservice. 


The man who uses a Ford truck to meet these conditions 
has a decided advantage in securing rapid and sure 


Recent improvements transportation. The starter gives a quick turn-over to 


in Ford Car designs the engine despite the cold; the absence of excess weight 
addgreaterconvenience reduces skidding to a minimum; parking is simple and 
to driving and service. operation is dependable. 

Theactionof the brakes 


Look ahead now and be prepared. See your nearest 
positive; brake and Authorized Ford Dealer and plan now to put your 
clutch pedals are newly transportation system on a Ford basis thereby continu- 
designed and more con- ing first class delivery’service throughout the winter. 


veniently spaced. 


is smoother and more 


Ford One Ton Truck Chassis _.........-$365 f. o. b. Detroit 
Ford One Ton Truck With Stake Body and 
NS SP so on sn ees nnun tome $515 f. o. b. Detroit 


Starting equipment $65 extra 


Fora ctor’ Gompaniy, 


Detroit 


Sora 


CARS + TRUCKS -: TRACTORS 
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Are You Getting Your Share of 
the Balloon Business? 


Balloon demand is growing every day, and if 
you are not getting your share, it may be because 


Columbia you are not completely stocked, and that in turn , 
means may be due to an overstock of fabrics and high L , 
uniform pressure cords. 7 
ungraded i 
quality If so, the Columbia Tire offers an immediate 

€ solution. This Tire gives you uniform, ungraded 


quality, competitively priced. It enables you to 
dispense entirely with graded stock, reducing 
your capital investment, but giving you a more 
complete range of sizes than any competitor, 


and finer quality. 


A genuinely 
com petitive 
price. 


Columbia means therefore more liquid capital 
to take advantage of opportunity. And more 
genuine satisfaction all round. 















Vi 


THE COLUMBIA TIRE AND RUBBER CO., Mansfield, Ohio 
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American Brand Screen Wire Cloth 
Painted Galvanized Galvanoid Bronze 


The manufacturing facilities behind these well- 
known products assure you as a dealer steady and 
satisfactory service and a maintenance of the qual- 
ity that has given undisputed leadership to screen 
wire cloth bearing the trade name American. 


American Wire Fabrics Co. 
SUBSIDIARY OF 
Wickwire Spencer Steel Co. 
General Offices: 41 East Forty-second Street, New York 


Western Sales Office: 208 South LaSalle Street, Chicago 
Worcester Buffalo Cleveland Detroit San Francisco Los Angeles Seattle 
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————~one of the “best expansion moves we have made 


in recent years. 
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STORE FRONTS 


let us send you this 
book suggesting a store 
front for your particular 
line of business—IT [IS 
FREE 








Speeding Up Turn-Over 


You can speed up your turn-over by displaying your 


-af¢ al a Se 
SOLID COPPER 





The 
KAWNEER 
Company 
2917 N. Front §S 
Niles. Mich. 
Send me “Suggestions 
for Your Store 




















BUILT TO SERVE AND ENDURE 
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Changing the Store Building Style of the Nation 


The first hollow metal copper store front 
ever made was produced and installed in 
1905 by Kawneer for the F. Johnson 
Company, Holdrege, Nebr. This front, 
shown above, still serves and endures. 


In twenty short years, KAWNEER has 
produced and installed more than 260,000 
store fronts for merchants in this and other 


countries. These merchants tell us the in- 
creased earnings from KAWwneER designed 
show windows pay for their cost in a com- 
paratively short time. 


Whether you rent or own your store 
let us tell you how you can increase your 
profits with a Kawneer Solid Copper Store 
Front. 


eit é 
See KAWNEER 
Store Front : Over a Quarter 
illustrated on 1 | of a million in 
preceding page RESILIENCY | w. twenty years 
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What's it worth to your cus- 
tomer to always get the cold- 
drawn (30% stronger) hollow 
set screw? 


It is worth what he otherwise 
pays to deal with the breakage 
of cheaper screws. It is worth 
what he’s spared in produc- 
tion losses. It is worth what 
he saves in mechanics’ time 
—say 60c. an hour; an hour's 
time per broken set screw. 


It’s too big a saving for any 
price-difference to equal. You 
can readily explain that:— 
yes, the Allen advertising ex- 
plains it repeatedly to the 
very buyers you want to sell. 


THE ALLEN MEG. Co. 


139 Sheldon St., Hartford, Conn. 
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A Stainless 
Steel Tape 


One that will stand mud and 
water—even salt water—with- 
out cleaning and scouring. 













Engineers, Contractors, Build- 
ers and Mining Men—all know 
that the scouring ordinary 
steel tapes require when ex- 
posed to dampness soon ruins 
their legibility. 

Show ’em this tape—No. 520— 
they'll get the point quickly. 









THE L. S. STARRETT CO. 


World’s Greates Toolmakers 
Manufacturers of Hacksaws Unexcelled 
Steel Tapes—Standard jor Accuracy 


ATHOL, MASS. 
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LUDLOWSAYLOR 
WIRE CO. 
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The ] ong Distance’ Customer 


The fact that a certain station is hard to 
get on his radio makes no difference to 
him—it’s the “programme” he’s after 
and he’s going to get what he wants. 


The fact that your store may be a little 
further for him to go—isn’t the point— 
“Perfect” Brand Screen Cloth is what 
he’s after and the dealer who has what 
he wants gets the business. 


Your Jobber stocks “Perfect.” 
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LUDLOW-SAYLOR WIRE CO. 


St. Louis, Mo. 


_ GRIFFIN- 











the hinge that is unt- 
form in size, beauti- 
ful in appearance, 
lasting in finish, life- 
long in service—the 
product of one of the 
largest wrought steel 
hardware manufac- 
turers in the world. 


GRIFFIN MANUFACTURING CO. 


45 Warren St.NewYork ERIE,PENNA. 74W.Lake St.Chicago.m 
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“Preferred 


Stock” 


There are ‘Gilt edge” investments in 
merchandise as well as in stocks and 
bonds. You never heard of a merchant 
who lost money, because he invested 
wisely in Coes Wrenches. 


A carefully chosen stock of Coes 
Wrenches starts paying dividends as soon 
as unpacked and displayed where cus- 
tomers will see them. 
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Each sale pays a fair return in tangible 
profits and the repeat sales and stock turn- 
overs keep the “Profit ball” a-rolling as 
long as a dealer keeps stocked on the 
standard sizes. 


If you do not HAVE them, you can- 
not SELL them. 


Your Jobber has them. 


COES WRENCH COMPANY 


“In business since 184]1”’ 


Worcester Mass. 
SELLING AGENTS 4 
5. C. BMis@aste @ Can «cc cccss 29 Murray Street, New York 
John H. Graham & Co...... 113 Chambers St., New York Fenwick Freres......... 8 Rue de Rocroy, Paris, France 























A Grinder Display 
that 
Does Its Own Selling 


The combination of this attractive display 
stand and the unusual quality of the Royal 
and Cheney Grinders it displays exerts a pull- 
ing power that is hard to resist. When the 
customer gets his hands on the handle of one 
of these grinders he'll buy if he is looking for 
his money’s worth. 


Put this able salesman to work for you 
The Cheney line consists of grinders of all 
sizes and styles for every requirement of 


Homes, Shops, Garages, Farm use, etc. Ask 
vour jobber to supply you. 


I.et us send vou our latest Catalog and Prices. 















Manlius, N. Y. 


S. CHENEY & SON 
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NONE BETTER 





{QSO chet Wrench Sets 





Sales Helps Help Sales! 


No matter how good a product 
you have to sell, you won’t sell 
it unless people know you have 
it for sale. Quality, accurate 
machining, and proper temper- 
ing are outstanding charac- 
teristics of these socket wrench 
sets; there are NONE BET- 
TER. To enable you to let 
your customers know you have 
them for sale, our display car- 
tons are made attractive. That 
of the No. 201 set illustrated is 
striking in a black and green 
color combination, as also the 
circulars, quantities of which 
we shall gladly furnish with 
your imprint. 


There are 
Write for 


You'll find this an easy line to sell. 
nine sets, all strikingly displayed. 
compete catalog. 


The New Britain Machine Co. 
18 198 Chestnut Street 


New Britain Connecticut 


[02000000000 20e0 2080009009 
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—since 1836—have earned and held 
the reputation of being one of 
America’s famous tools. Now manu- 
factured and sold by the Prentiss 
Vise Company — Cheney Hammer 
Division—advertising that reaches 
over half a million men who use 
hammers in their daily work, is 
winning for them new friends. 
You'll be having more and more 
calls for Cheney Hammers from 
men who'll be content with nothing 
else. How’s your stock? Your 
jobber can supply you. 
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want : / 


‘Wh. f they want: / . 
When they want tt / 7 se 


You owe that service to your customer in 
consideration of patronage. 
You owe-that service to yourself in consid- 
eration of profit and good-will. 

Earn both—give them Supertron. 

As good as a tube can be. 


Not “Just Guaraniteed’’—that’s nonsense, but 
Guaranteed by a serial number with identifica- 
tion—that’s sensible. 


All Types er Each 


(Canada, $2.75) 


DISTRIBUTORS 


Fireside Radio Set Co....................... Chicago 
Yahr & Lange Drug Co...................Milwaukee 
The Roycraft Co.........................+-Minneapolis 
en MOUND GO... cee ee scccvccecseses Des Moines 
Hippee-States Auto Sup................... Des Moines 
ee ini ia 6 6066 66 shee dekh ee eee’ Cedar Rapids 
Radio Dealers Sup. (Co. ................ San Francisco 
Western Light & Fix. Co............... Los Angeles 
Franklin Elec. Sup. Ca. ..............05. Philadelphia 
Keystone Radio Dist. Co. ............... Philadelphia 
Allentown Radio Dist. Co. ............... Allentown 
Goodlin Auto Sup. Co. ...............64.5. South Bend 
Swanmnom Wieetric C@. ...... cc ccccrccvcces Evansville 

- Saohnson Blectric Ca. ...........ccccces Utica 
Hinsdill Electric Co. . Pere rere rs = 
American Phonograph Co. Cre ee ere eer Albany 
Rosen Talking Machine Co. ................. Boston 
Balt. Huh Wheel & Mfg. Co............. Baltimore 
Se eG TY GAs ccc ccccccececescscecces Buffalo 
Se “S ff ree a Ruffalo 
rr es ands oe betes 6 0'60:06 Reed Buffalo 
i a ne Oe ee Cheah a bed 28S WOO Pittsburg 
SRE Sa Denver 
rs CM, . so teecseewnveonse*s oe eteees Denver 
i os ig ae eds at wie 8 are eee alee Syracuse 
eT ccc eens eee eneecewennee een Cincinnati 
EE reer er rere rr Elgin 
Alberta Radio Co. ....................Alberta, Canada 
Imperial Radio Co. ........Sault Ste. Marie, Canada 

BRANCH OFFICES 

I i 6 do ey ee eee 0 hee us Georgia, Savings Bank Bldg. 
ik Oso Oia 6 eC CSN ORES ORHD 2006 % Commerce St. 
Eee er re rer 353 No. 4th St. 
ee errs nr ee ee 19 Arcade 
ig a ee eek RES RS ORCL ORO 21 E. Van Buren St. 
a ay ie eae 6 Ghar eo eee 1406 Keenan Bidg. 
Ta rs he eosin b eala ss ace wal 714 Lafayette Bldg. 
ee a hee edi as a eae Ree 229 So. 4th St. 
i Ts 6 a 5 6556-06606 es bs oO OR 60688 410 FE. 14th St. 
EE re ee 1641 Stout St. 
i ne, ceecenwe bosses e pense Oe Gaee Rialto Bidg. 
= aie Eid lca teat ea eeeeeess.- 293 South Elmwood 
BOSTON. PC er ee ee .99 Bedford St. 
OMAHA, NEB nT ae ere ee ee ere ‘625 > Securities Bldg. 
ey Se ig a bee Sedegas 443 So. San Pedro St. 


SUPERTRON MFG. CO., Inc. 


Hoboken, New Jersey 


Export Department, 220 Broadway, N. Y. 


SUPERTRON 


A SERIAL NUMBER GUARANTEE | 









































* re 











Lee Exe = 


amend = 
” anne ‘ 

: aa FRAT nn « rea tie. 
eevad? ; 





Approved! 


by the keenest buying 
brains in the country 


Through unity of effort, 
large scale production, the 
elimination of waste by 
the use of efficient ma- 
chines, the hearty coopera- 
tion of satisfied employees 
and specialization, the 
Tubular Rivet and Stud 
Company has for 50 years 
manufactured rivets that 
are the recognized stand- 


ard in their field. 


Lee ee eas 


TUBULAR RIVET & STUD 
COMPANY 


BOSTON 


Coast Representative 


J. T. McDEVITT 


Postal Telegraph Building 
SAN FRANCISCO, CALIFORNIA 
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FALE POUR HE a 


EASY-SET 


WHITE CHINA 
BATHROOM ACCESSORIES 


HE name “Easy-Set” has reference 
to the cleated method of installing 
these beautiful bathroom fixtures. 





This advertisement ap- 


+ . / « e i W F 

The back of each fixture is mortised out Home Companion — 
» > > a House- 
to fit a tapering, beveled cleat which is keeping. 


screwed to the wall. When the fixture 
is in place, it is held firmly and securely, 
concealing all attaching elements. 
Furthermore, since there are no cracks 
nor crevices where dust and dirt can 
collect, and since they can be readily re- 
moved for cleaning, they are highly 
sanitary, and can be kept always white 
and spotless. 





Be A ok Aa.” RES 9 ald sick fi ke x ania 
Ft hah a ba i Ss oie sa ho ae Ctl 2 ORAN Or aes 
‘ <p tie at, o.; 


2 pao ns ake 


ro 
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‘“Easy-Set” fixtures are proving to be a 
very profitable line for Hardware and 
Department Stores. They fill a definite 
need in the modern home, and since 
they are extensively advertised in na- 
tional magazines, women are quite 
naturally going to your type of store 
in order to buy them. 












> 


Full details of our proposition will be 
sent on request. 


a YOUR sale is begun by the 
pa ad above. It’s completed 
by the Faultless Demonstrator 


that shows the caster in action 


J. H. BALMER Co. on your counter! These quick 


sales bring the profits! 
959-267 PLANE ST., NEWARK, N. J. _—? 


FAULTLESS CASTER CO. 
EVANSVILLE INDIANA 


mm INOELTING 


: yee FAULTLESS. CASTERS 


Makers of Quality Casters for a Third of a Century 


Saree 












YOU CAN LIFT 
THEM OFF 
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CORBIN 


SCREW 
PRODUCTS 











Wood Screws—Machine 
Screws—Cap and Set 
Screws—Saw _ Screws, 
and Special Screws of 
‘every _ description. 
Stove, Tire, Sink, and 
Agriculture Bolts — 
Nuts—Escutcheon Pins 
—Jack, Safety, Plumb- 


ers, Register, Sash and 
Ladder Chains. 





We shall be pleased to 
furnish quotations im- 
mediately upon receipt 
of samples, blueprints, 
or specifications. 


The CORBIN SCREW 
CORPORATION 


The American Hardware Corporation 
Successor 
229 High Street 
New Britain, Conn. 
Branches: 


New York Chicago Philadelphia 
Western Factory: Dayton, Ohio 























Finding Money in 
Ash Cans 


That- is what Witt dealers are doing 
There is money in them for you. Why 
not get your share? 


Every time you sell a Witt ash can you 
make three times the profit you would on 
ordinary cans, and you have a satisfied 
customer as well. 


Put them on display where your cus- 
tomers are sure to see them. ‘Just what 
I need,” is what they will say. 


Witt cans sell themselves. Backed by 
national advertising, their neat appear- 
ance and sturdy strength make friends 
quickly. The tag wired to the can com- 
pletes the sale because it guarantees that 
Witt cans will outlast 3 to 5 of the ordi 
nary kind. 


Get acquainted with these easy-to-sell, big profit 
ash cans. If your jobber canndt supply you. 
write: 


Department D 


THE WITT CORNICE COMPANY 
Cincinnati, Ohio 


Manufacturers of 


WAL 


CORRUGATED 
‘CANS and PAILS: 
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Just a few days 
ago, an experienced 
pump man and well 
driller who has been 
installing pumps for 
thirty odd years 

told us of the great care 
he exercises when inspect- 
ing the pump cylinder be- 
fore it is dropped into the 
well. He attributes most 
of his success to this 
method, stating that he 
has relieved himself of 
countless complaints and 
saved hundreds of dollars 
through this simple oper- 
ation. 


Like the well driller, experi- 
ence taught us long ago to 
avoid endless expense and 
trouble by keeping the quali- 
ty of Myers Cylinders uni- 
formly high. Built for de- 
pendable, long time service, 
they invariably ive entire 
satisfaction. Full size, full 
weight, full stroke, full ca- 
pacity, in styles and sizes 
for every requirement, they 
are stocked by many of the 
best dealers. 


Used on Myers Pumps ex- 
clusively. Just as satisfac- 
tory with pumps of other 
manufacture. We solicit 
your inquiries. Catalog and 
information on request. 
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OTHER 
IMPORTANT 
MYETS 
PRODUCTS 
WATER SYSTEMS 
PUMPS FOR 
EVERY PURPOSE 
HAY UNLOADING 
TOOLS -DOOR 

HANGERS 
“ETC: 


























he FE MYER x. ESF2O.Co. Ashland Ohio. 





— ASHLAND PUMP AND HAY TOOL wornKks—— 
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239 W. 39th St. 


For Suggestions 
On How To Sell 


PAINT 


One of America’s great merchants has 
said: “The way to make a business go is to 
go after business.” 











It is always interesting to read how dif- 
ferent hardware dealers go after Paint and 
Varnish business and increase their sales by 
novel window displays, practical paint dem- 
onstrations, timely mewspaper advertise 
ments, “follow ups” by personal letters and 
visits by your sales force. If you will 


read the Paint 
issues of 
Hardware Age 


which appear the fourth issue of each month, 
you will find all these and other methods of 
securing Paint and Varnish business discussed 
in @ timely and interesting manner. 


And there’s this much about any paint 
article appearing in Hardware Age—it is 
based on the actual experience of the men 
who sell as well as the men who apply the 


product. 


Hardware dealers read the special Paint 
and Varnish Issues regularly because in 
every issue there are practical ideas which 
have paid others in their locality and will 
pay you in your town. 


Keep posted by reading— 
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New York 
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Rubbish Burner! 
Trash Basket! 


Twelve months of the year, the Cyclone Catch- 
\ll Basket is in big demand. Needed by every 
home. Provides an easy, convenient way to dis- 
pose of rubbish. Safe—the close woven mesh 
keeps burning fragments confined. Sturdy, du- 
rable. Upright wires spaced 1% in. apart. 2y 
in. high, diameter at top 20 in. Baked green 
enamel finish. Shipped nested in lots of six. 
Keep this Cyclone leader before your trade. It 
means a source of steady profits to you. 
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Write for No. 14 Fence Catalog. 











beer CYCLONE FENCE COMPANY 
ans pao vers, Factories and Offices: 
Tosmavmer YY Waukegan, lil. Cleveland, O. 
Newark, N. J. Fort Worth, Tex. 
Look for the “Red- Pacific Coast Distributors: 
lag,"’ The Mark of Standard Fence Co., Oakland, Calif. 
Onality Northwest Fence & Wire Works, Portland, Ore. 
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Our Own Manufacture 







CHROETER’ 
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No. 4——-Home Rowl Nut Cracker. 





No. 720—Nut Cracker. No. 10—Electric Motor Driven Scroll Saw. 


SCHROETER BROS. HARDWARE CO. > Sontn Mo. Cay 2h 
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Better Than Ever! 


Bissell’s New Toy Sweepers 


Conspicuous for quality rather than bulk these 
widely desirable working miniatures are ready 
sellers, not only at Christmas but throughout the 


XN 
> 4 
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BISSELL’S “JUNIOR”’ 
MINIATURE SWEEPER 


A complete miniature carpet sweeper in every de tail, 
making it useful as well as the de luxe play size 
Mahoganized Gumwood case and oes 
fittings. Size 9x5 4x2 inches. 27-inch handle. 
sweepet in a Carton. 











They add spice to the list of girl toys. 
Retail for only 50c, $1.25 and $2.00 : 


a few cents more 
in South and West 


ends, black soli 

















No. 250B 


interert vou. 


23 Warren St.. 

New York City 

 &- —_ St., 
508, 


Dotan Mich. 


Key Hardware Co., 
— Wall Street, 


Los Angeles, Calif. 


(@d INDEPENDENTIOCK COM> 


Leominster, Mass., U. S. A. 


Mfrs. of cylinder locks, padlocks, key blanks and hardware 
specialties 





In Beauty and 
Strength 


Our Lock Set No. 250B 


EXCELS 


Lock Case is sturdily 
constructed and 
smoothly operated. 

Knobs are of 


pretty design — ground 
polished ~— silver 


Glass 


and 
backed, 
lustre. 


Set No. 250C—Same as 
above except with small 
oval escutcheons instead 
of large plates. 


_ 52 ena. Set No. 250A—Same as 
250B except with metal 
knobs instead of glass 
knobs. 

Remember—We are the mannfacturers of the popular Dead 


Bolt Night Latch, Iico No. 202, the lock with the patented feature. 
Do not hesitate to request our catalog and prices—they will 


BRANCHES 

. Fifth 8t., 
Philadelphia, Pa. 
E. B. Sutton Oo., 
d Street, 
San Francisco, Calif. 


giving high 





BISSELL’S “LITTLE GEM” 
TOY SWEEPER 


7 inches long, with 24-inch red waxed handle. 
Deep blue a+ peas fibre-board top, red 
rubber wheels and coppered 


fittings. Real bristle brush that sweeps. Per- 
fect end mechanism. 





are nationally advertised and offer a real cash 
profit wherever toys are sold, besides being 
profitable stimulators of interest for -regular 
sweepers. Write for colored illustrations and 


trade prices. 


ing and border. 
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BISSELL’S “LITTLE JEWEL” 


MINIATURE SWEEPER 


A very fine juvenile or play-size sweeper which is 
practically a miniature ca — sweeper in its com- 
pleteness. Sturdy fibre-boar 

a handsome crotch mahogany grain'with gilt letter 
Nickeled fittings. Has self-adjusting 
bristle brush. Size 9 inches long, with 27-inch handle. 


tach sweeper in a carton. 


BISSELL CARPET SWEEPER CoO. 


256 ERIE STREET, GRAND RAPT panes. 








top, lacquer finished in 














The Improved air duct increases the heating 
capacity about 30 per cent in our 





WASHINGTON 


HOME FURNACE 


“Ne—This is not 
a Victrola” 


Patent No. 12404 





Placed above the fleor, hence saves 
the cost of digging cellar. 


Produces circulating, moist heat fer 
five to seven rooms. Only stove or 
furnace ever built without name plate 
or advertisement on the outside. 


(Name is molded on the inside of 
front door.) 


Beautiful grained mahogany finish 
harmonizes with finest mahogany fur- 
niture. (Also in plain finish for one 
third less.) Made in the same plant 
in which we manufacture 100,000 
Washington Stoves and Ranges an- 
nually. Can ship promptly, as we 
now manufacture fifty furnaces per 
day. 


Hot Blast Fire Box 


Correct location of water pan. Most 
beautiful and most expensively coa- 
structed furnace now on the market. 


Gives the consumer an excellent value 
and the retailer a handsome preat. 


Write today for exclusive agency 
plan; your district may be open. 


Gray & Dudley Company 
NASHVILLE, TENN. 


“We melt more than 100,000 of 
Southern pig iron per 
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LAWN READING — vigwERS 





Prices Ready for 1926 
Write for Catalog 
Qur Guarantee Back of Every Mower 


as READING HARDWARE COMPAN} aie: 
PHILADELPHIA READING, PENNSYLVANIA SAN FRANCISCO 
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We pay 
the Freight 


——|| Write for latest 


Booklet and 
Frice List 

















VICTOR 




















BATH.N.Y. 





WW BABCOCK8CO. 























Below— Vollrath drip coffee pot for brewing 
coffee by the French drip method; all-enameled 
inside and out; made in several sizes. 
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Above—the new Vollrath percolator, with in- 
set that is enameled both inside and out. No 
metal comes in contact with the coffee. 


At bottom of page — the new Vollrath roaster; 
made in two sizes to fit 14, 16, 18 and 20-inch 
ovens when of standard depth, 191% inches. 
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Below— Vollrath refrigerator dishes; they save 
space in the ice box; their non-porous surfaces 


keep food fresh and pure; made in several sizes. 











There is responsibility in leadership 


Every dealer in Vollrath Ware knows that there 
is something in Vollrath Ware besides mere mate- 
rials and construction. It is seen in the service 
that the product gives and the friends it makes for 
both dealer and manufacturer. 


That something is the result of study, experimen- 
tation and pioneering which have been carried on 
constantly, faithfully and patiently now for over 
58 years. It is the reason why Vollrath Ware has 
reached its present high point of perfection. 


This plus value in Vollrath Ware has given it un- 
equaled leadership in the industry. And this lead- 
ership, in turn, has placed upon The Vollrath 
Company the requirement to live up to high 
standards. 


We are not merely willing 
to accept the responsibility 
of leadership, but we are 


It remains for you to gear into this leadership of 
Vollrath Ware and to gather in the profits that 
come from handling a well-known line and a qual- 


ity product. 


The items illustrated here have been or will be 
featured in forthcoming displays in The Ladies’ 
Home Journal and Good Housekeeping. They tell 
of the results of more than a half century of study 
and work in Vollrath Ware’s three coats of su- 
perior enamel, which make it so easy to clean and 
so clean to use, and of Vollrath Ware’s beautiful 
design and its gas-welded handles and spouts that 
never come of 


Newspaper electros and mats, circulars and other 
dealer advertising helps are 
available to dealers who 
wish to direct prospective 
buyers seeing these maga- 
zine advertisements to their 





fixing it definitely upon our- 
selves by going before your 
trade, through widespread 
advertising, with the mes- 
sage of Vollrath’s reliability. 
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own stores. - See the Voll- 
rath salesman or write us. 
THE VOLLRATH COMPANY 


Established 1874 
SHEBOYGAN WISCONSIN 
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In Your Own State— 
Farm Owners know about 
sin eileen Super-Zinced Fences 


f ences into more than 4 mil- HE selling and advertising effort that keeps the advantages cf 
lion farm homes, distributed S Zi st dana ios Sel he f 
on steunn Reln. uper-Zinced tences constantly before the fence user 1s extra 
value for the dealer. Extra value added to the well-known depend- 
Hoards Dairyman 


Rural New Yorker ability and guaranteed service of the fences themselves. 


New England Homestead 
Pennsylvania Farmer 





National Stockman and Farmer , , , 

Indiana Farmer’s Guide The map and list of publications here show how thoroughly Super- 
Prairie Farmer , , . 

Michigan Farmer Zinced Fences are nationally advertised to the farm market. Of even 
Michigan Business Farmer ; ° ; — P 

Wisconsin Farmer greater importance is our policy of associating our agent’s name 
Southern Planter e . . ‘ ‘ ie 

Southern Ruralist and store with our line by localized direct mail advertising, thus 
Southern Agriculturist ; ‘ : 

Progressive Farmer enabling him to get full benefit from his own and our sales efforts. 


The Farmer 
Farm, Stock and Home 


Dakota F — j ; 7” ' 
Soon Sieaanataend Distinct advantages in purchasing go with the Pittsburgh Steel 
Nebraska Farmer . : ‘ . ‘ 
Kansas Farmer Company line which makes it possible to get promptly all your wire 
Missouri Ruralist ; . ra. 

Oklahoma Farmer-Stockman needs from a single reliable source. Our conveniently located stocks 
F d Ranch ; 
Pacific Rural Press include fence, barbed wire, plain wire, nails, gates, posts—for ship- 


Washington Farmer 
Oregon Farmer 


ment in carload or smaller lots. Your inquiry will receive our 
prompt attention. 
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Panco Half Soles 


cut shoe bills in half! Bet- 
ter and more durable than 


the best of leather soles. 
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O Yoen Door to 
a Profit table Market 


Panco halt soles, heels and strips are making extra 
profits for live hardware dealers everywhere! They 
are easy to put on—wear like 1ron—add months more 


service to old shoes. 


Healthful—comfortable—eco- 


nomical for the whole family! 





de. 7.4") MARK REG. 


Half Soles— Heels—Strips 


are positively the best soling material for all kinds of 


work or weather. 


the feet— 


Absolutely waterproof—won’t draw 


Outwears Best Leather 2 to I 


Black or tan—for men, women and children. 


Look for 


the name PANCO on every piece. 


PANCO RUBBER CO. 


Chelsea :: :: 





Mass. 





Panco Heels 


are packed in indi- 
vidual cartons, with 
nails, etc.--ready to 
apply. 
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The five features of 
the WIZ Kegister”9 ar 
explained in detail below 
We invite a strict con 
parison between WH7 
and any cther Aites 
vraphic 3 register 





Wherever any record is kept by filling in a 
printed form with handwriting and which requires 
carbon copies, there you will find that the Wiz 
Registers will do the work quicker, easier and 
better than any other method. 

The Wiz Register with its Flatpakit has 
changed the whole autographic register field. It 
is like comparing the modern breech loading gun 
to the antiquated muzzle loader. No matter how 
many forms are required, WIZ uses but one 
“Flatpakit” instead of two or more rolls. It can 
be loaded in half a minute. It retains under lock 
and key a continuous, consecutively numbered 
strip of copies, folded zigzag—a complete record 
in a neat bundle, requiring no binder or other 
filing device. 

These five WIZ features give you maximum 
efficiency in your record keeping : 
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WIZ 


REGISTERS 
WITH 


FLAT PaKil 


FORMS 





Five Features 


: make WIZ REGISTERS do their work 
| Easter ~ Quicker ~ Better 


|. The W1Z “Flatpakit” faster load. Made up 
of two, three or more printed slips inter- 
leaved and folded zig-zag. Each form may 
be on a different colored paper. 


2. One or more strips of forms refolds auto- 
matically into the locked compartment. 
Auditing, or reference to any individual 
form is as easy as turning the page of a 
hook. Without the compartment, Wiz issues 
all copies of the transaction. 


3. WIZ Slips are issued from the register 
flat. They file flat and always lie flat. They 
never curl as with roll registers. 


4. WIZ always keeps the forms in alignment 


. The locked compartment protects a complete 
record of every transaction. 


A! 


Upon request (use coupon below) we will be 
vlad to tell you specifically how WIZ Registers 
can help keep records better in your particular 
line of business. 
K-301 
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Losses amd waste stop when original 
entries are right. Amsaboeco preducts 
make and keep them right most quickly 
and economically. Made by the pioneer 
manufacturer of original entry systems. 
Amsaboco Products are backed by more 
than 40 years’ experience by the service 
of the largest force of trained representa 
tives In the fleld @ A. S. B. Co 





American Sales Book Company, Ltd., 
Dept. 725-10, Elmira, New York 


Please give me more information and how it can be applied 

to the system checked below. 

[] Simple Delivery Records 

[] Cash Sales 

[} Credit Sales 

[] Quick Collections 

0 Combining Two Ideas in One Set of Forms 

[] A System for.. BN CS ee ad Te 
(Pin to your ‘hiaihe ill ail mail. ) 
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The 


DISSTONITE 
Handle 





’ on the new Disston Saw the D-18. 

Not just another model. But a saw with 
the greatest hand saw development in fifty 
years. 

The D-18 Saw has an entirely different 
kind of handle—the Disstonite Handle. 

A handle that is tough and strong; that 
will not warp or crack in any weather. 

A handle that is always tight on the blade. 
Because it cannot shrink — and because 
every screw is lock-washered. 

A handle that gives a new feeling of com- 
fort to the hand that grasps it. 

A handle with a smooth, glossy finish 
that is permanent; that oil or perspiration 
cannot mar. 

The man that grips the Disstonite Handle 
will want to buy it. 

Do your part. Put it in their hands. 

Your jobber has the D-18 Saw with the 
Disstonite Handle. Consumers price, $4.50 
each. 


Henry Disston & Sons, Inc. 
Makers of ‘‘The Saw Most Carpenters Use’’ 
Philadelphia, U. S. A. 


“The Saw Most D ; Ss on t © ~ 


warbenters Use” SAWS TOOLS FILES KNIVES STEEL 
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C OQ IN T HE IN T S What Readers Say 


CQetebes 1. 1925 of HARDWARE AGE 


‘“Inclosed find check for $4 to cover 

my subscription for HARDWARE AGE 

Your Threefold Duty During Fire Prevention Week 37 for two years. I am sure I would be 
lost without HARDWARE AGE, as I have 

come to depend a lot on it during the 


another copy but I like to have mine 
Kurzon’s Permanent Tool Displays That Help Sales 40 at home where I can read it at my 
leisure. I take a number of trade 
° papers, but none of them gives me the 
At the Radio Shows 42 help I get from HARDWARB AGE.” 
(Signed) Albert H. Metz, 
Display Tables Make Additional Companion Sales 43 Dye & Bresee Hargware Co., 


Towanda, Pa. 


How Atkinson Profitably Utilizes His Store’s Basement 44 


“Regarding HARDWARE AGE, we 


Barrel Sales Clear Out Dead Stock | 46 couldn't get along without it, as we 
get plans and ideas that are worth 
New Zealand Displays That Sold Hardware AS many times the price.’’—The E. & H. 

Hardware, Long Beach, Cal. 

The Man Behind the Counter 49 

— i. . “We appreciate your valuable maga- 
Another General Letter. By Saunders Norvell 50 zine very much and also the magni- 
tude of your task. Can say truly that 
Washington Information. By WV. | Crounse 54. we consider your publication the best 
we get and could we have but one in 
- ‘ the hardware line, it would be HaArp- 
General Market Information 29 WARE AGE.’’—A. Munson & Son, Me- 


dina, Ohio. 


Cutlery Merchandising. By John Cassin 
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* soUNDS a little odd at first, but, 
after all, hardware is the jewelry 


of a house. Display your hinges and 


other finishing hardware with that 
attitude toward their importance. 
The customer is likely to catch 


the same spirit. 





McKINNEY MANUFACTURING CO. 
Pittsburgh Penna. 
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Volume 116 


New York, October 1, 1925 


No. 


15 





Your Three Fold Duty During 





Fire Prevention Week 


> peer | RE Prevention Week, to be observed October 5 

(‘faba to 10, imposes a threefold community obligation 
4 on every hardware merchant. , He must do his duty 
* as citizen, business man and hardware merchant. 
In all three roles, he must help lessen the present annual loss 
of 15,000 lives and $600,000,000 in property. Fire preven- 
tion authorities state that 75% of all fires are preventable, 
and due entirely to gross carelessness. 





Each citizen should safeguard his family, home and 
neighbors from fire. He can do this by caution 1n the han- 
dling of matches, cigar butts, gas lines, inflammable waste 
material, gasoline, exposed flames and other combustibles 
which may unnecessarily offer a home fire hazard. His 
family should be equally as careful. 


Every business man should take similar precautions in 
his store, safeguarding employees from loss of life and loss 
of occupation. He should instruct these associates to help 
him lessen the chance of a fire in his own or neighbor’s place 


of business. 


As a hardware merchant, however, he can undoubtedly 
do his greatest community service, furnishing the equipment 
which will lessen local fire hazard, and the emergency 
materials which will help nip in the bud an unexpected fire. 
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Profits from Corn 


By Charles P. Catlin 


your locality and you will collect addi- 
tional revenue for your cash register. 

Government reports for September clearly 
indicate a good corn crop—good prices—good 
business. Corn growers are happy and have 
some real money to spend. 

Corn husking time is sales time for corn 
harvesting equipment—everything from husk- 
ing pins to portable corn cribs. Regardless of 
the actual corn crop conditions in your imme- 
diate vicinity, there will be corn to harvest. 
Someone is going to pick, store, sell or feed it. 

Now is the time for you to get your money 
back—plus a profit covering the investment you 
have made in corn pickers’, corn growers’ and 
feeders’ supplies. Cash in on your vested in- 
terest in the harvested interests. Strictly sea- 
sonable lines of this character demand imme- 
diate display and sales attention if you are de- 
sirous of reducing your stock to a minimum 
before the corn picking season closes. 

Your one best bet now is to put your win- 


(your the trade of the corn growers in 


dows at work. Make them pick up extra dol- 
lars (sales) from your sidewalk. Get the pick 
of the corn pickers’ business. Make your sales 
husky by appealing to the corn huskers. To 
attract the attention of the corn picker, feature 
and display these items with whatever addi- 
tional goods you have in stock which are suit- 
able for the corn growers in your locality. 
Husking Pins 
Husking Hooks 
Husking Gloves 
Husking Mitts Grain Bags 

Husking Lotion Grain Bag Trucks 

Pine Tar Galvanized Grain Baskets 
Huskum Galvanized Grain Measures 
Cotton Gloves Harvest Kegs 

Canvas Gloves Water Buckets 

Thumb Stalls Dippers 

Wrist Supporters Vacuum Jars 


If you stock and sell the following lines: 
Feed grinders, fodder cutters, grist mills, 
scales, gasoline engines, silo fillers, portable 
corn cribs, feature them. That is, announce 
the fact that you have them in stock on a sign 


Corn Knives 
Corn Shellers 
Grain Scoops 
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(placard) and put it in an attractive place in 
your window. 
Sign suggestion: 





Come in and 
See Our Line of 
Feed Grinders, Grist Mills 
Scales, Silo Fillers 
Gasoline Engines 
Portable Corn Cribs 











Your window display will prove doubly 
effective from an attention-getting value and 
sales-producing standpoint if cornstalks, a 
pumpkin or twe:and a liberal supply of autumn 
foliage are used in connection with the mer- 
chandise. This will give your window display 
the correct autumn atmosphere. 

Place an additional sign or two in appro- 
priate places. Here are two suggestions—use 
your own judgment: 





Corn Pickers 
Pick More Corn 
with Our 
Corn Picking 


Equipment. 











Such placards are admission tickets to bet- 
ter business. 

Here is some information I picked up very 
recently from an expert corn picker. It was 
interesting to me. I trust it will be to you. 
“The average corn farmer will pick from 60 
to 75 bushels of corn a day. Expert (fast) 
pickers will pick (husk) 100 to 125 bushels a 


day. The Iowa Champion Husker’s record is 
248 bushels in nine hours.” 

As it is with corn huskers, so it is with many 
of our merchants. Some of them are doing 
just an average business. Others are expert 
merchandisers and endeavor to speed up sales. 
Then come the champions who go the limit 
when it comes to using modern merchandising 
methods. They know how to keep home money 
at home—and they do—through their aggres- 
sive and consistent system of advertising and 
window displays of timely, unified lines. Oc- 
casionally they send out a friendly and cour- 
teous letter featuring seasonable lines to their 
townspeople and country folk. 

These champion merchants seldom have 
cause to complain about dull business. It really 
does not make much difference to them whether 
corn goes 40 bushels to the acre or 25 gallons. 
They continue to feature timely, unified. lines 





Everything 
for the 
Corn Harvester 
Whether It Be by 
the Gallon 
or 
the Acre 








| 





and succeed in turning dull days into profit. 

Thought is the most powerful force on earth 
—yet most of our thoughts are wasted. Put 
this modern sales-suggestion into action while 
the thought is fresh in your mind. You will 
get out of this year’s corn crop only what you 
put into it. Corn is king. Pay it due homage 
—and you will get a royalty that will help fill 
your cornucopia of plenty. 

Next week let’s go hunting! 














The Generator 





™ | + world’s most powerful locomotive has recently been made for 

the Virginian Railroad and is now in service. It weighs 1,275,900 
pounds, is 152 ft. long and develops 7125 hp. 
thing about it is that it functions in two ways. 
level stretches, it is an electrically-driven motor; but, when it thunders 
downgrade, it becomes a generator. 
electricity, it is creating it, to help pull other trains upgrade. 

What the world in general and the world of merchandising in 


But the interesting 
Going uphill or on 


Then, instead of consuming 


particular need is more Generators. Inspiration, enthusiasm and the 
power-to-accomplish-will very largely be injected into every one of us for much of the 
time by our parents, friends, bosses, superiors and the heroes we worship, but periodic- 
ally the time comes when our individual world looks to us to be the Generators, the ex- 


amples, the enthusiasm, the source of power. 


In the world of merchandising, we are, 


upon occasion, expected to make our contributions of ideas, of methods, of example to 


the “Common Weal,” to be Generators. 


We cannot always be parasites. The day comes 


when the Spot-Light of Opportunity is turned on each of us, bringing our Responsibility 
and our Chance. Only because it was su planned can the Virginian locomotive regen- 


erate and only because we have so planned will any of us. 
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Charles Kurzon has developed a very 
substantial mechanics’ tool business 
through the use of permanent dis- 
plays, and the fact he thoroughly 
knows his customer's requirements. 


Wi ert iilil bala A 





Eiast Side Looks to Kurzon for Advice 


As Well 


N the very heart of New York City’s much 
I chronicled East Side is the hardware store of 

Charles Kurzon. Located at 87 East Houston 
St., half a block below the famous Bowery, it is 
easily the outstanding mercantile establishment 
of that immediate district. The store is modern 
in every respect, well laid out, with plenty of 
open floor space inside and two extra large display 
windows in front. 


As Tools 


The Kurzon stock is complete, well assorted 
and sampled in the approved manner so that all 
who enter may readily inspect a complete line 
and select with a certainty any desired number 
from the line. 

Twenty years ago in a little basement, Charlie 
Kurzon started on his retail career. Mechanics’ 
tools was his basic line. His stock was meagre. 
His profits were lean—but his energy was with- 
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out limit. Today with his new store he is still the 
indefatigable worker who owned the shabby base- 
ment shop. And today mechanics’ tools are still 
a very important part of his stocks and sales. 
Some people call him the “Mayor of Houston 
St.” Everyone on the East Side knows Charlie 
Kurzon and knows he has made good. The East 
Side is the home of thousands of mechanics in all 
trade lines, and whatever their requirements may 
be, Kurzon’s tool stock will not be found lacking. 
Charlie Kurzon knows tools. He knows the East 
Side and its ways, its expectations, limitations and 
moods. Thousands of European mechanics have 
settled east of the Bowery in that 20 years. They 
came from all the European countries, seeking an 
existence in the New World. Kurzon has studied 
these people and their strange ways. He has 
supplied them with the necessary working tools 
of their trade and has found them jobs; extended 
credit where necessary and deserved; urged them 
to learn English and to become good citizens. He 
has always been interested in their problems. 
When new tools are introduced Charlie tells 
the East Side mechanics. He explains the im- 
provements in a way which these fellows under- 
stand. For the young mechanic of limited train- 
ing Kurzon can always find time to demonstrate 
the use and care of tools and will recommend ¢care- 
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fully the tools necessary for the young man’s par- 
ticular trade. 

East Side mechanics look to Charlie Kurzon not 
only as a source of supply, but as a source of 
knowledge in tools and uses of tools. In fact they 
even come to him with some of their personal 
problems, which he helps solve with as much 
friendly interest as he would were the problem 
one of supplying a complete set of tools for some 
trade. 

The trade schools and manual training courses 
available on the East Side are all familiar to 

» Kurzon. He can direct the would-be scholar to the 
proper place. In many instances the tools and 
other manual training equipment for these schools 
came from the Kurzon stock. Charlie has been 
very successful selling the Board of Education of 
New York City. 

With such a large stock and such complete lines 
the display of samples has been a big problem. 

We call your attention to the three photos with 


' .this story. They show saws, cutlery and drills. 


With the exception of some of the cutlery items, 
all three groups are displayed primarily to at- 
tract the mechanics’ attention and trade. You will 
note each item is marked with price, size, name, 
model number and is keyed to indicate where the 
stock is kept in the drawers below. This complete 
yet simple marking avoids confusion. 








Bill Bump Puts the Loudspeakeronhis Sales Force 





MY RADIO SALES ARE SO GOOD THAT - 
I DON'T HAVE To THINK MUCH ABOUT 
THE DEPARTMENT 8UT THATS NO 
REASON NOT THINKING- 
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At the Radio Shows 
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A General View of the Fourth Annual National Radio Exposition 


That radio still holds its grip on the public was strongly evidenced by the vast throng that attended the 
National Exposition, at the Grand Central Palace, New York City, during the week of Sept. 14-19. 
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At the Second Annual Radio World’s Fair 
The fall radio season was ushered in by two radio shows held during the week of Sept. 14-19. The 
Radio World’s Fair, at the 248th Field Artillery, in New York City, included many new and unique 
developments in the radio fie!d, and like the National Exposition enjoyed a very large attendance. 
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isplay Tables Make Additional 


Companion Sales 


: HE sales force in the store of the Meierhoff 
Hardware Co., Highland Park, Ill., consists 
of W. E. Meierhoff, the proprietor, three 


clerks and a low white table. The table, which 
is 6 ft. long and 4 ft. deep, has a 12-in. shelf 
about 14 in. high running across the back and 
a full-sized shelf just clearing the floor under- 
neath. 

This table stands in the aisle just to the left 
of the front door the year around, and upon it 
are displayed various seasonable items. At pres- 
ent its job is to sell canning supplies, such as 
fruit jars, jelly glasses, strainers, preserving ket- 
tles, funnels and all of the other things used by 
the housewife during canning season. A com- 
plete assortment of these items is displayed on 
the table and it serves as a constant reminder 
of possible “companion sales.” With the canning 
season now nearly over, Mr. Meierhoff states that 


‘ 


the canning supply sales from this “silent sales- 
man” have this year amounted to approximately 
$500. ’ 

Mr. Meierhoff has no regular time for chang- 
ing the contents of the table, but keeps the va- 
rious seasonable displays as long as the particular 
season lasts—anywhere from two weeks to two 
months. The canning display has been shown for 
about a month replacing a display of small gar- 
den and lawn tools and supplies which lasted for 
about ten weeks, and will in turn give way 
shortly to some fall items. 

One big advantage gained by this table is the 
large number of additional sales it makes. A 
customer comes into the store for some different 
article but is stopped near the door, usually on 
his way out, by the timely suggestions of the 
display. 
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Through utilizing the basement of 
his store, as shown in these illus- 
trations, R. J. Atkinson, of Brook- 
lyn, N. Y., has turned space that is 
ordinarily considered valueless for 
display purposes to highly profit- 
able use. 
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How Atkinson Profitably Utilizes 
his Store’s Basement 


VERY hardware store has a basement. Un- 
fortunately every hardware merchant does 

not utilize this valuable selling space to the 
same extent that R. J. Atkinson has. Located at 
1334 Broadway, Brooklyn, where rent is high and 
stores none too large. Mr. Atkinson has had to 
study carefully the allotment of display and stock 
spaces. His corner store has been a landmark in 
that section of Brooklyn for more than 25 years. 
Upon entering this store you will immediately 
recognize that all available space is being utilized 
in the most productive manner. Instead of the 


usual cellar filled only with surplus stocks, you 
will find Atkinson’s basement has complete base- 
ment store devoted to household hardware, screen 
nails, wires, stove pipe and a few other heavy 
hardware lines. Part of the cellar has been used 
for storage, but the greater part is devoted to 
selling the lines mentioned. 

Stairs leading to the basement store start from 
the center of the main floor. On the way down 
the stairs you will note a copper wire display rack 
and other items suitable for display in small 
space. The household hardware department is ac- 
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tually a store in itself and is in charge of a very 
capable young lady. Here you will find neatly dis- 
played, aluminum ware, enamelware, mops, fly 
swatters, bread tins, tinware of all kinds, straw- 
berry hullers, flour sifters, strainers, thumb tacks, 
nut bowls, electric irons and toasters, bulbs, food 
choppers, percolators, and many household spe- 
cialties. In the rear are booth-like displays which 
attract the women customers, for in this part they 
may actually browse in a booth of aluminum or 
enamelware or tinware depending upon their par- 
ticular interest at the time. 

Mr. Atkinson is a consistent newspaper adver- 
tiser and frequently his ads feature the basement 
store or some special line or item carried in this 
section. The basement store has been a very suc- 
cessful and profitable trade winner for the busi- 
ness. It has brought the women to the store and 
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has enabled the firm to carry many household 
lines which otherwise would have been handled 
with cramped quarters for proper display. 

Women are glad to go downstairs where it is 
quiet and seem to appreciate the advantages of 
dealing with a woman on such lines as cooking 
ware and other items intended for women’s use. 

Two blocks from the store Mr. Atkinson has a 
two-story brick building, which is a combination 
garage and warehouse. Here his trucks and extra 
stocks are kept with ample provision for both 
needs. On the second floor of this building Mr. 
Atkinson has built a small booth with dustproof 
gauze on the door. Here he keeps screen doors. 
The gauze keeps out the dust and dampness, but 
permits an adequate circulation of air. He has 
found this a very successful way to carry screen 
door stocks. 
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Sesies of Tool Articles 
to Begin Next Week 


N its next week’s issue, HArpWARE AGE will publish the first of 
a series of twenty-six constructive, educational and sales build- 


ing articles on tools, to appear twice monthly. 


These articles will deal with the manufacture and sale of tools 
in the same broad way that Thomas’ articles on Builders’ Hardware 


dealt with that important hardware line. 


They are written by a man who knows tools as few men know 
them; a man who has had years of experience in both the manu- 
facturing and the selling ends of the tool business; a man who has 


sold tools to the consumer, the retailer and the jobber. 

His articles will furnish to traveling salesmen, the merchants 
and men behind retail hardware counters, a fund of accurate, con- 
structive information designed not only to increase their knowledge 
of tools, but to help them sell this basic hardware line. 

Read these articles yourself, and see that your salesmen read, 


study and apply them. 
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Barrel Sales Clear Out 


Dead 


ARREL sales enable the Venice Hardware 

Co., Venice, Cal., to clear out its dead stock 
at a substantial profit. This novel and effective 
method of getting rid of shelf-warmers is handled 
in the following way: 

A special window display is arranged showing 
a large wooden barrel on a slightly raised eleva- 
tion or pedestal in the center background of the 
window. The barrel is painted white, and is filled 
with packages of miscellaneous articles, usually 
crockery and kitchen utensils. The floor of the 
window is covered with similar packages wrapped 
in different colored paper, and arranged as though 
they had fallen out of the barrel, which, we ne- 
glected to mention, is laid on its side with the 
opening toward the front of the window. Appro- 
priate signs are put in the window directing atten- 
tion to the bargain nature of the offering. ‘‘Lucky 
parcels” they are called, and passers-by are offered 
their pick for 49c. each. Each package is guaran- 
teed to contain merchandise in good condition of 
a retail value not less than 75c. each. 

The assortment of merchandise that is put into 
these packages includes cups and saucers, odds 
and ends of aluminum ware, crockery, glassware, 
small butter crocks, molds, etc., in short, anything 
and everything in the housefurnishings depart- 
ment of the store that the management wants to 
dispose of for one reason or another. 





Stock 


Last year during one of these sales the firm 
sold 150 packages at 49c. each, containing not less 
than 75c. worth of merchandise. About 75 of 
these packages were sold during the first three 
days of the six days sale, and the company dis- 
posed of a large assortment of odds and ends and 
slow movers. 

During one of the first few days of the sale a 
woman entered the store, after looking in the 
window for some time, and selected one of the 
packages in the window. She pointed out the one 
she desired, a clerk stepped into the window and 
got it and she paid 49c. for it. Then she insisted 
on opening it in the store. She was curious to see 
what she had obtained. Opening her package she 
found two first-class pieces of aluminum ware, 
one of which, she said, she had particularly 
wanted for a long time. She was very much grat- 
ified and took another package in which she re- 
ceived a bread knife and two cups and saucers. 

This woman had a number of friends to whom 
she told her experience, with the result that a 
number of persons not only heard about the spe- 
cial sale but also visited the store especially to 
buy a package. Since that time several of those 
persons have become regular customers of the 
store, although they had not been in it prior to 
the barrel sale. 

Some of the packages cost the store 33c., in- 
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cluding the merchandise, wrapping, etc. They are 
sold for 49c. That is the average, although others 
cost slightly more, and still others represent a 
smaller cost to the store. 

A similar idea is also carried out with baskets, 
although not to the same extent. The baskets are 
used, as a rule, when the management wants to 
dispose of odds and ends of its basket stock, but 
seldom at other times. The baskets are filled with 
crockery, usually crockery that is in good condi- 
tion except for some slight and scarcely noticeable 
nick or scratch. Defects are explained to custom- 
ers before they make a purchase, although most 
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women see the defects for themselves. The bas- 
kets and contents are sold from $1.06 to $2.14. 
The store recently sold 16 in three days. 


The wrapping of packages and the filling of 
baskets are done by the clerks of the store, some- 
times during slack hours and sometimes, if neces- 
sary, after hours. For after-hours work they are 
compensated. 


In addition to getting rid of odds and ends and 
dead stock, this method has proved successfulu in 
attracting new customers, and in advertising the 
store. 








Window 


Displays 


By M. M. Godschalk 


T has been said that the eyes are the windows 

| of the soul and so in my years of experience 

in the retail line I have found that the WIN- 
DOWS are the EYES of the store. 

The passersby are able to judge how a store 
is managed by seeing the windows. Are these 
windows dusty, do they need washing or is the 
merchandise displayed therein becoming dusty or 
does this merchandise belong to a season just 
past. All these things the average passerby will 
notice. 

Have you ever stopped to think that fully one- 
half of your rent is paid for the WINDOWS in 
the busy thoroughfare? Were this not so any 
place would be almost good enough to STOCK 
your wares, but the windows are for the DIS- 
PLAY. A good slogan is ‘““Make the windows 
work for you.” Give them absolutely no rest, 
change the merchandise two or three times each 
week; especially is this advisable if your store 
is located in a neighborhood where the same peo- 
ple pass by each day. 

Oft we hear the cry, “Oh I have no time to 
change my windows two or three times a week,”’ 
but this work is light if you will confine yourself 
to ONE line. 

For instanace, Saturday night before going 
home, fix your windows for “Monday Sale” with 
brooms or some other item. Then on Monday 
night before closing another window is arranged 
with, say, enameled or aluminum ware for the 
midweek sale on Wednesday, and again on 


Wednesday night prepare your windows with 
some good inviting item for the big Saturday, 
and be sure to mark all. these sales with a nice, 
readable (not showy) ticket, telling the special 
and the price. You will find that this continuous 
changing will attract the passerby and eventually 
he will look for your next display as he will for 
pay day. 

If you have two windows in your store, you 
may use one for “permanent” displays for ONE 
week, but take care not to display more than ONE 
line at the time. For instance, if you make a 
TOOL window, display every thing that appeals 
to the mechanic, be he carpenter electrician or 
plumber. Again, if you make a PAINT window, 
only display paints, varnish brushes, etc., or if 
you make a BUILDERS’ HARDWARE window 
remember that articles such as locksets—butts, 
roofing, etc., interest the builder and thus by con- 
centrating on the one line, you also concentrate 
the mind of your customer and he will remember 
what he saw. 

It also is very important to study the lighting 
system, be careful that the light does not shine in 
the customer’s eye as this will “blind” him and 
he is unable to see the goods displayed in rear of 
window. Care also should be taken that frosty 
windows do not spoil the work: of windowdress- 
ing, as this icy curtain will completely hide all the 
display. To overcome this you may ventilate top 
and bottom of window by boring a few holes and 
so arrange for a compiete air circulation. 








Wanted: House Organs 


N a future issuc, HARDWARE AGE is to publish an article on the part played by the 
house organ in modern selling, and in order that this may be made as comprehensive 
as possible the editor would appreciate receiving from retailers, manufacturers and 

wholesalers issuing house publications, copies of their periodicals, together with any 


general remarks they may care to make. 
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New Zealand Displays that Sold Hardware 





H. Sunderland of The Sims Hardware Co., Cuba Street, Wellington, New Zealand, was 

awarded a prize during “Show Week” for the striking display shown herewith. A 

feature of these trims is the unusally large amount of merchandise displayed without, 
however, sacrificing the generally excellent effect. 
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In the above clever cutlery display, arranged by H. Sunderland, of the Sims Hardware 
Co., Wellington, New Zealand, it will be noted that price tags are used throughout. 
This is always good practice, particularly where a large number of items are on display. 
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ware salesman asked me. en he an- 

swered his own question; “I have learned 
that there is hardly a woman who is not complain- 
ing that her bread knife is dull. I found it out by 
asking women customers if they needed a knife 
sharpener. So now I show all the women a special 
bread knife and I guarantee it to keep its edge— 
if they will use it exclusively for bread cutting. 
The trouble is that the bread knife, if it is sharp, 
gets used for everything else and pretty soon it 
isn’t sharp any longer. This plan makes it easy 
to sell bread knives and they give satisfaction 
when they are sold.” 

” * 7. 


“Ty you know what I have learned?” a hard- 


A hardware dealer told me he expects to sell 
5000 ft. of weatherstrip this fall and winter by 
giving his salesmen a little commission on the 
sales. “I put in a line of weatherstrip last year,” 
he said, “and told the boys I would give them a 
5 per cent commission on the sales to introduce 
it. The average sale was around 150 ft., where 
folks bought to fix the whole house. The commis- 
sions ran close to a dollar on such a sale. This 
year I am going to continue the commission plan 
and the boys are already lining up prospects.” 


* * * 


I found the employees in Hartshorn’s hardware 
store painting the interior woodwork. “Why 
don’t you hire a painter?” I asked Hartshorn, “in- 
stead of making the boys do the work?” 

“You wouldn’t guess the reason,” he replied. 
“T am putting the boys at the job, one at a time, 
sometimes two, just so they will learn about paint 
and paint brushes through actual experience in 
using them. I don’t expect them to become ex- 
perts, but when a man has slung a paint brush a 
little himself he gets some of the point of view of 
the customer who wants to buy a brush, and he 
can even advise the customer, unless the customer 
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When a salesman’s neglecting his job 
"Cause he’s looking for something 
better; 
Just make up your mind 
You never will find 
Him becoming a real go-getter. 


happens to be more experienced. There’s nothing 
like being experienced in the use of any product 
to enable one to sell that product intelligently.” 

od * 7 


It is a mistaken idea that people will buy things 
they want without any effort to sell them. People 
have to be sold on things they want just as they 
have to be sold on things they do not want. Wit- 
ness the publicity given to a “Safety Week” in a 
great city. Everyone wanted safety without any 
special week being devoted to urging it. And yet 
by selling the public on safety for a week, the 
accidents for the week were reduced to a small 
fraction of the normal—and the figure went back 
up again the next week. Leave it to people to buy 
what they really want, without solicitation, and 
sales will be well below their possible figure. 

* * * 


“Tommy, go down to Kilrain’s hardware store 
and get me a paper of tacks.” 

“Can’t I go to McNeill’s, mama?” 

“It’s farther.” 

“I know it, but I like the feller in there. He 
gave me an empty box once. And Mr. Kilrain 
wouldn’t give us one.” 

When the salesmen in a hardware store haven’t 
time to treat boys like Tommy so well they’l! 
want to come back, that store is some day going 
to find it hard to make customers of those boys. 


‘ * * 


The hardware salesman who said he was too 
dead tired when it came night to spend any time 
reading the hardware papers was probably not 
too tired to pound away at the Charleston or some 
other dance step as long as the Midnight Jazz 
Brothers would play. And probably he did not 
realize that one of the best ways to get to where 
his day’s work would be more with the head and 
less with the legs, was to do more reading and 
less dancing. 
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—- Another General Letter 


By Saunders Norvell 


The last General Letter, issued by the president of one of our large corporations, has excited so 
much interest and so many duplicate copies have been called for that I am taking the liberty of giving 
you a copy of another General Letter, just issued, that has been sent to the sales force of a large 


corporation that operates several factories. 


Five years ago, they decided to sell the goods of one of their factories through a list of exclusive 
wholesale Distributors, giving each Distributor a certain territory. There is one Distributor in each 


local jobbing territory in the United States. 


It is interesting in this letter to read of the experience this factory had in distributing exclu- 
sively through jobbers. Incidentally, it is also interesting to read what the president of this company 
thinks of the present trade outlook. He predicts the greatest Christmas business this country has 


ever known. 


The romantic story told in this letter of the sudden change it was necessary to make in a different 
business, the chances taken backing up an idea and the successful outcome, is almost good enough 
material for a thriller story in one of our fiction publications. 


THE NEXT NINETY DAYS 
(This letter was dictated on Sept. 15, 1925) 
The Main Thing 


The main thing about which I wish to chat with 
our heads of departments, salesmen and em- 
ployees at this time is the next ninety days. There 
is very little profit in looking backward. The men 
in this world who make money are those who look 
forward. The brakeman drawing a small salary 
may hang out the red light at the rear end of the 
train, but the man drawing the big salary is the 
engineer who sits in his cab with his hand on 
the throttle, watching the rails ahead. 


Ninety Days of Selling Opportunity 


Just what is there ahead of us? In this letter I 
wish to size up the general situation. First of all, 
the three best selling months in the year are from 
Sept. 15 to Dec. 15. It is the time to sell goods. It 
is the time to make hay—to gather in the harvest. 
In the course of business, we necessarily have dull 
periods. There is a time of vacations. There is 
also a time of holidays. Business is dull during 
these times. Then, in between these times of rest 
and recreation, there are periods when all of us 
should do our very best work. We should not work 
is merely the usual way, but we should work extra 
hard—work faster and try to accomplish more so 
that when the time for rest comes, we can rest 
with a clear and easy conscience, realizing that we 
have done well at the time of opportunity. Now 
we are right in this good selling time. Our own 
business was never better. We were never selling 
more of our own manufactured goods than we 
are at present. What are the general conditions? 
Let me trace them briefly: 


Our Unusual National Prosperity 


The banks are full of money. The savings ac- 
counts in this country were never greater. There 
is practically no unemployment. Wages in all 
lines are very high. In the agricultural districts, 
except in a few spots where there has been a 
drought, we have had very good crops and prices 
are more than the farmers expected. Automobile 


sales, gasoline sales and the sales of department 
stores are all running ahead of last year. This 
country today is by far the most prosperous coun- 
try in the world. As a matter of fact, the earth 
has never seen greater prosperity than exists in 
the United States today. The prosperity we are 
having now is, in a sense, a natural prosperity. 
It is a result of enormous production of all the 
good things that a human being wishes. The pros- 
perity during the War was artificial. It was un- 
natural. It was produced by an artificial condi- 
tion. Today there is no war, but this nation is 
prosperous beyond the dreams of any philosopher 
since the world began. The buying power of even 
what are known as poor people is something tre- 
mendous. In the old days, only the head of the 
family worked. All the girls and boys stayed at 
home. The girls helped mother put up preserves. 
Now all this has changed. Entire families are 
working and they are drawing very high wages 
compared with former wages. What is the result? 
These families of workers have immense buying 
power. They are spending their money for all 
sorts of things, some wisely, some unwisely. Just 
one illustration of how money is being spent is 
the fact that last year more than $100,000,000 was 
spent for chewing gum. The amounts spent for 
tobacco, cigars and cigarettes are almost unbeliev- 
able. Of course spending of this kind is all waste 
and I simply refer to it as indicating the pros- 
perity and buying power of the people of this 
country today. 


A Time of Opportunity 


As a result of these conditions, there was never 
such an opportunity as the present to sell goods. 
There is no reason, where there is intelligence and 
energy, why any concern having goods for sale 
which the public wants should not sell them. The 
only reason they can not sell is simply a lack of 
energy in salesmanship. You may rest assured 
that other people in the same line are reaping a 
harvest. 

Therefore, the first point I wish to make is that 
conditions for selling were never better than they 
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are at present and all of us in the next ninety 
days should grasp our opportunities. Now is the 
time to do the grasping. Do not wait until the 
harvest period is over and then come around with 
— of alibis as to why you have not gotten your 
share. 


Opportunity Is the Test of Every Man and Every Business 


The industry and ability of every sales force, 
every salesman, every factory manager and every 
factory worker will be tested in the next three 
months. Every business is simply the accumulated 
efficiency of those people who work in the busi- 
ness. If a business is made up of a lot of ineffi- 
cients, naturally the business as a whole is ineffi- 
cient and a failure. On the other hand, if a busi- 
ness is made up of intelligent, industrious people 
— together in harmony, it is sure to suc- 
ceed. 


Are You a Square Peg in a Round Hole? 


Following this line of thought, if a business as 
a whole does not succeed in the next three months, 
it might as well liquidate, sell out and get out of 
business. It can never succeed. If salesmen can 
not sell goods in times like these, they might as 
well hunt some other job. They are not salesmen. 
If manufacturers can not make goods properly 
and handle the business properly in times like 
these, they might as well come to the conclusion 
that the good Lord did not intend them to be 
manufacturers. They also had better seek other 
jobs. In other words, a time of opportunity such 
as we are facing at present is a test of every or- 
ganization and every man in that organization. 
In times of bad crops, of maney panics, of general 
depression, there are excuses for poor results, but 
there are absolutely no excuses for a lack of suc- 
cess in an established business under conditions 
as they exist today. 

I have therefore written a personal letter to 
each of our salesmen. I have commented on his 
results for the first eight months of this year. I 
have pointed out these conditions to them. I am 
absolutely sure that we will have a very large 
business—all we can handle—in the next ninety 
days. I am just as sure of this as I am sure that 
I am alive today. Nothing can stop it. 


Let Us Work with Our Heads as Well as Our Hands 


Nevertheless, as the executive of this business, 
I feel it is my duty to lay all these conditions 
before our salesmen and employees. I do not want 
you to work like dumb driven cattle. To me, the 
idea of the worker who works stupidly, without 
any thought about what he is doing or why he is 
doing it, is simply horrible: I feel, however, as 
I am in a position to know more about general 
conditions, not only in our business but in the 
country at large, that I should give you the 
result of what I see, what I know and what I 
think. I want you to know the reasons for things. 
I want all of our organization, in a certain sense, 
to think together. 


The Thrilling Story of Our Business 


No doubt all of you read the fiction magazines 
for the pleasure and thrill of the exciting stories 


told. Don’t you know that there is just as much 
romance and just as much excitement in business? 
The only trouble is that many people do not know 
what is going on. I wish to tell you the story of 
our own business. 

Suppose I start out by telling you that our pres- 
ent success is the result of a desperate gamble. 
That is startling, isn’t it? Nevertheless, it is true. 
When a man gambles with nothing, he does not 
take many chances. In any event, he has nothing 
to lose. When a man, however, gambles with a 
large business, he risks a great deal. I am using 
the word “gamble” because I wish to convey the 
idea of taking a great risk. Of course what we 
did in this business was not like regular gam- 
bling because we took our chances after very care- 
ful thinking. 

Here was the situation. We had built a large 
factory to manufacture a certain line of goods. 
We started out selling these goods direct to the 
retail trade. We came in competition with other 
manufacturers selling these same goods to the 
retail trade who were also customers of our other 
factories. These manufacturers got together and 
informed us if we continued to manufacture these 
goods and compete with them that we would lose 
all their business. As the business of these manu- 
facturers was very profitable and as their business 
was the backbone of one of our other factories, 
we decided to discontinue the manufacture and 
sale of this line. 

The question was, what to do. We then decided 
to further develop the manufacturing of our own 
SPECIALTIES. The next question was the plan 
of distributing these goods. At that time we had a 
large force of traveling salesmen selling direct to 
the retail trade all over the United States. After 
very careful consideration, we decided to adopt 
the plan of distribution of establishing distribu- 
tors for our lines in all parts of the United States. 
We decided to give up our direct sales to the retail 
trade, except in the metropolitan district. 


It Took Nerve to Stand the Strain 


We started on this selling plan five years ago. 
Year after year, as this part of our business was 
small and growing, we lost money. The cost of 
overhead, the cost of selling, the cost of advertis- 
ing, was very much in excess of. the profits we 
were making on our sales. 

However, we believed in the plan of distribu- 
tion through the local jobber. We had faith in the 
jobber. We believed it was simply a question of 
education. We knew it would take time to educate 
the executives, the sales managers and the sales- 
men of these jobbing houses in the plan of selling 
our goods. We were loyal to our idea. We did not 
allow anything to discourage us. We kept on ad- 
vertising, teaching, adding new distributors to 
our list; and slowly and steadily, this part of our 
business increased. 


They Cheered Us Up with Hard Luck Stories 


During these very discouraging years of con- 
stant losses, we had our Job’s comforters. Manu- 
facturers of lines similar to ours, selling direct to 
the retail trade, told us we were foolish. They 
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predicted we would go broke. They said we could 
not depend upon the cooperation and help of the 
jobbing trade. One of the leading jobbers of the 
country said to me: “J have known and liked you 
for many years. I would be sorry to see you go 
broke. I can not understand how you can ever 
make a success of your plan of distributing your 
complete line through jobbers. They will not help 
you. They will take the extra discount you give 
them and put it in their pockets. They will expect 
you and your salesmen and your advertising to 
do all the work. All they will do will be to take 
over the business when it comes to them on a 
silver platter.” This of course was not cheer- 
ful. The man who was talking to me was a suc- 
cessful man. He had been in the trade all of his 
life. His opinion naturally was of some value. 
Nevertheless, we stuck to our idea and we stuck 
to the jobber and this year, for the first time, we 
see results that justify us in believing that we 
were right—that we were not foolish—in other 
words, that we used good judgment in being loyal 
to the idea of distributing our goods through 


jobbers. 
Back of Our Success Was a Big Idea 


Now, our employees have seen the growth of 
this business. They have seen us employ more 
people at the factory. They have seen us putting 
out more goods, but how many of our employees 
knew this story? How many of them realized 
that in backing our faith in the wholesale XXX 
houses of this country, we were risking every dol- 
lar of our investment? It was certainly a gamble. 
It was such a big gamble that until we felt we 
were safely on the road to success, we would not 
have dared to write a letter like this about what 
we were doing. 

Now, what are the elements, in a big, broad 
way, of this success? There are many details but 
the fundamental principles back of our line are 
simple. Many of the national advertisers—in 
fact—most of them, in our line of business, have 
openly expressed contempt for what the XXX job- 
ber would do for them. Many of them have used 
the jobber and the retailer to build up their busi- 
ness; then, when a demand has been created for 
their goods from the consumer, they have felt 
that they were entirely independent of the jobber 
and the retailer. Therefore the profit and the 
welfare of the jobber and the retailer was of no 
interest to them. They put a lot of money into 
advertising. They made large profits themselves 
and everybody else who handled their goods were 
simply goats. They worked for them for nothing. 


You Can Not Build Up a Customer by Starving Him 


We did not believe in this principle. We were 
educated in business to believe that no trade is 
a good trade unless every party to the trade 
profits. It was our policy to build up a selling 
plan by which the jobber would make a profit 
on our goods and the retailer would make a hand- 
some profit. As a matter of fact. Our own net 
profit on our goods is less than that of either the 
jobber or the retailer who distribute them. We 
took a back seat in the way of profits. Our only 
hope of making profits out of our business is by 


very large volume. With a small volume of sales, 
we are absolutely sure to lose. With a large 
volume of sales, we can do fairly well. We can 
make a fair return on our invested capital, but 
nothing very much more than that. Still, we are 
satisfied if we can do that. This is the first reason 
why our line has been successful. Both the job- 
ber and the retailer have found out they can make 
a satisfactory profit on our goods. Both the job- 
ber and the retailer were so tired of handling 
other lines of goods without any profit that they 
grasped the opportunity to take on a line that 
would pay them for selling it. 


Interest on Overstock Works Night and Day 


What is the other principle that has helped the 
sale of our goods? The answer is quick turn over 
for the retail merchant. When retail merchants 
buy lines similar to ours direct from the manufac- 
turer, they are compelled to buy in large quan- 
ties while, when they buy our line from our 
nearest distributor, they can buy in dozens or 
fractions of a dozen, if necessary, just to suit 
their sales. By buying in this manner, they get 
a very quick turnover and a quick turnover at a 
long profit of course means that the retail dealer 
can make money on our line when he could not 
make money on some of these nationally adver- 
tised articles on which the price is cut all to 
pieces ; nor, on the other hand, can he make money 
when he buys direct from a manufacturer and is 
compelled to buy a large stock and carry these 
goods on his shelves for an indefinite time. 


Goods Must Repeat to Be Profitable 


Experience has taught us that our goods do 
repeat. Our large and increasing business is not 
the result of adding new Distributors or of over- 
stocking old Distributors or of loading up the 
retail trade. Our sales have been constantly 
growing and these sales necessarily must be the 
result of “repeat orders” on the part of the retail 
merchants who have bought the line. 

This, to our mind, shows that our proposition 
is on a fundamentally sound basis. No business 
in which the products will not repeat can ever be 
satisfactory. Unless goods repeat they can never 
be sold profitably. The cost of selling goods for 
the first time invariably takes all the profit. The 
profit comes in the repeat sales. 


There Has Never Been a Question of Quality 


I am not saying anything about the quality of 
our goods, because I feel that is entirely unneces- 
sary. Our line is recognized as the best in the 
country. The name “XXX” and the words “high 
quality”” are synonymous. We practically never 
receive any complaints of the quality of our 
goods. Nor do I say anything about the packag- 
ing of our goods or our containers or our labels 
because, as everybody knows, they are of the 
highest and most modern type. When XXX goods 
are bought, everybody just takes it for granted 
that they are of the right quality without any 
question. 





(Continued on page 86) 
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The Moss-Chase Company 


The Republic Metalware Co., Buffalo, 
N. Y., has developed a new model “Sa- 
vory” Bread Box on which application 
has been made for a patent. It is fin- 
ished in French gray and has the round 
corner construction. The seamless 
cover is fitted with handy lifts. A novel 
feature is the embossing on the front 











panel of the word “Bread” in decora- | 


tive design. The rigid construction and 
careful fit of cover permits it to snap 
neatly and tightly into place. 


— —— —————_  - ~~ 


A Mail Box of Distinction 

The Colonial Hardware Co., 176 
North Clinton Street, Chicago, has just 
been granted a patent by the govern- 
ment on its new “Console” mail box. 
Inasmuch as the mail box occupies a 





conspicuous place in the home, the com- 
pany believes it should be ornamental 
as well as a receptacle for mail. 

The box is 10 inches high, seven 
inches wide, four inches deep and, in- 
cluding brackets, it is eighteen inches 
overall. The brackets are constructed 
to hold magazines, newspapers and 
parcel post packages. It is made of 
rust proof cast metal and can be fur- 
nished in three different finishes, dead 
black, antique black and antique green. 





Direct Reading Micrometer 


Brown & Sharpe Mfg. Co., Provi- 
dence, R. I., has developed a new No. 26 
Direct Reading Micrometer which rep- 
resents its latest development in mi- 
crometer calipers. It acts as a time 
saver for it is not necessary to figure 
graduation lines. Accuracy is_ ob- 
tained because the exact figures in 
thousandths of an inch are given by 
the micrometer. 

It is easily held and operated with 
one hand. The dials are large and can 
be read at a glance from any angle. 
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Simple means for adjustment of the | 


measuring screw are provided. 
The design is very advantageous as 
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it is not necessary to dissemble the 
tool or return it to the factory for ad- 
justment. 
The construction is substantial 
throughout. Particular attention has 








been given to the indexing mechanism 
to insure long life and dependability. 
Steel indexing gears are used with a 
view to insuring good wearing quali- 
ties and smooth action. 


New Skate Grinding Machine 


The Berghman Co., 5427 Fulton 
Street, Chicago, has a skate grinding 
machine ready for the market. 

It is sturdily built for constant and 
severe shop use during the skating sea- 
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against the vise, out of the way when 
not in use. The wrench cannot, how- 
ever, be removed from the nut and is 
therefore always ready for use when 
needed. 

All the finished parts of the vises are 
finely polished and the outer parts are 
painted with a heavy coat of blue-gray, 
heat resisting, oil proof paint. 

In addition to the above, improve- 
ments have been made in the vises for- 
merly manufactured by this company 
and with the addition of these new 
sizes and styles, it now has a complete 
line of standard type vises for every 
kind of service. 


Tilting Crate Facilitates Han- 


son and is said to give satisfaction and | 


long service. 








B ERGHMAYN 
Pate Grinding 
Machine 


sists of a % hp. guaranteed Marathon 
motor mounted on a steel] plate 12 in. 
wide, 24 in. long and % in. thick. On 
the left is a 7 in. x *% in. cotton buff, 
and on the right is a 8 in. x % in. 
alundum grinding wheel. The 


The standard outfit con- | 


skate | 


holder is adjustable and specially de- | 
signed to hold tubular and all other | 


styles of skates. Either A.C. or D.C. 
motors can be furnished. Shipping 
weight about 70 pounds, 


New Line of Oswego Bench 
Vises 


The Oswego Tool Co., Oswego, N. Y., | 


dling of Large Cans 
A new 5-gallon can with combination 


crate and stand equipment has been 
placed on the market by the Hercules 





930 Market Wil- 


Street, 


Powder Co., 
mington, Del. 

It is designed to facilitate the han- 
dling of the 5-gallon cans of the Her- 
cules steam distilled wood turpentine. 

The crate is completley assembled 
before the can is placed in it. Binding 
wire, which can easily be severed, holds 
it secure, the top of the crate inverted 


to form the stand and all is ready for 


has recently completed a new line of | 


stationary and swivel base bench vises 
in a full range of standard sizes. Im- 
portant improvements have been em- 
bodied and the line carefully redesigned 


with reference to proportion § and 
strength. 

The vises are made of high grade 
material throughout. ‘The gray iron 


castings are manufactured from strict- 


ly high grade iron and the removable | 


steel faced jaws are made of chrome 
molybdenum alloy steel which insures 
2 hard, tough jaw. These jaws are 
finely cross-hetched, with a view to giv- 
ing the greatest holding grip with the 
least marring of the piece held. The 
vise screw is sold steel throughout. 
The patented 


improved side nut is | 


composed of a special hexagon nut with | 


an inserted pin. A hexagon wrench 
enables the operator to operate the nut 
in any position and can be thrown back 


pouring. 

The center of gravity is located just 
below the centeer of the container so 
the can is easily tipped. 

Each 5-gallon cann in these special 
‘ases is fitted with a screw top and a 
movable spout. The can is lithographed 
in orange and black. 

The turpentine comes in tank cars 
of 6000 to 10,000 gallons: in drums of 
approximately 55 gallons; ten one-gal- 
lon cans in a ease, two five-gallon cans 
in a case and one five-gallon can in the 
special combination, shipping, display- 
ing and pouring crate. 


Specialty Mfg. Co. Moves 
Into Larger Quarters 


Specialty Mfg. Co., Cleveland, 
Ohio, manufacturer of brushes. has 
moved into larger quarters at 10698 
Berea Road, Cleveland. This move was 
necessary because of the expansion of 
the company’s business. The company 
has recently issued a new catalog. 


The 
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Congress May Repeal Publicity Clause 


of Internal Revenue Law 


Public Sentiment Demands Repeal—Average Tax Payer Against 
Publicity—Governments Red Ink Items 


By W. L. Crounse 


WASHINGTON, Sept. 28, 1925. 


mination to discourage all agitation looking to tariff revision 


\ ‘mination to diseoure President Coolidge’s announced deter- 


at the coming session of Congress, he has just received a re- 
minder that the White House cannot control the Senate and House 
debates and that a militant minority in both houses intends to make 
an issue of the tariff for use in the Congressional campaign in No- 


vember, 1926. 


The President is in position, however, to view the 


situation with complacency as he can rely on a small but safe ma- 
jority in both houses to oppose tariff tinkering and, of course, holds 
in reserve the Presidential prerogative of vetoing what he may re- 


gard as undesirable legislation. 
Working for Repeal of Publicity Clause 
Secretary Mellon, with the solid sup- 


to secure the repeal of the so-called 
publicity clause of the Internal Revenue 
Law under which the newspapers of 
the country have recently devoted much 


more or less valuable space to record- | 


ing the income taxes paid not only by 
the great and the near great, but also 
by the humble and inconspicuous, in- 
cluding even the $1.85 contributed by 
Citizen John Smith of Podunk, Iowa. 
The Secretary believes no good, but 
much harm, comes from these publica- 
tions and wants to put an end to them. 

A peculiar situation exists in Con- 
gress, however, and the repeal legisla- 
tion is not to have plain sailing. There’s 
too much peanut politics in the “issue.” 

Congressional leaders who have been 
canvassing the situation believe there is 
no doubt but that the House Ways and 
Means Committee and the Senate Fi- 
nance Committee will favor repeal. 
That the House will pass the new rev- 


enue bill with the repeal clause in it | 


also is likely. 
Public Sentiment Demands Repeal 


In the Senate, where the 
still hold a certain measure of power, 
though their strength is not what it 





greater this year than last, Treasury 


port of President Coolidge, is planning | officials believe, due in part, they think, 


to the fact that the newspapers have 
not merely published amounts paid by 


the very rich, but have given space to | 


amounts paid by the taxpayers of aver- 
age means who ordinarily are not 
anxious that their neighbors’ should 
know too much about their income. 

A canvass of the situation in the 
Senate, while indicating doubt as to the 
outcome over tax publicity, appears to 
show that the administration has a 
chance to win out. 


Norris’ Radical Measure Rejected 


The Senate during the consideration 
of the 1924 act adopted the Norris tax 
publicity amendment by a vote of 48 
to 27. This amendment was much 
broader than the provision which final- 
ly reached the statute books. It pro- 
vided that “returns upon which the tax 
has been determined by the commis- 
sioner shall constitute public records 
and shall be open to examination and 
inspection as other public records, un- 


der the same rules and regulations as 


radicals | 


was when the 1924 act was passed, al- | 


most anything may happen. 
Expressions of disapproval of tax 
publicity which have been reaching 
Washington since the records showing 
amounts paid by taxpayers were thrown 
open to public inspection on Sept. 1 





have encouraged officials of the admin- | 


istration to believe that public senti- 


ment may support them to such an ex- | 
tent as to make it less difficult to re- | 


peal the objectionable provision than 
was expected. 


Sentiment for repeal is | 


may govern the examination of public 
documents generally.” To this was 
added the McKellar amendment provid- 
ing that “all claims for abatement or 
refunds of taxes, including the deci- 
sions, shall likewise be subject to in- 
spection under similar rules.” 

The vote on the Norris full publicity 
amendment is virtually the only record 
of the Senate’s sentiment on the ques- 
tion, inasmuch as there never was a 
record vote on the provision as it be- 
came a law under which only amounts 
paid by taxpayers and not the original 
returns are open to public inspection. 
But many important changes have since 
taken place in the Senate and today it 
is claimed fully 47 Senators favor re- 





peal. If these can be held in line the 
obnoxious law will be wiped off the 
statute books. 


Post Office Department Still Losing 
Money 


The disquieting news comes from the 


Treasury that during the first two 











months of the present fiscal year the 
Government has spent-$55,000,000 more 
than during the first two months of the 
1925 fiscal year. Total expenditures 
for July and August were $459,800,660. 


|Last year expenditures during this 
period reached $404,886,438. 


The sharp increase in expenses sent 
the Treasury’s expenditures well above 
receipts, the total excess of expendi- 
tures over ordinary receipts being $51,- 
940,086. Expenditures grew in the face 
of a reduction of $3,000,000 in interest 


paid on the public debt. 


A partial explanation given by the 
Treasury department for the mounting 
expenses is that the Post Office Depart- 
ment is running behind $10,000,000 a 
month. So far during the present fiscal 
year $2,000,000 postal deficiencies have 
been footed against none at all during 
the same period last year. 


Another Big Red Ink Item 


One other item shows a great in- 
crease. In the past two months $36,- 
000,000 has been set aside toward the. 
payment of public debts, as against 
only $8,200,00 last year. 

General expenditures, which include 
the payment of Federal employees and 
the upkeep of the ordinary. branches of 
the Government, showed a decline of 
$2,500,000 during July and August, as 
compared with the same months last 
year. 

Nearly all sources of Government re- 
ceipts showed a marked gain during the 
past two months as compared with the 
same period in 1924. Income taxes 
mounted from $54,000,000 to $73,000,- 
00. Customs receipts were $94,000,000, 
as compared with $89,000,000 during 
the same two months last year. Mis- 
cellaneous internal revenue receipts 
grew from $151,000,000 to $170,000,000. 

Net gain in receipts in July and Sep- 
tember aggregate $19,400,000, as com- 
pared with increased expenditures of 
$55,000,000, leaving a deficit of $35,- 
000,000. As this is almost exactly the 
amount set aside by Secretary Mellon 
toward the payment of the public debt 
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the exhibit is really not so discouraging 
after all. 


Traffic Losses Run Into Colossal Fig- 
ures 


What does it cost you in dollars and 
cents if your delivery truck is held up 
by congested traffic an average of an 
hour a day for a week? What do these 
delays added to all the traffic acci- 
dents mean to the people of the entire 
country ? 

Two billion dollars—$20 a year for 
each man, woman and child in the 
United States—is the price which the 
country pays in loss of life, accidents, 
loss of time through congestion, depre- 
ciated real estate values, and in many 
other ways for the lack of properly de- 
veloped traffic facilities and their con- 
trol. This estimate, which is four times 
the waste caused by fire losses annual- 
ly, is based on data gathered by the 
Committee on Metropolitan Facilities 
of the National Conference on Street 
and Highway Safety. 

The final report of the committee will 
be presented to Secretary of Commerce 
Hoover for transmittal to the Second 
National Conference on Street and 
Highway Safety, which will be called 


Steel Card Cabinets for Office 
or Home 


The Patent Novelty Co., Fulton, 
Ill., has recently placed on the market 
an all metal Recipe Cabinet or Card 
Index File, finished in a delicate blue 
when used for recipe cabinets and in 
the regulation olive green when used 
as a card index file. 

It is said to be substantially made 
to accommodate the standard 3 x 5 














card, and can be furnished either with 
indexed cards for recipes or with busi- 
ness indexes for a card index file, or 
without either. 

A four-color decalcomania of the word 
“Recipes” is on each box. 

The finishes on these files are said to 
be very attractive, the corners nicely 
finished and the box itself nifty in ap- 
pearance. All boxes are packed in in- 
dividual cartons. One dozen packed in 
shipping cartons with an approximate 
weight of 9% Ib. 
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by the Secretary this winter. Frederic 
A. Delano, chairman of the Washington 
Federal City Committee and member of 
the Regional Planning Committee for 
New York City and Environs, is chair- 
man of the committee. 

The committee on statistics in its re- 
port to the 1924 conference stated that 
the money loss due to the 22,600 fatal 
and 678,000 non-fatal street and high- 
way accidents in 1923 amounted to no 
less than $600,000,000. This committee 
is now at work preparing its report for 
the 1925 conference and it has been 
stated that the estimated money loss 
due to accidents in 1924 will greatly ex- 
ceed the record for 1923. 


Accidents but Part of Economic Loss 


According to the Committee on 
Metropolitan Traffic Facilities, how- 
ever, the loss due to accidents is only 
a small portion of the actual economic 
loss due to the inadequacy of streets 





DD 


For example, detailed traffic tallies 
in Worcester, Mass., indicated that 
congestion was costing the city $35,000 
a day. The price paid by Cincinnati for 
similar conditions was estimated at 
$100,000 a day. 

In the loop district of Chicago it is 
estimated that the parking of cars costs 


the community $200,000 a day, while 


the loss from congestion in the region 
including New York City is fixed at 


'approximately $1,000,00U a day. In 
_Philadelphia, the delays in the opera- 
tion of a fleet of 863 taxicabs due to 
congestion amounted to 9.5 per cent of 
'the working time of the taxicabs— 
about $2.50 per day per vehicle. 


In addition to making a study of the 
cost of inadequate traffic facilities the 


Committee on Metropolitan Traffic Fa- 


cilities will develop specific and prac- 


tical schemes to meet present existing 


| conditions. 


and highways to accommodate automo- | 


bile traffic. Data gathered in a large 
number of cities indicate very clearly 
that a definite money loss due to con- 
gestion and other factors can be cal- 
culated with more or less accuracy. 





Floor Scraper with Adjusta- 
ble Cross Handle 


E. C. Stearns & Co., Syracuse, N. Y., 
is manufacturing Stearns No. 10 Floor 
Scraper. It is intended for use on large 


surfaces. The knife, 6 in. wide, scrapes | 


the floor as the machine is drawn to- 
ward the operator and is said to work 
up to the wall and into the corners. 





This is made possible by the adjustable 
handle, which may be placed to either 
side. 

Claim is made that the knife, being 
firmly clamped to the scraper and car- 
rying most of the weight of the ma- 
chine, prevents vibration or chatter 
and does away with wavy effects on 
the floor. It is built with 5-in. rubber 
tire wheels and finished in aluminum. 
The length of the handle and braces 
is 38% in. and the shipping weight is 
135 Ib. 


| program. 








In its final report to the 
National Conference on Street and 
Highway Safety it will formulate gen- 
eral principles as a guide for a traffic 
It will also undertake to 
outline the various plans and expedi- 
ents which have proved successful in a 
general accident reduction program in 
different cities. 


Garage Trap with Removable 
Mud Tray 


The A. L. Swett Iron Works, Medina, 
N. Y., has a garage trap called “E-Z 
Kleen” ready for the market. It is 
built with a tray that can be lifted out 











by means of a handle that rests against 
the wall of the trap just below the 
cover of the grate. It is designed with 
the idea of quick disposal of mud which 
collects in the tray at the bottom of the 
trap. A brass plug in the top of elbow 
permits the easy insertion of a hose 
for flushing out the bottom after the 
tray has been removed. The trap meas- 
ures 14 x 14 at the top with a depth of 
19 in. and an outlet of 4 in. The weight 
is 112 lb. The mud tray alone weighs 
16 lb. 
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CURRENT NEWS 








Partial Payment Sales Pressure 


Does Violence to 


Thrift Teachings 


Says H. P. Sheets at Babson Park 


66 HE modern pressure to buy on partial payments does 
: violence to all our erstwhile teachings of thrift and the one 
time idea that moral fiber is strengthened by restraint and 
denial,”’ declared H. P. Sheets, secretary-treasurer, National Retail 


Hardware Association, Sept. 22, 
Business Conference, Babson Park, Mass. 


installment sales pleas which he 


newspaper and continued in part: 


“The modern pressure to buy on par- 
tial payments does violence to all our 
erstwhile teachings of thrift and the 
one-time idea that moral fiber is 
strengthened by restraint and self- 
denial. Rather it is based upon the 
insidious appeal to get what you want 
when you want it. Think not of the 
cost. Live as others live; have what 
they have, regardless of income or 
station. 

“The trend of modern business think- 
ing is making a veritable fetish of 
larger, and still larger, sales volume. 
Salesmen for manufacturers, wholesal- 
ers and retailers hear the same inces- 
sant plea: Get more volume! Get 
more volume! Get more volume! We 
seem to have come to think that the 
measure of business ability is to sell 
more this year than last—regardless 
of the methods used. The ambition to 
make a business grow is laudable, if 
that growth is to be based upon sound 
economics, But eagerness for larger 
sales should not be permitted to blind 
us to fundamentals. Expansion gained 
by artificial, temporary stimulation is 
not the true test of successful manage- 
ment—particularly when it causes ad- 
ditional cost burdens to be placed upon 
the consumer. 

“That deferred payments have their 
place in our ecqnomic structure few 
will gainsay, but the present expansion 
in this type of selling and the frenzied 
efforts of sellers to develop it on a 
still larger scale present an issue of 
grave concern to those who attempt to 
vision America’s future. 

“The situation became serious when 
manufacturers, in their efforts to get 
more of the consumer’s dollar, sought 
to impose ready-made installment plans 
upon their retail distributors regardless 
of the latter’s policies or desires. 

“But worst of all came when great 
industries, seeking to stimulate con- 
sumptive capacity for over-production, 
began to organize campaigns to edu- 
cate the public to the idea that be- 
cause wages and salaries are paid 
weekly or monthly, buying on the in- 
stallment plan is the logical economical 
and desirable course. 

“Usually such ready-made schemes 
incorporate the use of a finance com- 
pany and are said to be projected to 





at the Twelfth Annual Babson 
Mr. Sheets read various 
had culled from an Indianapolis 


| meet the ‘insistent demand’ of dealers 


and public; but strangely enough it 
always seems necessary to most vigor- 
ously promote such plans to those who 
are said to have made the insistent de- 
mand. 

“It is not surprising that such ex- 
cesses should have brought demoraliz- 
ing conditions. In modern practice the 
emphasis on down payments is decid- 
edly on the ‘down’—they are so far 
down that the payment can hardly be 
located with a high powered micro- 
scope. 

“Where formerly the consumer paid 
for the maintenance of the producer, 
the wholesaler, the retailer, there has 
now been injected the finance corpora- 
tion with its interest charges of 20 
per cent or more. 

“Certainly this additional cost upon 
the consumer does not cut the cost of 
distribution, though we are all insist- 
ing that distribution costs should be 
reduced. Some day when the consumer 
comes to his senses and realizes that 
he has been paying so-called ‘carrying 
and service charges’ to the tune of 20 
per cent or more there may be a reck- 
oning far from pleasant. 

“The chief promoters of installment 
selling — who neither buy on such 
terms nor borrow money at the interest 
rates involved—talk much about the 
helpful service to the consumer, but 
they think in terms of desire for in- 
creased sales. If it were not for the 
prospect of larger volume their interest 
in consumer service would likely quick- 
ly wane. 

“But the most common argument is 
that installment selling increases sales 
—and it doubtless does for a time. But 
every dollar the consumer pays for in- 
terest lessens his ability to buy mer- 
chandise.” 

W. N. Taft, Editor, Retail Ledger, 
followed Mr. Sheets and said in part: 

“Installment business today is run- 
ning wild, with the throttle wide open. 
People are being urged to buy every- 
thing in the sales catalog, from auto- 
mobiles to zinc roofs—and to pay for it 
in ‘easy installments,’ spread over a 
year or more. A few of the install- 
ments may be ‘easy’ but, long before 
the different articles have been paid 
for—though not before their value has 


| been greatly impaired—the payments 
become more and more difficult, finally 





pyramiding to the point where those 
who sold the goods have to take legal 
steps to recover them. 

“We are told that the adoption of the 
partial-payment plan is ‘good business’ 
for stores—that it is the royal road to 
increased volume and greater profits. 
But is there any ‘good business’ which 
includes the mortgaging of the future 
of a nation’s earning power? Is there 
any real profit in a sale which brings 
in its trail the heartaches and regrets 
and worries which are inevitably the 
lot of him who buys more than his 
a capital will permit him to pay 
or? 

“The adoption of the installment 
plan by a store may be followed by 
the attainment of temporary volume— 
it may, for a short time, bring an in- 
creased bank balance — but both of 
these will be purchased with the most 
valuable coins of business, Good Will 
and Future Earning Power. 

“It is in the future, rather than in 
the present, that the real danger of 
installments lies and, view it as I will, 
I cannot see anything for the future— 
provided the partial payment plan con- 
tinues to grow—pbut haggard, debt- 
ridden, bankrupt men, struggling along 
in an attempt to meet the obligations 
which they have incurred years before.” 


A. K. Trout Sole Agent 
for Gaylord Mfg. Co. 


At a recent meeting of the directors 
of the Gaylord Mfg. Co. of Paterson, 
N. J., manufacturers of the Gaylord 
water saving devices, it was decided to 
increase their manufacturing facilities 








A. K. Trout 


and intensify their sales effort on this 
popular line of merchandise. 

A. K. Trout of the A. K. Trout Co., 
Inc., 342 Madison Avenue, New York, 
was made sole distributor and selling 
agent, and by Oct. 1, 1925, the Gaylord 
Mfg. Co. will have its sales office and 
showroom at 342 Madison Avenue, New 
York, under the direction of Mr. Trout. 











October 1, 1925 


HARDWARE AGE 


7 








OF THE TRADE 











John Halpin Is Appointed 
Assistant Sales Manager 


of Underhill, Clinch & Co. 


John Halpin has been appointed as- 
sistant sales manager of Underhill, 
Clinch & Co., 84 White Street, New 
York City, hardware jobbers. For the 
past nine years he has been connected 
with Charles J. Smith & Co., 130 Worth 
Street, New York City, hardware 
jobbers. 

In his new connection Mr. Halpin 
will work directly with George Tolley, 
sales manager and secretary of Under- 
hill, Clinch & Co. 





J. K. Norwood, Pacific Man- 
ager for Osborn Mfg. Co. 


F. G. Smith, president and general 
manager of the Osborn Mfg. Co., Cleve- 
land, Ohio, announces the apvointment 
of J. K. Norwood as district manager 
of the household brush division in the 
States of California, Oregon and Wash- 
ington. 

Mr. Norwood, who was formerly dis- 
trict manager of this division of the 
Osborn business in the New England 
territory, is well known to the retail 
and wholesale trade throughout the 
country. 

Mr. Norwood left for the Pacific 
Coast early in September to make his 
permanent residence there. He will 
cooperate with Osborn distributors in 
the development of Osborn household 
brush sales on the Pacific Coast. 

Christian Steenberg, district man- 
ager of the Osborn household brush 
division in the New York area, will 
assume supervision of the New Eng- 
land territory, succeeding Mr. Nor- 
wood. 


eee 


Kenneth W. Root Purchases 


Partner’s Interest in Store 


Kenneth W. Root has purchased the 
interest of his partner, Ernest A. Tib- 
bits, in the hardware business of Tib- 
bits & Root, Cooperstown, N. Y. Mr. 
Root will continue the business under 
his own name. 

The business is 100 years old and 
was started by the Cory family of 
Cooperstown. 


Royal Mfg. Co. Issues 


Price List and Catalog 


Royal Mfg. Co., Toledo, Ohio, manu- 
facturer of the Royal line of thermic 
bottles, thermic jugs, brooders, poultry 
supplies, coaster wagons and arden 
plows, has issued a new catalog known 
as No. 3, with which dealers are fur- 
nished a confidential list and discount 
sheet. 








Installment Selling’s Justification 
Is Its Successful Growth 
Says S. G. Rosson at Conference 


667 YHE purpose of my talk has not been to argue into your 


minds only the justification of 


installment selling—its 


successful growth is its justification—but to suggest your 
reflection on one side of this great subject,” declared S. G. Rosson, 
vice-president Commercial Credit Corp., in concluding his address 
before the Twelfth Annual Babson Business Conference at Babson 
Park, Mass., Sept. 22. Mr. Rosson concluded the formal discussion 
of installment selling. He was preceded by H. P. Sheets and W. N. 


Taft who opposed such methods. 


In his talk Mr. Rosson reviewed what he termed the very success- 
ful use of installment selling in the building, automobile, radio, 


furniture, and many other fields. 


“How many men are there who have 
had to make their way in life, and who 
have ever got anywhere, who have not 
borrowed money—and how far would 
they have got on the road to inde- 
pendence without borrowing? Probably 
you are fortunate enough to have sub- 
stantial credit or satisfactory collateral 
to make a loan at your bank at 6 per 
cent. Having such favorable credit 
standing, you probably borrow money 
or pay cash for certain commodities 
instead of buying on the installment 
plan. But how about your neighbor 
who does not have that credit stand- 
ing and yet who has an income and 
who could pay for what he wants out 
of that income? It is just fair to him 
to say that because we have or can 
get the cash that we should have what 
we want, but he shouldn’t have it be- 
cause of his being less fortunate? 
Some of us are a bit inclined to think 
that something is all right for us but 
it is not all right for the other fellow— 
why not concede to our neighbor 
enough common intelligencé and hon- 
esty of purpose to buy and pay for 
that which he feels he can afford? 

Commenting on the prevailing cost 
of installment finance charges, Mr. 
Rosson said: 

“There are many different plans and 
rates in use covering installment financ- 
ing, but on the average it is pretty safe 
to say that the cost is around 10 per 
cent, which is about the difference that 
the average merchant makes between 
his cash selling price and his install- 
ment time price. Instead of the pur- 
chaser taking this 10 per cent for cash, 
he prefers to buy on time; and then the 
financing company practically discounts 
the transaction in his stead and gets 
the 10 per cent—so there is little dif- 
ference to the seller whether he gets 
his money from the purchaser or the 
financing company, and why shouldn’t 
the purchaser decide whether he should 
buy for cash or on time? As in the 
case of automobiles, the increased vol- 





At one point he said in part: 


ume resulting from installment sell- 
ing of practically any commodity re- 
duces the price, possibly at times more 
than the amount of the financing 
charge; the purchaser buys enough 
cheaper because of the volume. 

“It must be remembered that the 
financing company does not lend money 
—purchasing a time sales transaction, 
payable monthly or weekly for a year, 
means a year’s service, correspondence, 
calling on delinquents, travel expenses, 
etc., repeated dunning and other collec- 
ion efforts and overhead expenses, 
payment of exchange on checks, and 
usually loss of interest in the case of 
delinquent payments. In addition, the 
financing company furnishes all the 
legal forms for debtors and has to pay 
the market rate for the money they 
supply. * 

In conclusion Mr. Rosson summarized 
as follows: 

“You will grant me, I trust, that: 

“1. Our country has made excep- 
tionally rapid strides in the last fifty 
years. ° 

“2. That a more intimate knowledge 
of credit has been a prominent factor 
in this growth. 

“3. That a human being should better 
his standard of living. 

“4. That, having the rights of an 
individual, he should decide what are 
his necessities and what are his 
luxuries. 

“5. That, since there is nothing com- 
pulsory about this type of business, the 
buyer and seller need only experience 
and educational advices. 

“6. That installment financing 
charges, considering the service ren- 
dered, will be kept reasonable by com- 
petition. 

“7. That the increasing existence of 
the installment business proves its 
merit and economical soundness. 

“8. That, like most expansive de- 
velopments, some _ irregularities. or 
abuses may creep in, which time and 
experience will eliminate.” 
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J. B. Koehler Elected Presi- 
dent of Monitor Stove Co. 
Julius B. Koehler 


president and general manager of the 
Monitor Furnace Co., Cincinnati, ac- 


New Factory Is Completed 


has been elected | 


cording to an announcement recently | DU 
Hilton, N. J 


made by the company’s board of direc- 
tors. 

Mr. Koehler is a Cornell graduate. 
He joined the Monitor organization in 
1916 and was connected with the pro- 
duction department, thereby familiar- 
izing himself with the details of manu- 
facture. After acquiring a thorough 
knowledge of plant operation, he was 
called to the engineering department 
as its head at the time that the de- 
oo was created. 

e 
director in 1919, retaining that office 
when the Monitor Furnace Co. was 
incorporated. He worked closely with 
Riffe Pope in the company’s manage- 
ment, and after the latter’s sudden 
death was chosen to succeed him. 

The officers of the company are as 


by Kroydon Co., Newark | 


A new factory (500 ft. by 60 ft.) | 


has just been completed by the Kroydon 


Co., manufacturers of golf clubs, at. 
routes which honeycombs the United 
| States was enlarged by the addition of 
498 new routes and the extension of 


Burnett Avenue and Rodgers Street, 


This building occupies part of a 20- 
acre tract along the Rahway Valley 


Railroad, owned by Kraeuter & Co. of 
Newark, N. J., of which the golf club 


'company is a subsidiary. 


About five 
acres were purchased from the parent 
concern on which to erect this build- 


ing. 


_This is the beginning of an exten- 
sive development of this tract, accord- 


ing to officials of Kraeuter & Co. 


was elected vice-president and | 


A portion of this property along with 
the railroad will be sold for factory 
sites, and the remainder will be utilized 
by the golf concern for a miniature 
golf course, where new clubs will be 
tried out, tested and developed. 

Power will be turned on for the first 


time in the new building on Monday, 


follows: Julius B. Koehler, president | 


and general manager; T. F. Wickham 
and S. C. Bernhardt, vice-presidents; 
George H. Hermerding, secretary; W. 
M. Stacy, treasurer, and W. J. F. Roll, 


assistant secretary and treasurer. The | 


directors are J. B. Koehler, T. F. Wick- 
ham, S. C. Bernhardt, Walker P. Hall, 
Joseph Berning, R. F. Balke and Robert 
A. Taft. 

Mr. Bernhardt, who is vice-president 
and sales manager, was elected to the 
board of directors to fill the place made 
vacant by Mr. Pope’s death. Mr. Bern- 


hardt has been associated with the com- | 


pany for thirteen years. Through suc- 
cessive stages he has worked his way 
from the bottom to the vice-presidency, 
~~ been elected to that office in 


ma 


Demonstration Methods 
Shown in September 
Royal Breezes 


Methods of demonstrating vacuum 
cleaners and suggested advertising copy 
are among the features offered in the 
September, 1925, issue of Royal 
Breezes, published by the P. A. Geier 
Co., Cleveland, Ohio, manufacturer of 
Royal vacuum cleaners and other elec- 
trical appliances. 





Power Screw Driving Book 
Issued by U. S. Elec. Tool 


The U. S. Electrical Tool Co., Cin- 
cinnati, Ohio, has issued a book on the 
subject of power screwdriving. The 


| 


Sept. 21. 


Schumacher Co. Will Erect 


Screen Door Factory 
The F. E. Schumacher Co., Hartville, 





Ohio, will erect a factory for the manu- 








facture of screen doors and windows. 
Charles E. Firestone and _ Lowell 
Christman, Renkert Building, Canton, 
are the architects. 





Geo. Worthington Co. Issues 
Radio and Holiday Catalog 


The George Worthington Co.. Cleve- 
land, wholesale hardware, has ‘issued 
a 50-page catalog covering radio equip- 
ment, and has also issued a 75-page 
catalog supplement featuring holiday 
merchandise in all of its departments. 





Fire Prevention Is Feature 


October Issue of Door-Ways 


The October, 1925, issue of Door- 
Ways, the house organ of the Richards 
Wilcox Mfg. Co., Aurora, IIl., manu- 
facturer of door hangers and hardware 
specialties, is devoted to a discussion 
of fire prevention methods and calls 
particular attention to National Fire 
Prevention Week being observed from 


Oct. 4 to Oct. 10. 


‘Bus Tire Production Trebled: 





Reports India Tire & Rubber 


book is well illustrated and suggests | 
many uses where power screwdriving | 


will speed up production, thus reducing 
overhead. 


Co. 


The India Tire & Rubber Co., of 
Akron, Ohio, announces that its pro- 


duction on bus tires has trebled in the 
_past sixty days. 


R.F.D. Service Enlarged 
by Addition of 498 


New Routes 


The network of rural free delivery 


4288 existing ones during the fiscal 


_year ending June 30, 1925, according 
to figures received today by Postmaster 


General 


New from H. H. Billany, 


Fourth Assistant Postmaster General. 





On June 30, 1925, mail was delivered 
on 45,189 rural routes, as compared 
with 44,760 on June 30, 1924. Rural 
mail routes in the United States have 
an aggregate length of 1,223,391 miles 
and serve 6,598,178 families, or 30,351,- 
618 individuals. 

During the past fiscal year in the 
rural mail service there were 840 resig- 
nations, 174 removals, 223 retirements, 
203 vacancies caused by death, while 
nine carriers were killed in accidents. 

Of the nine meeting accidental 
deaths, two were killed by railroad 
trains, one was drowned, one was killed 
when his horse ran away, one by a 
falling tree, two were struck by auto- 
mobiles and two others were found 
dead beneath their overturned auto- 
mobiles. 


Artistic Bronze Co. Issues 


New Catalog No. 9 


The Artistic Bronze Co., Bridgeport, 
Conn., manufacturer of cabinet, 
builders’ and refrigerator hardware, 
has issued a new catalog known as 
No. 9. Officers of the company are 
William Winthrop Wright, president; 
Horace B. Merwin, vice-president, and 
Willim J. Grippin, secretary and treas- 
urer. 


Mercoline Corp. Is Formed to 
Make Gasoline Treatment 


The Mercoline Corporation, El Paso, 
Tex., has been incorporated with 
$100,000 capital stock and is manufac- 
turing a special treatment for gasoline 
that is claimed to remove and prevent 
carbon deposits. Officers of the com- 
pany are as follows: President, J. F. 
O’Rourke; secretary and treasurer, K. 
V. DeLacey, and general sales mana- 
ger, A. W. Stitt. Offices of the com- 
pany are located in the Two Republics 
Building. 


Leonard Seed Co. Moves 
to 333-255 West 35th St. 


The Leonard Seed Co., Chicago, IIl., 
has moved its offices and main ware- 
house to 333-355 West Thirty - fifth 
Street. The company was formerly 
located at 226-230 West Kinzie Street. 
The new warehouse is considerably 
larger, covering an entire block on 
Thirty-fifth Street, from Shields to 
Stewart Avenue. 
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General Market News 





September Good Hardware Month 


for Most Wholesalers 
Retailers Report Improvement 


S 


business. 





dealers report the greatest comparative 


EPTEMBER was a very satisfactory sales month for 
most hardware jobbers. In the past ten days retailers 
generally have found a definite improvement in their 

This has been steady but not very heavy. City 


improvement, 


which is to be expected as their experiences in the early 
part of September were not very encouraging. 

Rural dealers continue to find an active market, due 
largely to the very satisfactory agricultural conditions. 
Better industrial employment has been reflected by more 
buying in manufacturing centers, particularly in the Central 


and mid West. 


The Pittsburgh area, which for several weeks has been 
reported as lagging behind, now shows a brighter outlook 


for current and fall trade. 


Wholesalers are selling fall and holiday merchandise in 


fairly good quantities. 


Shipments are very good. Collec- 


tions are irregular, being only fair in Pittsburgh and New 
England, but very good in Chicago and improving in New 


York and the Northwest. 





New York Reports Reduction 
of Base Price on Tacks 


New York hardware jobbers report 
that manufacturers have reduced the 
base price on all kinds of tacks to 
$2.50. The former price was $4.00. It 
has been estimated that when prices 
are adjusted and reissued in this mar- 
ket the actual buying price will be about 
10 per cent lower. Fall goodsare more 
active in this market. Dealers are 
showing interest in spring goods at 
this early date, particularly for lawn 
mowers which ran short last spring. 


Prices generally are very firm. Collec- | 
tions show some improvement in cer- | 
September wholesale | 
| improvement. 


tain sections. 
sales are reported as very good. 





Pittsburgh Reports Improve- 
ment Orders Are Heavier 


There is a better feeling in the Pitts- | 


burgh hardware trade and it seems to 














| 


accurate; 
good. A number of price announce- 
ments covering next year have recent- 
ly been made. 


are the same as those for 1925, while 
next year’s prices on bicycles have 
been advanced 50c. each to cover the 
increased cost of tires, incident to the 
high cost of rubber. 
a few weeks ago by one of the makers 


appears to have become general in the 
past week. Two or three makers of 
prices. 


Business Continues to Im- 





| wire. 
rather it is better but not | 





An advance made |. | 
ing a gradual but very steady improve- 


of fence posts of about 10 per cent | Ment weekly. 


Good Fall Business Assured, 
Says New York Bank 


“Expectations of active autumn busi- 
ness are now in process of realization,” 
states a bulletin from the National 
Bank of Commerce, which continues in 


part: 
“Wholesale and retail trade are ex- 
cellent, industrial output is being 


maintained at high levels and the vol- 
ume of business done during the last 
three months of this year will probably 
exceed that for the corresponding 
quarter of any year since 1919. 

“With good fall business assured, the 
center of interest is now what is in 
store for 1926. The possibilities for 
next spring will be determined in large 
measure by whether current policies 
as to production and merchandising 
show wisdom and restraint. Thus far 
in 1925, American business has been 
notable for its intrinsic soundness. 
Merchants and manufacturers have 
been disposed to play safe, buying from 
hand to mouth and holding inventories 
down.” 


Cut Nails and Tacks Lower 
in Boston Market 


Western cut nail prices have been re- 
duced about 10c. a keg in the Boston 
market, and tack quotations are ap- 
proximately 10 per cent lower. Quite 
a large reduction has been made in 
jobbing quotations on annealed steel 
On the other hand 1926 prices 
on insecticides show a slight advance. 
Next year’s prices on scythes, snathes 
and freezers have been announced; they 


The 1926 prices on ice | 4Té the same as the 1925. 


cream freezers and scythes and snathes | 





Chicago Sales Improving: 
Rural Dealers Are Busy 


Sales in the Chicago area are show- 


Rural dealers continue 
to do a brisk business and there is a 


_marked betterment,in the affairs of the 


wire rope, but not the predominating city and suburban dealers, who have 
factor in this product, have boosted | been getting the short end of it for 
Poultry netting prices for 1926 | 50me time. 


will be the same as those for this year. | 
Collections still leave much room for | V@"cing tendency. Collections are very 


Prices are strong and with an ad- 


| good. 


‘Cleveland Jobbers Show 


prove in Twin Cities Territory | 


Trade is swinging rapidly toward the | 
fall and holiday lines of merchandise. | 


Business is improving in all parts of 


Gain: Fall Merchandise 


More Active 
Business with Cleveland jobbers con- 
tinues to show some gain and is quite 
satisfactory. Sales are confined largely 





the territory tributary to the Twin | 
Cities. There is some improvement in | 
the larger centers in a retail way also, | merchandise have become more active. 
salesmen are sending back orders in| although it seems slow in arriving. | Prices are out on ice cream freezers 
somewhat greater volume than was the | Stocks are being adjusted for the | and poultry supplies for next season. 
case recently. The trade is inclined to | change of the season, and everyone is | These are the same as prevailed this 
believe that a turn finally has been looking forward to excellent business. year. Prices show little change al- 
made after several weeks of quiet busi- | Collections are better in all parts of _ though boilers and radiation and steel 
ness. Only by a considerable stretch | the district, with some slight improve- | fence posts have advanced and light 
of imagination could business be called | ment in the larger trade centers. | bulbs for automobiles have declined. 


have its foundation in the fact that | 
mail orders are just a little better than 
they were recently, while traveling | 


to staple goods but some lines of fall 
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General Steady Improvement in Chicago Sales 
—Prices Firm with Advancing ‘Tendency 


(Chicago office of HARDWARE AGB) 


HILE there is no evidence of a “boom” or any phenomenal 

rush of business, the general gradual but steady improve- 

ment felt in this market for the past six or eight weeks con- 
tinues. The hardware trade is consistently preparing itself for a 
good fall and winter business and holiday merchandise is beginning 
to be thought of. 

Business in the agricultural districts is decidedly brisk and city 
and suburban dealers, whose sales have lagged more or less all year, 
are reporting a very noticeable improvement. 

There have been no killing frosts as yet, in fact the weather has 
been unseasonably warm, and as a consequence there is no doubt 
but that the bumper corn crop will fully mature. This may have a 
tendency to lower the price, but this will be more than offset by the 
market shortage of hogs and the resultant higher prices on pork. 
The small grain harvest, except flax, is practically finished and very 
satisfactory yields are reported in almost every section. 

Collections are the best they have been for several months and 
many dealers are reporting considerable success in cleaning up 
their old accounts held over from other years. 

Prices are decidedly strong with an advancing tendency, although 
actual advances in jobbers’ prices are few and of minor importance 
this week. 





AUTOMOBILE ACCESSORIES.—The (Qin ne: "ADMUWaADD  ...42....3 
; | BUILDERS’ HARDWARE.—Continued 
demand is holding up well and prices | aes ; 
| activity in construction work is caus- 

are firm. > 

ing a heavy demand. 

We quote from jobbers’ stocks, , . 
f.o.b. Chicago. | We quote from jobbers’ stocks, 
Spark Plugs.—Splitdorf, 50c. each; | f.o.b. Chicago: 2% x 3% steel butts, 
regular, 58c. each; Champion X, 45c. case lots, old copper and dull brass 
each; Champion Blue Box line, 53c. finish, $2.76 per doz. pair; 4 x 4 steel 
each; A. C. Titan, 58c. each; lots of _ butts, old copper and dull brass 
100, 56c, <A. C. Special Ford, 44c. | finish, $3.84 per doz. pair; heavy 


each. | steel bevel inside sets, case lots, 
4 > 6. bee S 4 j - > 

i Lights.—Anderson, No. 3280, — oe Mg FE gem tga 3 ae Bea 
6.50 : : brass bit-keyed front door sets, $3.25 
en Ii. A. Electric (Ford), $4 per set; cylinder front door’ sets, 
« . T e 

Jacks.— National Standard, No. 21, vt.50 per set. 
$1.20 each. _CHAIN.—Sales are moderately, good 
on — Rose, 14-in. cylinder, and prices are unchanged. 

io 

_Chains.—Non-skid, dozen pair lots, | We quote rom jobbers’ stocks, 
33% per cent discount; 50 pair lots, f.o.b. Chicago: %-in. proof coil chain, 


$8.50 per 100 Ilb.: Tenso, Bull Dog 
and Brown coil chains, 50-10 per 
cord tires, $12.55 each; regular cord, cent discount, No. 00-4% electric 
$8.60 each; gray inner tubes, 30 x 3%, welded cow ties, $2.75 per doz. 
$1.30 each; red inner tubes, 30 x 3%, ‘COPPER RIVETS AND BURRS.—The 
a. &e PZ te & 
lias . demand is active. 
AXES.—The fall demand is fair, with We quote from jobbers’ stocks, 
no price changes in prospect. f.o.b. Chicago: Copper rivets and 
burrs, 45 per cent discount. 


Ww ote f jobbers’ ks, 
Lob Chicago: First quality singic | EAVES TROUGH AND CONDUCTOR 


40 per cent discount. 
Tires and Tubes.—30 x 3% oversize 


bitted unhandled axes, 3 to 4 lb. $14 — =} 

i hae eee ee ee ee PIPE.—Sales are easing off. No fur- 
base; good quality black ns ther price changes. 

axes, same weight, single bitted, ’ ’ ' 

doz. base; single bitted handled axes, f Dig Pl = gg ce Bag 1 
$15.50 to $24 per doz., according to gutter, 5-in $4 30 per 100 ft.: corru- 
quality and grade of handle; special gated ‘conductor pipe, 3-in $4 75 per 
unguaranteed handled axes, $12 per 100 ft.; plain ridge roll, ‘1%-in., $4 
doz. base. per 100 ft.; corrugated conductor el- 


bows, 3-in., $1.36 doz. 
ELECTRICAL AND KADIO MER- 
CHANDISE. — There are no price 
changes and the demand is very good. 


BOLTS AND NUTS.—Sales are nor- 
mally good and there is no change in 
prices. 

We quote from jobbers’ stocks, 








f.o.b. Chicago: Carriage bolts, cut We quote from jobbers’ stocks, 
thread, 50 per cent discount; small f.o.b. Chicago: 

carriage bolts, rolled thread, 50-10 Electrical Merchandise.—No. 14 
per cent discount; machine bolts, cut rubber-covered wire, $8 per 1000 ft.; 
thread, 50-10 per cent. discount; in 1000-ft. lots, $7.75; No. 18 lamp 


cord, $13.64 per 1000 ft.: in 1000-ft. 
lots, $13; %-in. brush brass key soc- 
kets, 18c, each; two-way plugs, 45c. 
each; in lots of 10, 40c each; one- 


small machine bolts, rolled _ tread, 
50-10-5 per cent discount; all stove 
bolts, 75-5 per cent discount; lag 
screws, 60 per cent discount, 





piece attachment plugs, 13c. each; 
two piece attachment plugs, 12c. 
each; dry Cells, boxes of 50, 30%4c 
each; less than case lots, 34c. each. 
Radio Supplies.—Radio B batteries 
No. 766, $1.40 each; No- 767, $2.62 
each. 
Battery Ceca. —Apco line, in 
lots of less than 10, $13.50 each, net, 
Tu bes.—Cunningham and R. C. A. 
$2.50 list. Discount 30 per cent. 
Loud Speakers.—Western Electric, 
No. 522W, $9.50 list. Discount, 30 
per cent. 


FIELD FENCE.—Sales are good, the 
demand being about normal for this 
time of year. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 726-6-12%, $29.02 per 
100 rods; 1948-6-14%, $44.08 per 100 
rods. 

FILES.—The demand is steady. No 
change in prices. 

We quote from jobbers’ _ stocks, 
f.o.b. Chicago: American files, 60-10 
per cent off list; Nicholson files, 50 
per cent off list; Black Diamond files, 
40-10-5 per cent off list. 


FRUIT PRESSES AND CIDER 
MILLS.—Fruit presses are moving 
especially well at this time. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Juicy fruit presses, 
3-qt., $3.60 each; 6-qt., $4.40 each; 
12- -qt., $6.25 each. Enterprise, Junior, 
$10 each: Medium, $13 each; Senior, 
$17.40 each: Extra large, $28 each. 

Cider Mills.—Junior, $21.75 each 
Medium, $25.50 each; Senior, $38 
each; Self Feed, $16 each. 


GALVANIZED WARE.—Jobbers are 
advancing their prices on competitive 
grades in line with the recent manufac- 
turers’ advances. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: ss galvanized 
after made tubs, _— 1, $6.40; No. 2, 
$7.20; No. 3, $8.35; 10-qt. galvanized 
after made pails, $2.20; 12-qt., $2.45; 
14-qt., $2.75; 5-gal. galvanized oil 
cans, galvanized breast, $7.50 doz.; 
%4-bu. galvanized after made baskets, 
$4.75; 1-bu. galvanized baskets, $6.75 
doz.; 1%-bu. galvanized baskets, 
$8.75 doz. 


GARDEN HOSE AND LAWN SPRIN- 
KLERS.—There continues to be a sat- 
isfactory volume of business for spring 
delivery. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Garden hose, good 
quality, molded hose, %-in., 11%c. 
per ft., %-in., l4c. per ft.; 5-ply, 
good quality wrapped %-in., 9c. per 
ft.; %-in., lle. per ft. Lawn sprin- 
klers, Rain King, $28 doz., original 
fountain sprinklers, $8 doz.; Rainbow, 
38-in. high, $24 doz. 


GLASS AND PUTTY.—Sales are 
showing a good steady volume. Prices 
are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, 28- 
in. bracket, 88 per cent discount; 
single strength A, 34 to 40-in. brac- 
ket, 86 per cent discount; single 
strength A, all other brackets, 85 per 
cent discount; double strength A, all 
sizes, 86 per cent discount; double 
strength B, 87 per cent discount. 
Putty, pure grades, $3.75 per 100 Ib.; 
commercial, $3.40 per 100 Ib. 


HATCHETS.—There is a good call for 
hatchets. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality hatch- 
ets, No. 2 shingling, $11.20 doz.; first 
quality hatchets, No. 2 broad, $14.45 
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doz.; medium quality hatchets, No. 
2 shingling, $7.25 doz.; medium ‘qual- 
ity hatchets, No. 2 broad, $10.50 doz. 


HANDLED HAMMERS.—A good nor- 
mal demand continues at steady prices. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Vaughn-Bushnell, 16- 
oz. nail hammers, $10.50 doz.; May- 
dole, $12.60 doz.; other makes, 16-02. 
machinist hammers, $7.85 doz.; Com- 
petitive grade, 16-oz. nail hammers, 
$4.50 to $6 doz. 


HANDLES, AGRICULTURAL.—Or- 
ders are coming in in a most satisfac- 
tory manner. Prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago. 

Hay Fork’ Handles. — Straight, 
chucked and bored, best grade, 41%- 
ft., $4.50 doz.; 5-ft., $5.50 doz.; XX, 
414-ft., $4 doz.; ; 5- ft., $4.80 doz.; x, 
4%-ft., $4.00 doz.; 5-ft., $2.80 doz. 

Hay Fork Handles.—Bent. chucked 
and bored, best grade with strap, 
ferrule and cap.; 4%-ft., $7.50 doz.; 
5-ft., $8.50 doz.: XxX, bent, with strap, 
ferrule and cap, 4-ft., $5.50 doz.; 
4%-ft., $5.75 doz.. XX, bent, 4%-ft., 
$4.50 doz.; 5-ft., $5.50 doz.; Rae bent, 
4%-ft., $3 doz: 5-ft., $3.40 doz. 

Manure Fork Handles.—Bent, best 
grade, 4-ft., $4.75 doz.; 414-ft., $5.10 
doz., XX, bent, 4-ft., $4.15 doz.; 4%- 
ft., $4.40 doz.: a bent, 4-ft., $2.60 
doz.; 4%-ft., $3. 95 doz. 

Garden Hoe A tae “type pe Rg ft., 
$3.45 doz.; X, 4%-ft., $2.40 

Garden Rake Handles exe Sth c.. 
$5.25 doz., X, 5%-ft., $3.25 doz. 

Shovel ‘Handles. —Regular pattern, 
XX, 4%-ft., $5.90 doz.; X, 4%-ft., 
$3.90 doz.; D handle, best grade, 
$7.95 doz.; X grade, $6 doz. 

Spade WHandles.—D handles, best 
grade, $7.75 doz.; X grade, $6 doz. 


HANDLES, TOOL.—Sales are in good 
volume and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago. 

Axe WHandles.—No. 1 hickory, $4 
doz.; No. 2, $3 doz.;: second growth 
hickory, $5 doz.:; finest selected sec- 
ond growth hickory, $6 doz. 

Hatchet and Hammer Handles.— 
No. 1, 90c. doz.; finest second growth 
hickory, $1.50 doz. 


HINGES.—Prices are unchanged and 
the demand is very good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy strap hinges, 
in bundles, 4-in., $1.03; 5-in., $1.42; 
6-in., $1.60; 8-in., $2.70; 10-in., $4.30 
per doz. pair; extra heavy T hinges, 
in bundles, 4-in., $1.56; 5-in., $1.66: 
6-in., $2.08; 8-in., $3.56; 10-in., $5.10 
per doz. pair. 


LAWN MOWERS.—There continues to 
be a very good volume of business for 
spring delivery. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Lawn Mowers.—16-in. ball bearing, 
5-knife. 1ll-in. wheels, $12.35 each; 
16-in. ball bearing, 4-knife, 10%-in. 
wheels, $10 each: 16-in. plain bear- 
ing, 4-knife, 10%4-in. wheels, $8.65 
each; 16-in. ball bearings, 4-knife, 
9-in. wheels, $7.85 each; 16-in., plain 
bearing, 4-knife, 9-in. Wheels, $7.35 
each; 16-in. ball bearing, 4-knife, 
8-in. wheels, $8 each; 16-in. plain 
bearing, 3-knife, 8-in. wheels, $5.85 
each. 

NAILS.—Business is fairly good and 
some improvement is looked for, espe- 
cially from the agricultural districts. 

We auote from jobbers’ stocks, 
f.o.b. Chicago: Common wire nails, 
$3.15 per keg base; cement coated, 
$2.20 per keg base. The extra for 
galvanized nails is now $2 for l-in. 
and longer, $2.25 for shorter than 
1-in. 

OIL STOVES.—Sales ore slowing up 
considerably as cooler weather starts 
in. 

These are list prices. Dealers’ dis- 
counts are noted after each group. 


OIL COOK STOVES 


on tg ie 
No. QO rere Tre $17.50 
No. 23 3 a ee 22.50 
a Se i. 28.50 
Peek, Fe WD WEUIOT. cc cctccsscees 39.50 
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Perfection dealer’s discount, 30 and 
5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 


on eg (Improved Mode!) 








Re ee $17.50 

ee: Se Be ee Cc cecensaa 22.50 

BUG, GE © DUPMOTH. cc cccccccccce OS 

Puritan discounts same as Perfec- 
tion. 

NESCO 
eee $9.50 
a i) a i, re 17.35 
INO, Bis SS DUPMOTS..ccccccccccccvdae 
PUG: BEG & BOPMOTB. cc cccccccces cUeae 
No. 215 § DUFMOFS.....cccccccss 39.50 
No. 1102 high shelf only........ 5.25 
No. 1103 high shelf only........ 6.50 
ag 1104 high shelf only........ 8.00 

1105 high shelf only........ 9.75 
Thedan dealer’s discount, 30 and 5 
per cent. 
OVENS 
PERFECTION 


No. 211 1 burner plain door. .$2.50 
No. 211G 1 burner glass door.. 2.70 
No. 121G 1 burner glass door.. 4.90 
No. 122G 2 burners glass door. ae 
i soe reer 

Dealer’s discount, on 10 or th atng 30 
_—" per cent; less than 10, 30 per 
cent. 


PURITAN— 
No. 42G 2 burners glass door. .$5.25 
Dealer’s discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 








cent. 
NESCO— 

No. 05 1 burner solid door... - Were 

No. 5 1 burner glass door. 2.25 

No. 010 1 burner solid door. 4.15 

No. 10 1 burner glass door.... 4.40 

No. 020 2 burners solid door... 5.45 

No. 20 2 burners glass door... 5.40 

>a 030 2 burners solid door... 5.40 
30 2 burners glass door. 5.79 


De aler’s discount, 30 and 5 per cent. 


WATER HEATERS 





ne a re ae $45.00 
POST OOCtI FUG. GES. cc cccccccecce 40.00 
POTEOOEIOM INO. GBheccccccccecose 80.00 


Nesco discount, 30 and 5 per cent. 
Perfection discount, 30 and 5 per cent 
in lots of 10 or more; less than 10, 
30 per cent. 


WICKS, ETC. 


Rockweave wicks, 25c. each. 
Perfection and Puritan, $4 per doz. 
and $48 per gross. 
Discount same as on oil cook 
stoves, ovens and heaters. 





PAINTS AND OILS.—Turpentine and 
linseed oil make up for last week’s in- 
activity by substantial advances. Al- 


cohol also advances. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Linseed Oil.—Raw, barrel lots, $1.16 
per gal.; 5-barrel lots, $1.12 per gal. 

Linseed Oil.—Boiled, barrel lots, 
$1.19 per gal.; 5-barrel lots, $1.16 per 
gal. 

Turpentine.—Barrel lots, $1.30 per 
gal. 

Denatured Alcohol.—Barrel lots, 
65c. per gal.; steel drum, extra, $6 
returnable. 

White Lead.—100-lb. kegs, $15.25; 
50-lb. kegs, $7.75; 25-lb. kegs, $3.90; 
12%4-lb. Kegs, $2. 

Shellac. — (4%-lb. goods), white, 
$4.25 per gal.; orange, $4.05 per gal. 

English Venetian Red—In barrels, 
$350 to $6.75 per 100 Ib. 

Dry Paste.—Barrel lots, 7%c. per 
lb. 


PYREX WARE.—Sales are good and 


are showing a steady improvement. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Bread Pans.—No. 212, $7.20 doz.; 
No. 214, $12 doz. 

Casseroles.—Round, No. 167, $12 
doz.: No. 168, $14 doz.; No. 182, $12 
doz.; No. 184, $14 doz. 

Casseroles.—Oval, No. 193, $12 
doz.: No. 197, $14 doz. 

Pie Plates.—No. 202, $6 doz.; No. 
203, $7.20 doz.; No. 209, $7.20 doz. 

Tea Pots.—2-cup, $20 doz.; 4-cup, 
$24 doz.; 6-cup, $28 doz. 

Utility Pans.—No. 231, $8 doz.; No. 
232, $14 doz. 
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ROLLER SKATES.—Fall business is 
beginning to pick up. No change in 
prices. 


We quote from jobbers’ stocks, 
f.o.b. Chicago; Union roller skates, 
for boys, $1.40 per pair; for girls, 
$1.50 per pair. Chicago roller skates 
for boys, $1.30 per pair; for girls, 
$1.40 per pair. 


ROOFING AND PAPER. s are at 
the high peak for this year. Prices 
are strong, but no recent changes. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $2.30 per 
square; best grade tale surfaced, 
$2.65 per square; medium tale sur- 
faced, 2 square; light tale sur- 
faced, $1.20 per square; red _ rosin 
sheathing, $57 per ton. 


ROPE.—tThe sales are reasonably good 
for this time of year. The Manila mar- 
ket is very strong. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 manila standard 
brands, 24 78C. to 26%c. per Ib.; No. 

2 manila, 23%c. per lb.; No. 1 sisal, 
17%c. per b.; No. 2 sisal, l646c. per 
lb. 
SASH CORD.—Manufacturers have 
advanced prices 2 cents per pound, but 
jobbers’ prices are unchanged as yet. 


We quote from jobbers’ stocks, 
f.o.b. Chicago; No. 7 standard brands, 
$8.55 per doz. hanks, No. 8, $10 per 
doz. hanks. 


STEEL SHEETS.—tThe demand is quite 
active and the market strong. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 28-vage galvanized 
sheets, $5 per 100 lb.; 28-gage black 
sheets, $4 per 100 Ib. 


STOVE PIPE, COAL HODS, ETC.— 
There is a steadily increasing season- 
able demand. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best full gage 
pipe, 30 gage, 12c.; 28 gage, 13c.; 26 
gage, 15l4c. per joint. Corrugated el- 
bows, 30 gage, $1.20; 28 gage, $1.50 
doz. Galvanized coal hods, 17-in., $5 
doz. 


TRAPS.—It is still somewhat early for 
an active demand, but a good season is 
looked for. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 0, $1.10 doz.; No. 
1, $1.38 doz.; No. 1%, $2.44 doz.; No. 
2 $3.36 doz. 


WIRE GOODS.—Prices are firm and 
there is a steady demand. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 8 black annealed 
wire, $3.05 per 100 Ib.; No. 9 gal- 
valnized plain wire, $3.50 per 100 Ib.; 
catch weight spool galvanized cattle 
or hog wire, $3.85 per 100 Ib.; 80-rod 
spool galvanized hog wire, $3.34 per 
spool. Polished fence staples, $3.60 
per 100 lb.; 12-mesh black wire cloth, 
$1.90 per 100 sq. ft.; 12-mesh gal- 
vanized wire cloth, $2.20 per 100 sq. 
ft.: 14-mesh bronze wire cloth, $6.25 
per 100 sq. ft.; galvanized poultry 
netting, 55-5 per cent discount, gal- 
vanized after poultry netting, 50-5 
per cent discount. 


WRENCHES. is normal 
for this time of year and prices are 
firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60-10 per cent discount’? Coes’ 
wrenches, 40-10 per cent discount; 
engineers’ wrenches, 50-10 per cent 
discount off new list; Stillson, 70 per 
cent discount: Trimo, 60-10 per cent 
discount. 

Snap-On Wrenches. — Radio and 
electrical set, $4; No. 101 Master Ser- 
vice Set, $15.25: No. 202 Heavy Set, 
$8.80: No. 303 Ford Master Service 
Set, $14.85; No. 404 Universal Socket 
Set, $8.75: No. 505B Screw Driver Set, 
$3.40; No. 900 Square Socket Set, 
$3.70. All Snap-On Wrenches less 40 
per cent. 
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Growing Demand for Holiday Merchandise 
in Boston—Outlook Good for Fall Business 


(Boston office of HARDWARE AGB) 


T cannot be said that current demands for hardware are any 


larger than they were a week ago. 


It is true, nevertheless, 


that New England retailers are evincing more interest in holi- 


day merchandise. 


To be sure there is more looking around and 


talking about holiday goods than actual buying, but the most fore- 
ward retailers actually are placing orders with the jobbers and 
these compare favorably with those placed by the same firms a 


year ago. 


ticularly lawnmowers and garden tools. 
fore, is more optimistic than it was a week ago. 
ated that current buying is listless, for it is not. 


There is also more doing in 1926 futures, more par- 


The jobbing trade, there- 
It is not insinu- 
But it does not 


have the same snap it did a month or so ago, which is natural at 
this period of the year, say wholesale firms. 

One thing is noticeable in current, holiday and forward bookings, 
and that is that retailers located in mill towns like New Bedford, 


Fall River, Lowell, Lawrence, Mass., 


and some of the Maine, New 


Hampshire and Vermont towns are ordering more frequently than 


heretofore. 
England’s 


been in months and giving employment to a larger number. 
for instance, fine cotton looms are being operated 
Shoe towns also are more prosperous. 


Bedford, Mass.., 
at practically 100 per cent. 


Their business undoubtedly is better because New 
cotton and textile mills are more active than they have 


In New 


During the past week there were actually instances where shoe man- 
ufacturers announced they will be obliged to expand their plants to 
take care of business, something of a novelty the past two or three 


years. 


Machine shops all over this section of the country are active 


and the demand for all kinds of mill supplies is more active, accord- 


ing to jobbers. Jobbers, 


however, are meeting stiff competition 


from the manufacturers themselves. 


BULBS. — Shorter days, 
longer evenings and larger light bills, 
have brought out a larger demand for 
electric light bulbs. During the past 
week some retailers have discovered 
their stocks exceptionally small and 


meaning | 


tember. Jobbers say the average re- 


_tailer’s stock at the beginning of the 
month must have been smaller than 


have asked prompt deliveries from job- 


bers. 


We quote from Boston jobbers’ 


stocks: 
Bulbs—Electric, clear, straight side 
each list; 15 watt, 
27 50 


type, 10 watt, 27c. 
27c.; 25 watt, 27c.; 40 watt, 27c.; 
Ww: itt, Zic.; 60 watt, 32c. Clear, pear 
shaped, 50 watt, 40c. each list; 75 
100 watt, p0c.; 150 watt, 
300 watt, $1.25: 


watt, 45c.; 
Kec. 
pear shaped, 50) 


65c. : P00 watt. 
500 watt, $2. White, 

75 watt, 50c.; 100 
daylight type, 


watt, 40c. each, list; 

watt, 55c. Blue glass, 

50 watt, 60c.; 75 watt, 65c.; 100 watt, 
SUC. 

Discounts.—On contracts for years’ 
purchases, as follows: less than $150 
net, 20 per cent; $300 to $600 net, 
25 per cent; $600 to $1,200, 27 per cent. 


CARVERS.—Jobbers say the demand 
for carvers has been unusually snappy 
so far this month. On certain styles 


COFFEE MILLS.—Retailers’ 


usual, judging from bookings. 
We 
stocks: 
Clocks.—Alarm, New Haven styles, 
Tale, black face, radium dial, 
each net; Tom Tom, white dial, 
cases of 24, $2.10; with radium 
dial, $2.75; Tidy Top, white dial, in 
cases of 50, $2.10: with radium dial. 
$2.75. Waterbury styles, Thrift, in 
cases of 50, 75c. each net; Relay, 
alarm, in cases of 25 $2.15; Vigilent, 
white dial, in cases of 50, 1.29; 
with radium dial, $2.13. Westclox 
styles, American, in cases of 48, 99c. 
each net: Sleepmeter. in cases of 48. 
$1.32; Jack-O-Lantern, radium dial, 
in cases of 48, $1.98; Bluebird, in 
cases of 48, $1.15; Blackbird, in cases 
of 48, $1.65; Big Ben, in cases of 24, 
$2.15; Baby Ben, $2.15. 


quote from Boston jobbers’ 


interest 
in coffee mills is beginning to perk up. 


There have been no change in jobbers’ 


they have run out of stock and are back | 


ordering. 
We quote from Zoston jobbers’ 

stocks: 
Carvers.—Standard makes, $1.70 to 


$7.50 per set net. 


CLOCKS.—Buying of clocks, particu- 


larly alarm clocks, is not brisk, yet suf- 
ficiently steady to have made quite a 
hole in local jobbers’ stocks during Sep- 


prices for more than a year. 

We jobbers’ 
stocks: 

Coffee ne we Ts, Frary & 
Clark line No. .25 per doz., 
net: No. 014, $9.50: No. 
109, $12.50; No. $15. 50; Arcade, 
No. 3, $17 per doz., net: No. 25, $11 


quote from Boston 


'COOKERS.—Business is not as good 


as it might be, but earlier in the month 


retailers ordered fairly heavily, conse- 


quently jobbers’ stocks have been eaten 
into noticeably. 








| 





We from Boston jobbers’ 

stocks: 
Cookers.—Pressure, 

minum, No. 1, $24.75 each net; 


$27.75; No. 3, $31.13; No. 4, $36 
CUTLERY.—All kinds of saan are 
beginning to enjoy wider distribution. 
The demand for scissors, shears and 
Genco bread knives is especially good 


quote 


solid cast alu- 
og 2, 


just now. 
We quote from Boston jobbers’ 

stocks: 
Bread Knives.— Genco, $2.50 per 

doz. net. 


Knives.—Kitchen, No. 303, 80c. per 
doz. net; No. 333A, $2.50. Slicers, No. 
283, $5.25: No. 283A, $6; No. 2017, 
$5.25. geet No. 200, 5-in., 
6-in., $3.25; 8-in., $4.75; 9-in., 
i $7: 12- in, $10; 14- in., $12. 
handles, _ in., $7.75; 10- in., 
12-in., 14.2 Grapefruit, No. 342, $2. 

Straight. “Shears. — Universal line, 


japanned, 6-in., $8 ci doz. net; 6% 
in., SF 50; 7-in., $9; in., $9.55; g- 
in., 10.10; 9-in., siz, aitel plated, 
6-in., 9.15; 614-in., $9.55; 7-in., $10.10; 
74%4-in., $10.75: 8-in., 11.15: 9-in., 
$14. Left hand, 714-in., $13.80. 

Bent Trimmers. — Japanned, 7-in. 
$9.55; 8-in., $10.75; Q9-in., $13.55; 10- 
in., $16.90. 

Barbers’ Shears. — Nickel plated, 
7% in., $12 per doz. net; 8-in., $12.80. 

Scissors.—Pocket, 4-in., $8.35 per 
doz. net; 4%-in., $8. 65. Embroidery; 
oo ™.. $7.65; 4-in., $8.35. Ladies’ 
4-in., $8.35; 4%-in., $8.70; 5-in., $9; 
6-in., $10.35. 


ELECTRICAL GOODS.—Boston job- 
bers, without exception, are of the opin- 
ion that the coming season on electrical 
goods will be one of, if. not the, best on 
record. The lineup of business, both 
current and prospective, to date is ex- 
ceptionally encouraging, they say. 


We quote from Boston jobbers’ 
stocks: 
Toasters—Rogers Quality, $1.80 


each net. Universal line No. £3946, $40 
per doz. net, larger size, $3.85 each 
net; reversible, No. E947, $6: self 
turning, No. E9412, $5.35; oven type, 
No. 942, $5.65; Reverso, $5. Sun- 
beam, in lots of less than six, $5.67; 
six or more, $5.35. 

Irons. — Universal, x 
each net: tourist, $3.3 
wrinkle proof, $4; $4.5 

handle, $2.80 


laundry, $6. 
Curling trons.—Ivory 

mahogany 

$3. 


each net, with comb, $3.35; 
handle, $2.50, with comb, 

Hot Water Bottles. — Aluminum, 
3-pt., $2.03 each net. 


Heaters —Polar Cub, 


No. 
No. 
De 


907, 
9021, 
Luxe, 


in lots of 12, 


$2.75 each net, in lots of less than 12, 
$2.95. Universal, brown case, 12-in., 
$5; hey 7 case, 12-in., $5.34; brown, 
1 5.65. Assortments, three fancy 
caine $10.50 per assortment. 

Pads.—Universal, $5.65 each net; 
Thermax, $3.30. 

Coffee Machines.—Universal, $9 to 
$18 each net. 

Percolators—Universal, $5.50 to $10 


each net. 

Waffle lIrons—Universal, 
$10.13 each net; No. E9314N, 
9305N, $6.65. 

Table Stoves.—tUniversal, $10 each 
net; Armstrong, $8 each, in lots of 
six or more, $7.85. Waffle iron attach- 
ment, $2.52. 


FOOTBALLS. —Now that the schools 


No. £9300, 
$10; No. 


“have opened and candidates are being 


tried out for the school teams, footballs 
are enjoying a little better call. Busi- 
ness could be better, however. 


We quote from Boston jobbers’ 
stocks: 

Footballis.—No. 35, $5.50 per doz. 
net; No. A4, $10; No. A5, $12.50; No. 
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5, $15. India pig-skin, $42 per doz. 
net 


Bladders.—No. 3, $3.50 per doz. 
net; No. 5, $4.50. 
of 


FREEZERS.—Manufacturers ice 
cream freezers, in announcing 1926 
prices, have simply reaffirmed those for 
1925. 


We quote from Boston jobbers’ 

stocks: 

Freezers.—White Mountain, 1-at., 
$5.65; 3 : 


, 18; 12-qt., 
20-qt., $33.20; 25-qt., $42.60. 
Arctic, 1-qt., $4 list; 2-qt., 
3-qt., $5.55; 4-qt., $6.80; 
8-qt., $11.10; 10-qt., $14.80; 12-qt., 
$16.65; 15-qt., $23.30; 20-qt., $30. 

Jobbers’ discount, 50 per cent from 
store or factory. 

Alaska, 1-qt., $2.95 list; 2-qt., $3.45; 
3-qt., $4.10; 4-qt., $5; 6-qt., $6.30; 
8-qt., $8.20; 10-qt., $10.75; 12-qt., $14; 
15-qt., 1 Discount, 20 and 10 per 
cent. Alaska special, 2-qt. only, $2.25 
less one-third off. 

Auto Vacuum, 1-qt., $5 list; 2-qt., 


$6; 3-qt., $8; $4-qt., $10. Discount, 
33% per cent. 
FURNACES. — Cooler days have 


sprinted up business in furnaces. Many 
a home owner, in putting the old heater 
in order for firing up, has discovered a 
new one is necessary. 


We quote from. Boston 
stocks: 

Furnaces.— One pipe, register 30 
x 30-in., $122 per furnace net; 36 
x 36-in., $137.50; 40 x 40-in., $1.65. 
with pipe and casing, 22 x 42-in., 
si30. 26 x 46 in., $110; 30 x 50-in., 


FURNACE CEMENT.—A better mar- 
ket for furnace cement is reported by 
both retail and wholesale hardware 
firms. 


We quote from’ Boston 
stocks: 

Furnace Cement.—In 1-lb. cans, 9c. 
per Ib. net; in 5-Ilb. cans, 7c. per Ib. 


INSECTICIDES.—Manufacturers have 
announced prices for 1926, which show 
a general slight advance. Jobbers have 
adjusted their prices and have opened 
books for next year’s deliveries. 


We quote from Boston jobbers’ 
stocks: 

Arsenate of Lead.—Swift’s, in paste 
form, in case lots, 1-lb. cans, 22c. 
; 5-lb. cans, 19c.; 
25-Ilb. cans, 15c.; 
100-Ib. cans, 13c. 
in 1-lb. bags, 
20c.; in 10-lb. bags, 20c.; 
in 100 lb. bags, 20c. 

Pyrox.—In case lots, 1-lb. jars, 24 
to the case, 7.80 per case; in 5-lb. 
crocks, 12 to the crate, 15; 10-lb. 
crocks, 6 to the crate, $13.50; 25-Ib 
containers, 4 to the crate, of 
50-Ib. kegs, $8.75; 100-lb. kegs, $14.10 


NAILS.—A slight reduction has been 
made in jobbing quotations on Western 
cut nails, following the receipt of new 
lists from mills. Nail prices otherwise 
remain as heretofore. 


jobbers’ 


jobbers’ 
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We quote from Boston jobbers’ 
stocks: 

Nails.—Wire, from store, $3.70 per 
keg base; from mill, in carlots, $2.70 
per keg base; in less than car lots, 
$2.95. Cement coated, in count kegs, 
from -mill, in car lots, $2.40 per keg 
base f.o.b. Pittsburgh; in less than 
car lots, $2.65 from store, $4.60 per 
keg base. Cut nails, from store, $4.25 
per keg base. Hardened steel floor, 
direct shipments, $8.10 per keg base. 
Western cut nails, direct shipments, 
in car lots, $3.50 per keg base f.o.b. 
Pittsburgh; in less than car lots, 
$3.65. Tremont cut nails, direct ship- 


ments, $3.95 per keg base, f.o.b. 
Wareham, Mass.: hardened _ steel 
floor nails, direct shipments, $7.60 


f.o.b. Wareham. Cement coated nails, 
from store, boxed, $4.60 base. Fac- 
tory shipments, in count kegs, car 
lots, $2.50 base; in less than car lots, 
$2.30, f.o.b. Pittsburgh. 


POCKET KNIVES.—Retailers evident- 
ly are beginning to revamp their sup- 
ply of pocket knives for the holiday 
trade. Some excellent assortments of 
knives are being put out by the jobbing 
trade this year. They have proved big 
sellers so far. 


We quote from Boston jobbers’ 
stocks: 
Pocket Knives. — Universal line, 


jack, $4 to $16 per doz. net; pen, $10 
to $30 per doz. net. 
Assortments, No. 100, two blades. 6 


patterns, 8 per assortment of 12. No. 
150, 3 blades, $12. No. 250, two and 
three blades, pearl handles, $18. No. 


650, jacks, two blade, $6 
SCYTHES AND SNATHS.—In the 
past week jobbers were notified by 
manufacturers that 1925 prices are re- 
affirmed for 1926. Of late there has 
been some flattering orders for scythes 
and snaths placed with jobbers. 


We quote from Boston jobbers’ 


stocks: 
Scythes.—Grass, $16 per doz. net; 
bramble $16.50; bush, $16.50. 
Snaths.—Ash, No. 50, $14.50 
doz. net; bush, No. 105, $16. 
SILVERW ARE.—Weddings are numer- 
ous these days, which means a consid- 
erable amount of silverware is passing 
currently. In addition, retailers are be- 
ginning to order for the Thanksgiving 


and Christmas trade. 


per 


We quote from Boston jobbers’ 
stocks: 
Silverware. — Community ‘Tudor 


plate spoons, tea, $2 per doz.; des- 
sert, $3.74; table, $4, soup. $4: forks. 


dinner, $4: dessert, $3.75; knives, 
dinner, embossed handle, $4.50; des- 
sert, $4.38: dinner, plated, $11.40; 


stainless. $12.68; dessert. hollow han- 
dle, $10.78: stajnless, $12; fruit, $4.44. 
Discount for cash, 2 per cent. 


STEPLADDERS.—A steady call for 
stepladders is noted by the jobbing 
trade. Retailers are ordering conserva- 
tively, yet weekly bookings by jobbers 
cover a wide range of sizes and quali- 
ties. 
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We quote from Boston jobbers’ 
stocks: 

Stepladders.—Nappannee, 3-ft., $1.05 
each net; 5-ft., $1.75; ft., $2.10. 


Combination stool and ladder, $12 per 
doz. net. Paris, 3-ft., $1.80 each net: 
4-ft., $2.40; 5-ft., $3; 6-ft., $3.60; 7-ft., 
$4.20; 8-ft., $4.80; 10-ft., $6. 


TACKS.—Manufacturers of tacks are 
out with new price lists, which show an 
average drop in prices of about 10 per 
cent. Jobbers have adjusted their 
prices accordingly. 

TEA KETTLES.—A slight improve- 
ment is noted in the movement of tea 
kettles out of jobbers’ stocks. Busi- 
ness, it is admitted, could be much 
better. 


We quote from Boston jobbers’ 
stocks: 

Tea Kettles.—Copper, Rome line, 
No. 37, $16.60 per doz. net; No. 38, 
$18; No. 39, $19.50; No. 638, $21.40: 
No. 639, $23.15; No. 177, $15.75; No. 
178, $17.15. 

THERMOMETERS.—Cooler days have 





speeded up the already healthy demand 
for thermometers. Jobbers probably 
booked more business the past week 
than during the preceding two weeks. 


We quote from Boston jobbers’ 
stock: 

Thermometers. — Cheap tin case, 
spirit, 7-in., $1.20 per doz. net; 18-in., 
$1.38; mercury, 10-in., $2. Standard 
heavy tin case, 8-in., $13.50; 10-in. 
$15.25. Copper case, No. 5153E, 8-in., 
$6; 10-in., $8. Woodback. 6-in., $9: 
S-in., $10; 10-in., 11. Candy, No. 
5908, $16. Bath, No. 5592S, $14.50. 


TOYS.—For the first time this year 
retailers are beginning to evince a real 
interest in toys. Most of them are sim- 
ply talking toys, but some good sized 
orders have been actually placed by 
dealers in various parts of New Eng- 
land. 


We quote from soston jobbers’ 
stocks: 

Play Toys.—Wolverine line, Sandy 
Andy, with engineers, No. 76, $8.25 
per doz. net; No. 101, without en- 


gzineer, $10.30. Dumping Sandy, with 
engineer, $6.20; and crane, with en- 
gineer, No. 104, $10.30. Panama pile 
driver, with engineer, No. 534, $19, 
Busy Andy trip hammer, $4.15; 
junior, $1.95; circus, No. 27, $3.85. 
Over-and-under, No. 28, $8.50; under- 


and-over lift, No. 32, $16.50. Motor 
race, No. 29, $8.25. Strategy, No. 31 
$8.25. Laundry sets, No. 0, $4.15: 
No. 1, $8; No. 2, $18.50: No. 3, $27 


Radio Rex, $15. Toy looms, No. 60, 
$3.34 each net; No. 204, $6.67. 

Erector Line.—A. C. Gilbert Co., 
with motor, No. 0, 50c each 
; No. 1, $1 each; No. 3, $3; No. 4, 
$5: No. 7, $10; No. 8, $25: No. 10, $50. 

Carpentry.—No. 701, 1.50 each; No. 
702, $2.50; No. 707, $3.75; No. 765, 
$5.50; No. 770, $10; No. 775, 18.75. 

Chemistry.—No. 5007, $1.25 each; 
No. 5008, $3; No. 5009, $5.50; No. 5010, 
$10.00. 


$1; 





Magic.—No. 2001, No. 2205, $3; 


No. 2206, $5 








Editor HARDWARE AGE, 
New York City. 


Enclosed please find six dollars, the yearly subscription for the HARDWARE AGE. 
I feel that I must just once again tell you how much both my father and I appreciate your inter- 
esting description of the store, and I can assure you that I still look back to the many intreesting 


visits I had to your office. 


I have shown the HARDWARE AGE to many English ironmongers, who are always interested in look- 


ing thruogh it. 


(Signed) 


Yours truly, 
JAS. S. LEAVER, 
J. J. Leaver, Inc., 
30 High Street, 
Weston-Super-Mare, 
Devon, England. 
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Fall Merchandising Moving in Northwest— 
Retail Trade Picking Up Slowly 


(Minneapolis office of HARDWARE AGB) 


RADE in the Twin City markets has taken a decided turn 


toward fall merchandise in the past two weeks. 


Jobbers are 


featuring articles which are soon going to be very attractive 
to the buying public, and dealers are clearing away the summer 


goods, and showing more seasonal lines. 


The effect of the annual 


crops is beginning to be noticed in the larger trade centers, espe- 


cially in the jobbing houses. 


In many instances, the dealers have 


had to reorder merchandise which they believed would not be sold 


during the fall. 


Retail trade in the larger centers is still somewhat slow, but there 
is every indication that better business is on the way for those 


centers. 


It has already reached the smaller cities and towns, where 


the crops have been marketed. Jobbers report that business on the 
average over the entire Northwest is far ahead of that of last year, 
and they are confident that this condition will last until the first of 
the year, and make itself felt again in the spring. 

Collections have improved according to the increase of revenue 


from the farms. 


ASH SIFTERS.—Dealers are beginning 
to prepare their stocks for the fall 
demand. Jobbers are 
freely, with ample stocks on hand. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Square wood ash 
sifter at $2.00; metallic round sifters 
at $4.25 and wood barrel sifters at 
$6.00 per dozen, net. 

AXES.—Sales show some _  improve- 
ment, with stocks well filled for the 
fall demand. Prices are steady as last 


quoted. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit base 
weight axes at 14.50 and double bit 


base weight axes at 19.50 per dozen, 
net. 

BALE TIES.—Baling of hay and straw 

has been started in some parts of the 

Northwest, and sales of bale ties are 

improving. Stocks are well filled for 

the opening of the season. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single loop, 9% 

x 14 bale ties at $1.50; 9% x 15 at 

$1.36; and 9% x 14 at $1.53. 
BOLTS.—Sales are very good, with 
stocks ample for the demand. Prices 
have not changed. 

We 
f.o.b. 
carriage 
and small 
cent, stove 
lag screws at 

BRADS.—Demanéd still is very good in 
this line, as building is being pushed 


quote from jobbers’ stocks, 
Twin Cities: Large and small 
bolts at 45 per cent, large 
machine bolts at 50 per 
bolts at 75 per cent and 
55 per cent from lists. 


rapidly. Stocks are well assorted, and 
prices unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wire brads in 


25-lb. boxes at 70-10 per cent from 
list. 


BUILDERS’ HARDWARE.—tThere is 
still an excellent market for builders’ 
hardware, and probably sales will keep 
up well until late in the fall, with the 
present interest in home building. 


Houses are being rushed ahead to the 
point of being fully inclosed before | 


shipping out | 











The rate is well in advance of last year at this time. 


inclement weather sets in. Finishing 
hardware will follow during the next 
two months to jobs of this character. 


COAL HODS.—Initial stocks of coal 
hods have been shipped out to the deal- 
ers, and retail sales are beginning to 
show some activity. 





We quote from jobbers’ stocks, 
f.o.b. Twin Cities Japanned. open 
l7-in. coal hods at $3. 60; 18-in, $4.15 
japanned funnel, 17-in. "$4 50; 18-in 
$5.15; a. open 17-in., 5.00; 
18-in., $5.50 galvanized _ funnel,, 
17-in.. $6.45; 18- in, $7.00 per dozen, 
net. 

DAMPERS.—With the beginning of the 


stove selling season dampers are in de- 


mand. Stocks are in place in the retail 
stores, and sales are already being 
made, ; 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Cast iron, wood 
handle dampers, 6-in., at $1.40; coil 
handle, 1.20 per doz., net. 

EAVES TROUGH, CONDUCTOR 


PIPE AND ELBOWS.—Sales are still 
very good in this line, with the amount 
of building under way. Stocks are 
ample for the demand. Prices have not 


changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 28 ga, slip joint, 
single bead eaves trough. 5 in., $6.05 


per 100 ft.; 29 ga. at $5.50 per 100 ft.; 
28 ga., 3-in. conductor pipe at $5.40 
per 100 ft.; 29 ga. at 5.15 per 100 ft.; 


and 3-in. 
doz. net. 


FIELD FENCE.—Demand is slightly 

better, with ample stocks from which 

to draw. Prices show no changes. 
We 


conductor elbows at $1.73 


stocks, 


quote from jobbers’ 
field 


f.o.b. Twin Cities: 26-in. L type 

fence at $22.68 per 100 rods, net. 
FILES.—Demand is very good, with 
stocks well assorted. Prices show no 
changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade files 
at 50 per cent. and second grade files 
at 60 per cent from list. 








GALVANIZED WARE.—Sales show a 
steady improvement, especially in the 
rural districts. Stocks are well filled 
and prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard No. 1 
galvanized tubs at $7.25; No. 2, 
$8.00; No. 3, $9.20; heavy tubs, cr 
. = $13.50; No. 3, $14.7 
10-qt. pails, 265. 12- ty 
$3.00; 14-qi., $3.35; stock pails, 16-qt., 
$5.00, and 18-qt., $5.50 per dozen, net. 
GLASS AND PUTTY.—Some improve- 
ment is felt in retail sales in these 
items. Householders are beginning to 
think of their storm sash, and put them 
in condition for winter. Stocks are 
full in anticipation of this demand, and 
prices are steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Min. prices, 
Single strength glass, 83 per cent; 
double strength, 85 per cent; and 
strictly pure putty in 60-lb. drums 
at 4.85 cwt., net. 


HAMMERS AND HATCHETS. — 
Small tool sales are holding up well, 
with ample stocks on hand. Prices have 
not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Maydole, No. 
11% carpenter’s hammers at 12.60; 
Plumb No. HF81, 10.50; Plumb No. 
2 broad hatchets, $14.45; No. 2 shing- 
ling, $11.20, and No. claw, $12.50 
per dozen, net. 


LANTERNS.—With the shorter days 
there has come a demand for lanterns, 
which is being met with full stocks 
and steady prices. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Tubular, No. 2 
long or short globe lanterns ‘at $13. 00 
doz. net. 


NAILS.—Sales are holding up well, 
with stocks heavy enough for the de- 


mand. Prices have not changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 


nails at $3.25 keg, base, and cement 

coated wire nails at $2.40 keg, base. 
OIL HEATERS.—Oil heaters are be- 
ginning to sell, with the coming of the 
cooler nights, and in the northern parts 
cooler days. Many families remain at 
the lake resorts as long ‘as possible, 
and oil heaters are a great convenience. 


Stocks have been filled, and dealers 
welcome the sales. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 12 japanned 
oil heaters, polished steel, at $3.66 
each and No. 016 nickel polished 
steel, $5.32 each, net. 


OIL STOVES, OVENS AND WATER 
HEATERS.—Sales are still very good 
in this line, there being a steady de- 
mand for better accommodations of 
this class in many homes where gas is 
not available. Prices are unchanged. 


Oil Cook Stoves 


io, oo 
SS 8 0 rere $17.50 
No. 73 3 DL Céinéusees6oees 22.50 
Dee. We Me ETD. Scccwceeesceves 28.50 
ee, Se Oe icc cccccecccescss Be 


Perfection dealer's discount, 30 and 
5 per cent on lots of 10 or more; on 


less than 10, 30 per cent. 
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PURITAN (Improved Model)— 


SS gy ££ ee ees 17.50 
ek: ee SN cages ecenent 22.50 
BO. G6 @ DUPMETB. cc ccccccccccce 28.50 
Puritan discounts same as Perfec- 
tion. 
NESCO— 
2 i. ees $9.50 
 - 2. ee 17.35 
INO. BIS 8 DUPMOTH....ccrcccccs 22.00 
No. 214 4 burmers............. 28.00 
PEO. BAD 8 WURMGTBs cc cccccccece 39.50 
No. 1102 high shelf only....... 5.25 
No. 1103 high shelf only....... 6.50 
No. 1104 high shelf only....... > or 
No. 1105 high shelf only....... 9.75 
Nesco dealer’s discount, 30 and 5 
per cent. 
Ovens 
PERFECTION— 
No. 211 1 burner plain door.. $2.50 
No. 211G 1 burner glass door.. 2.70 
No. 121G 1 burner glass door.. 4.90 
No. 122G 2 burners glass door. 6.00 
> re errr er 6.15 


Dealer's discount, on 10 or more, 


30 and 5 per cent; less than 10, 30 
per cent. 
PURITAN— 
No. 42G 2 burners glass door.. $5.25 
Dealer's discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 
cent. 
NESCO— 
No. 05 1 burner solid door.... $2.10 
No. 5 1 burner glass door.... 2.25 
No. 010 1 burner solid door..:. 4.15 
No. 101 burner glass door.... 4.40 
No. 020 2 burners solid door... 5.15 
No. 20 2 burners glass door... 5.40 
No. 030 2 burners solid door... 5.40 
No. 30 2 burners glass door... 5.70 
Dealer’s discount, 30 and 5 per 
cent. 
Water Heaters 
PE. ietimetdebabibepibs eedeaa $45.00 
Pertection NO. 412...ccccccscess 40.00 
PORT OCtIOM FINO. Gobo cc ccccccscess 80.00 
Nesco discount, 30 and 5 per cent; 
Perfection discount, 30 and 5 per 


cent in lots of 10 or more; less than 
10, 30 per cent. 


Wicks, Etc. 


Rockweave wicks, 25c. each. 

Perfection and Puritan, $4 per doz. 
and $48 per gross. 

Discounts same as on 
stoves, ovens and heaters. 


PAINTS AND WHITE LEAD.—Paint 
sales are improving, if anything, with 
the cooler weather, and the lessened 
number of insects to contend with. 
Stocks have been heavily drawn on 
and show the effects of an excellent 


oil cook 


season’s business. Prices have not 
changed. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: test grade house 
paints at $2.80 per gallon in 1-gallon 
cans, and white lead in 100-lb. kegs 
at $13.83 per ewt., net. 


PAPER.—Building paper is still very 
much in demand. Stocks are in good 
condition, and prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Red rosin build- 
ing paper in 20, 25 and 30-Ib. rolls 
at $3.25 ecwt., and tarred felt paper 
at $3.35 cwt. 


PYREX OVENWARE.—Dealers have 


Kerosene Heating Water 
Heaters 


Four different models for heating 
water by kerosene burners have been 
placed on the market by the Cleveland 
Metal Products Co., Cleveland, Ohio. 
These are said to equal the gas heater 
in satisfaction, dependability and oper- 
ating economy. Claim is made _ that 
sufficient hot water for washing and 
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filled their stocks with this line of 
merchandise, with the expectation of 
very good trade. Prices show no 
changes. 


We quote from 
f.o.b. Twin Cities: 


jobbers’ stocks, 
No. 197 casse roles 


at $1.17; No. 202 pie plates, 50c.; No. 
210 pie plates, 67c.; No. 212 het ad 
pans, 60c.; No. 231 utility pans, 67c. 
No. 12 tea pots, $1.67; No. 24, ? 00: 
No. 36; $2.33 each, net. 
REGISTERS.—Demand is good, with 


the new and repair work. Stocks are 


well filled, and prices steady and 
strong. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Cast Iron regis- 
ters at 20 per cent, and steel regis- 
ters at 40 per cent from lists. 


ROPE.—Sales are fairly good, with 
stocks well filled for this time of the 
year. Prices have been very stable for 
some time. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade manila 
rope at 26%c. Ilb., and best grade 
sisal rope at 19%c. lb., base. 


STEEL TRAPS.— Rural merchants 
have prepared for early sales in this 
line. Stocks are well filled, and prices 
are steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Victor, No. 0 steel 
traps at $1.10; No. 1, $1.38; No. 1%, 
$2.44; No. 2, $3.36; Oneida jump 
traps, No. 0; $1.59; No. 1, $1.83; No. 
1%, $2.81 per dozen, net. 


TIN PLATE.—Sales are fair, with 
prospects of a very fair business for 
several weeks ahead. Prices have not 


changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Furnace coke, 
ICL, 20 x 28 tin at $14.25 box, and 


) od 20 x 28, 8-Ib. coating roofing tin 
at $14.60 box, net. 


STOVE BOARDS.—Sales in a retail 
way have begun, and dealers are pre- 
paring for a good business. Stocks are 
heavy, and prices steady. 


We quote from 
f.o.b. Twin Cities: 
boards, 28 x 28 in., 
in., $19.70; 36 x 36 


dozen, net. 
STOVE PIPE AND ELBOWS.—The 
stove season is upon us, and dealers 
are beginning to reap their annual 
harvest of sales of stove pipe and el- 
bows. Stocks are heavy for the sales 
which are anticipated. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Uniform blued 
28-ga., 6-in., stove pipe, knocked 
down, at $14.75 per 100; common iron 


jobbers’ stocks, 
Crystallized stove 
$16.95: 30 x 30 
in., $27.45 per 


corrugated 6-in. elbows, $1.30 and 

adjustable charcoal iron, 6-in., at 

$2.05 per dozen, net. 
WHEELBARROWS.—Sales are good, 
with stocks in good condition. Prices 


have not changed. 


shaving can be heated in five minutes, 
for dishwashing in ten minutes, and 
for a bath in thirty. Models 431 and 
421 are built very much the same with 
thermostatic shut-off, copper coils, and 
giant superfex burner, but the former 
is larger and has a Stay-Hot tank of 
30-gal. capacity. The height is 66% 
in. and the width 30% in. and it is fin- 
ished in gray enamel with black trim- 
mings. No. 421 has a height of 43 in. 
and a width of 27% in. and is finished 
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We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Fully bolted bar- 
rel type tray wheelbarrows at $36.50 


doz.; No. 2 tubular barrows at $7.33 
each, and No. 1 garden barrows at 
$6.25 each, net. 


| WIRE.—Demand is increasing for fence 


} 








wire, and still is good for plain wire 
| for other uses. Stocks are well filled, 
| and prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Painted cattle 
wire, 80-rod spools, $3.01; galvanized 


cattle wire, 80-rod spools, $3.21; gal- 
vanized hog wire, 80-rod spools, $3.22; 
galvanized hog wire, 80-rod_ spools, 
$3.43 per spool. Annealed black wire, 
No. 9, $3.25 cwt., and annealed gal- 
vanized wire, $3. 70 cwt., net. 


SASH CORD AND WEIGHTS. 
are holding up well in this line, due 
to the activity in the building lines. 
Stocks are well assorted, and prices 





unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade sash 
cord, 78%4c. Ilb.; second grade, 45c.; 
cast iron sash weights at $2.10 cwt., 
net. 


SCREWS.—Demand is'7 good, with 
stocks in good condition. Prices show 
no changes. 


We 
f.o.b. 
wood 


jobbers’ stocks, 
Flat head bright 
per cent; fiat 
head japanned, 6-10 per cent; 
round head blued, 77%-10 per cent; 
round head brass, 75-10 per cent; flat 
head brass, 77% » = 10 per cent. 
SIDEWALK SCRAPERS. — Dealers’ 
stocks have been shipped out by the 
jobbers, in anticipation of the early 
demand. Opening prices are fair and 
steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Kohler’s’ side 
walk scrapers at $5.00 per dozen, net. 

SNOW SHOVELS.—Dealers have or- 
dered their initial stocks forward. Job- 


quote from 
Twin Cities: 
screws, 80- 10 


721 


_bers are anticipating a good business 
| in this line. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wood, Bonanza 
snow shovels at $19.00; steel blade 
straight handle, $4.50; galvanized 
steel blade, = undle, 15% x 17, 
an am and 16 x mm <1 '50 per dozen, 


net 


SOLDER.—Sales 
ample stocks on hand. 


an 
- 


are still steady, with 
Prices have not. 


changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Warranted half 
and half solder at 39\%c., and strictly 
half and half solder, 38%4c. Ib. net. 

STEEL SHEETS.—Demand is fair, 


with ample stocks on hand. 
steady as last quoted. 


Prices are 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Black steel sheets 
at $4.25 cwt., base, and galvanized 
steel sheets at $5.35 cwt., base. 


| in black japan and two-tone gray por- 








celain enamel. Model 412 is constructed 
with cast iron heating” unit and two 
double wall “cobalt” blue chimney 
burners and finished in lustrous black 
japan. The a of this is 35% in. 
and the width 23 in. There is no tank 
furnished with this one. No. 411 has 
copper coils and one double wall “co- 
balt” blue chimney burner. The height 
of this model is 38% in. and the width 
18% in. and the finish a black japan. 
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September Sales Very (,ood— 
N. Y. Jobbers Report Activity 
in Spring, Fall and Holiday Lines 


EPTEMBER’S sales volume for the New York whole- 

sale hardware market is reported as being exception- 

ally good. The majority of distributors in this area 
agree to this report. Retailers’ reports are not so encour- 
aging, but dealers questioned at press time state that the 
last ten days has seen a definite but not heavy improvement. 
Spring goods have come in for an unusual amount of 


attention for this early date. 


Good-sized orders have been 


placed for lawn mowers and lawn rollers. These call for 


March and April delivery. 


Fall and holiday merchandise are most active at this 


time. 


The hardware trade is apparently preparing for a 


good fall and Christmas business. 


Staple lines have been consistently active. 


Nails have 


been selling well during the past week. Collections are 


showing some improvement. 


New Prices Are Announced 


on Dry Products 


The Eagle-Picher Lead Co. 


products. 
Sept. 18 and applied to barrel and half- 
barrel lots. New prices are as follows: 
Sublimed white lead, 10c. per lb. ; 
super sublimed white lead, 
lb.; sublimed blue lead, 10c. 
carbonate of lead, 10%c. per . 
litharge, 11%c. per Ib.; red _ lead, 
12%c. per lb.; AAA orange mineral, 
144%4c. per Ib. 
Above list prices subject to regular 
terms and customary advance differ- 
entials. 


Linseed Oil Prices Lower 


On Sept. 25 at New York, linseed oil | 
was quoted 4c. lower than previously | 
anemia prices of Aug. 


quotations follow. 


Linseed oil, in lots of less than 


5 bbl., 91.07 per gal.; in lots of 5 bbl. 
or more, $1.04 per gal.: Calcutta lin- 
seed oil in bbl., $1.20 per gal. 

Boiled oil, 3 cents extra per gallon; 
double boiled oil, 4 cents extra per 
gallon, and oil in half-barrel lots, 5 
cents per gallon additional. 


Metropolitan Jobbers Report 
Good Weatherstrip Business 


Unexpected chilly weather last week 
served to stimulate the consuming de- 
mand on all kinds of weatherstrips. 
Jobbers report that a good business is 
being done in a wholesale way. Re- 
tailers are finding this an active line. 


Prices are very firm and stocks appear | 


to be sufficient for current require- 
ments. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. NEW YORK: 


Wirf’s weatherstrip, packed 500 ft. 
to the reel, maroon, $27.50 per reel; 
white, $35 per reel. 

Nero weatherstrip, in 500 ft. reels: 
Maroon, $21 per reel or $4.20 per 
100 ft. 

Metropolitan weatherstrip, in 1090 
ft. rolls; No. 0 and No. 1, $1.80 per 
roll; No. 1%, $2.55 per roll. and No. 


$2.90 per roll. No. 4. $3.60 per roll, 


* No. 7, $4.35 per roll. 


an-| 
nounces a change in prices on dry 
The change became effective | 


trade has not been unusual 
| line. 
| apparently ample. 


20. Current | | 





_wholesale market. 





1 100 ft. 
$2.15 per roll; No. 39, 
and No. 40, $2.90 per 


in 100 ft. 


Metallic weatherstrip, in 
rolis; No. 38, 
$2.55 per roll, 
roll. 

Felt weatherstrip, 
No. 18, $2.35 per roll; No. 19, 
per roll, and No. 


rolls: 
$2.75 
20, $3. 75 per roll. 
Flexible weatherstrip, in 100 ft. 
rolls: No. 8, $1.90 per roll; No. 9, 
og per roll, and No. 10, $3.05 per 
roll. 


Brush Sales Reported Good 


in Suburban Districts 


In the suburban districts there has 


_been a good brush demand, according 


City 
in this 
Prices are very firm. Stocks are 


to reports from local jobbers. 


JOBBERS’ QUOTATIONS i” RE- 
TAILERS, F.0O.B. NEW YORK: 

A discount of 33% per Saas on the 
following household and personal use 
brushes, which are quoted here at 
list prices: 

Nail brushes, 85c. each; _ split 
duster, $1.25; cloth brush and skirt 
brush, $1.60; dust mop, $1.90; 
brush, medium, $1.95; large, 
refrigerator brush, 0c. : percolator 
brush, 15c.; vegetable brush, 25c.; 
dish mop, 35c.; pan greaser, 30c.; 
dustpan and brush, $1; radiator 
brush, 55c.; bottle brush, 35c. 


Wine Presses Continue Ac- 
tive in N. Y. Hardware 
Market 


Wine presses continue to be a very 
active selling item in the New York 
It is reported that 
this has been an unusually active year 
for wine and fruit presses. Prices 
continue firm and stocks are fair. 

JOBBERS”_ QUOTATIONS TO ‘RE- 

TAILERS, F.O YOR 

Press, No. 1, he “a 2, ae: No. 


2%, $10; No. 3, $12.75, and No. 4, 
$16.25 each. 

Presses, with hinged -_ No. 2, 
$8.60; No. 2%, os 15; No. 3, $14, and 
No. 4, $17.30 each 

Boss crushers, aluminum teeth, $6 
each. 

Double roller, $10. 

Fruit presses, 2-qt., $2.95; 4-qt., 
$4.60; 6-qt., $6.25; 12-qt., $8.75. 
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Early Sled Orders Good, 
Report New York Jobbers 


Jobbers in the New York market re- 
port a good early demand on sleds at 
prices shown. These are net offerings, 
as announced by jobbers in this terri- 
tory. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. NEW YORK: 


Flexible Flyers, No. 1, $2.50; No. 
2, $3.17; No. 3, $4; No. 4, $4.33; No. 5, 
$5.83. Junior Racer, $3.50; Racer, 


$4.33. 
Fire Fly sled, No. 9, $1.14; No. 10, 
$1.37; No. 11, $1.71; No. 12, $1. 94, and 
Racer, 


Roller Skates Selling Well; 
Ice Skates Futures Active 


There has been a fairly good volume 
of business done in roller skates dur- 
ing the past ten days. Prices have 
been firm, stocks are fairly good, and 
factory .shipments are coming in 
promptly. Many dealers are placing 
orders on ice skates, prices for whicn 
are not expected to change. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 

Roller skates, Union No. 5, ball 
bearing, for boys, $1.42 per pair; 
same, No. 6, for girls, $1.52 per pair. 
No. 2 extension roller skates, for 
boys, 72c. per pases same for girls, 
No. 3, 78c. per pa 


Ice skates, No. 1624, 84c, per pair; 


No. 1624%, $1.19 per pair; No. 524%, 
$1.31 per pair; No. 424%, $1.69 per 
pair; No. 6624, $1.12 per pair; No. 
6624%, $1.44 per pair; No. 524%L, 
$1.57 per pair; No, 424%L, $2 per 
pair 

Extension bob ice skates, 45c. per 
pair. 


Furnace Scoops Are Active 
with Prices Very Firm 


There has been a good active demand 
for furnace scoops throughout the New 
York hardware market. Prices are 
very firm and aniform throughout this 
section. The cooler weather has offered 
some stimulation to this line. 


JOBBERS’ ce uaw te ba A RE.- 
TAILERS, F.O 


Furnace Bete a “ sealed back, 
black steel blade, malleable “‘D” han- 
dle, $5.04 per doz.; long handles, $4.80 
per doz.; furnace scoops, No. 2, riv- 
eted back, heavy black steel blade 
and wood “D” handle, 84c. each; 
long handle, 84c. each. 


Snow Goods Demand Con- 
sistent; Deliveries Being 


Made 


New York jobbers are delivering 
snow goods to the retail trade and 
orders are considered consistent. It 
is believed that this will be an active 
winter item, but, of course, the market 
for this class of merchandise is gov- 
erned by the amount of snow in this 
territory. 

5 bbl.. $1.07 ner gal.: in lots of 5 

TAILERS, F.O.B. NEW YORK: 

Long handled snow shovels, $4.50 
per doz.; American steel, $9.35 per 
doz. ; galvanized steel (2% x 16 in.), 

$11. 40 per doz.; Menzie shovels, $10. 80) 

per doz. 

Snow pushers, 12 x 18 in., $12 per 
doz.; 12 x 24, $16.20 per doz. 

Street cleaners, 12 x 31, $33 per doz. 

Sidewalk scrapers, solid shank, 
steel blade, 7 x 4%, black finish, $4.20 

per doz.; sidewalk scrapers, 7 x 5, 

half polished, black finish, $6 per doz. 


> bbl. 
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ELECTROPLATED 








Its Sure Io Pay 
Extra Dividends 


The average Home Owner is dependent to a surprising extent 
on your recommendations. He trusts your judgment. Live 
up to his ideal. When specifying wire screen cloth, you ll 
make no mistake on “Apex Electroplated.” It’s been care- 
fully tested exceeding those of actual service and guaranteed 
by the leading manufacturer of wire screen cloth. 


“‘Apex Galvanized”’ Wire Screen is zinc coated by a special elec- 
troplating process after weaving. Its beautiful dull finish has 
increased its demand. 


We also manufacture Hanover “Golden Rod Bronze,” the 


Lifetime Wire Screen Cloth. 


"4 Ask Your Jobber for Catalog and Prices or Write Us. 


Manager of Sales 


JOHN M. HART COMPANY 


Qld Colony Building, Chicago, Illinois 
HANOVER WIRE CLOTH CO. 


Manufacturers, Hanover, Pa. 
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Business Improving in Pittsburgh Territory—_ 
Prices Firm with Advancing ‘Tendency 


] 


(Pittsburgh office of HARDWARE AGE) 

HE hardware trade here feels a whole lot better than it did 

recently, although as yet there is not much of a tangible char- 

acter to explain the change. Business is a little better both as | 
far as mail orders and those personally solicited by the traveling | 
salesmen, but it would be some exaggeration to say that business 
was really good taking it as a whole, and the improvement in senti- 
ment is due to the fact that after several weeks of extreme quiet 
goods are beginning to move again. The steel industry is operat- 
ing in this district at about 75 per cent capacity and is providing a 
fair measure of employment and buying power, but in the coal in- 
dustry, conditions so far as operations and employment are con- 
cerned still are spotty. They are good in some places and in others 
there has not been any material gain over the production rate of the 
summer period. Where coal mines are coming into operation or en- 
larging production there is a fair demand for mining supplies, but 
the total of such business still is well below the average of other 
years, and unless the suspension of the hard coal mines is of suffi- 
ciently long duration to bring into production a good deal more idle 
capacity, it is improbable that mining supply sales will occasion real 
satisfaction. 

In the past week 1926 prices for bicycles, poultry netting, ice 
cream freezers and scythes and snaths have been issued by leading 
manufacturers in these lines. With the exception of bicycles, which 
have been advanced 50c. each to cover the higher cost of tires due to 
the high cost of rubber, 1925 prices have been continued. Leading 
makers of ovens are out with new prices showing a substantial ad- 
vance over those recently ruling. Some of the makers of wire rope, 
but not the predominating factors, have substantially advanced 
prices. The market continues very strong in turpentine, which now 
is up to $1.29 per gallon in barrel lots. Sheet zinc has advanced, but 
there has been no change in sheet copper or in sheet steel. Collec- 
tions still are rather slow in this district. 


AXES.—There is a steady demand for 
axes, but it is no strain on the ability 
of jobbers to supply. Prices are steady. 


We quote from Pittsburgh jobbers’ 
stocks: First quality unhandled axes, 
base group (3 to 3% Ib. 


for 1925, except that in covering the 
higher prices for tires due to the high 
cost of rubber, 50c. has been added to 


'the price of each make. | 
or lighter) 
| 





single bit, $14 per doz.; double bit, raw ‘ay ‘I'Dp — —_— 
ioc, ber Gea, auasee ever tana, 929. COAL MINE St PI LIES. Sales of 
No. 2 group (3% to 4% Ib.); No. 3 articles under this heading, such as 


group (4% to 4% Ib.) $1.20 over base; 
No, 4 group (4% to 5% lb.) $1.80 over 
base, handled axes, base group, single 
bit, $18.25 per doz.; double bit, $23.25 


shovels, picks, scoops, ete., bulk some- | 
what heavier than they did recently, | 





per doz. 
BATTERIES.—Demand for batteries 
for radio sets is not only brisk, but is 
expanding as the radio sets come into 


but the business is not coming out from 
all sections, but is rather from a few 
places which have benefited by the de- 
mand for coal and coke as a substitute 
for anthracite coal; in other words, in 


Ss ? S 
greater use with the longer nights. the local non-inion felis, rather than | 
iia! emo tt ¢ebaliate. from those sections where the mines | 
f.o.b. Pittsburgh: _ are operated under an agreement with 
Penman Settee . | the United Mine Workers of America. | 
| . Each Each Operation of union mines in this and | 
he in. saneess +s soe Te yg il nearby districts still is down around | 
eS eer 1.22 1.14 10 per cent of capacity because prices 
— ae oxsereseness ye a. have not advanced a great deal and | 
i SE tccanesdnses 2.62 2.44 only mines working on the non-union | 
No of sin od Rea ot: 39 scale of wages can break even or make | 
No. 6 ary cells, ignition type, 2%c a slight profit at today’s selling prices. | 


each in full packages; 30c, each fo 


broken packages. BOLTS, NUTS AND RIVETS.—Prices 
BICYCLES.—Prices for 1926 have been are steady and unchanged. The gen- 


announced and are the same as those 


eral demand is no strain upon capacity, 


Reading matter continued on page 70 


i 


but makers are pretty well lined up to 
the idea that they are entitled to a 
profit and are not disposed to sell at a 
loss merely for the purpose of getting 
full plant operations. 


We quote out of jobbers’ stock as 
follows: 
Machine bolts, small rolled threads, 
50 and 10 per cent off list; all sizes 
cut threads, 50 per cent off list; car- 
riage bolts, small rolled threads, 50 
per cent off list; all sizes cut threads. 
45 per cent off list; stove bolts, 75 
per cent off list; tire bolts, 40 and 
10 per cent off list; nuts, hot pressed 
blank or tapped, 3.25c. off list; c.p.c. 
and t. blank or tapped, 3.35c. off list: 
rivets, small wagon and tinner’s, 60 
per cent off list. 
FENCE POSTS (STEEL).—An _ ad- 
vance of about 10 per cent that was 
announced by one central Western 
manufacturer a few weeks ago appears 


to have found general adoption. 


FLASHLIGHTS AND BATTERIES.— 
Very brisk demand lately has _ been 
noted for flashlights and for flashlight 
batteries. With the days shortening 
the use of flashlights is expanding. 


ICE CREAM FREEZERS.—Prices for 
1926 have been announced and are the 
same as those for this year. 

OVENS. Substantial advances are 
noted in new prices just issued by lead- 
ing makers of ovens, the increases 
ranging from 10c. to 50c. each. The 
Sheet Metal Specialty Co., Pittsburgh, 
maker of the Security line, now quotes 
net prices to retailers as follows: 





Security line. Net prices to re- 
tailers: 
No. 25 Glass Door .....ccccces $2.55 
MO. Be Bee BOGOF wcecccvisces 2.35 
2: 2p a PE See cease oat 3.40 
No. 120 Glass Door .....ccccocs 4.00 
No Fe fC eee 3.15 
a See en 2 cit cneee ents 3.75 
oe, GO Glee TOG cicccccccces 3.40 
Pee, BGS GENO EPOGP ciccsccvcces 4.00 
ae oe See is eees 4.00 
NO, 143 GIBBS DOOF .ccccccccces 4.60 
No a a Pee 2. i cceeeeese 4.50 
ao on Sr oe oe we 5.10 
oe, we Geen BOOP .cckvasececs 4.50 
Pee. Ee Glee EPOOE oo v'ecdevccs 5.10 
No ae Gee SOOO cccikbebscese 4.25 
No. 65 Glass Door .......c..e.- 1.90 
No. GO Bold BOOP .cccccvecese 1.75 
NO. 66 GIRSB DOOT .ccccccccves 1.45 
No. 86 Bet BOGl ..cccceccccs 1.35 


PAINTING MATERIALS. — Further 
sharp advance is noted in turpentine, 
but linseed oil has come down slightly 
since last report. Other items under 
this heading are holding at recent 
prices. Business is rather slow. 
Prices to retailers: 
Ready mixed paints, 
$3.10 per gal. lower grades, $2.50; 
white lead, 15%4c. per Ib. in 100-Ib. 
lots, 10 per cent less in lots of 500 
lb, or more and an extra 5 per cent 
less in lots of a ton or more; tur- 
pentine, $1.29 per gal. in barrel lots; 
linseed oil, $1.13 per gal. in barrel 
lots. 


POULTRY NETTING.—Present prices 
for poultry netting are continued for 
1926 in the new lists just issued by lead- 
ing makers. It is assumed that wire 
cloth prices for 1926 also will be the 
same as those for this year, although 


best grades, 
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Slidetite Garage 
oor Hardware 

» assures freedom 
from slamming, 
banging doors. 
The doors slide 
inside, away 
from wind, ice 
and snow. 
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A BarnIs No Better 
than Its Doors 


The frequent use and general abuse accorded 
the doors of any barn make it vitally necessary 
to give careful consideration to their con- 
struction and equipment. 


R-W Barn Door Hangers have proved their 
worth for quality, service and satisfaction to 
such an extent that the R-W trade mark is now 
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‘| | } Above: R-W 
Vanishing Door 
| Hardware for the 


accepted as the symbol of the universal standard. | _— ssl 
° + Ele: atos Som 
The R-W line of barn door hangers is unusually Hardware jor 


lence and safety. 






complete, including a style and price to suit 
every demand. These hangers are extremely —— nh. 
durable and are specially designed to assure —_—_— 
smooth, free operation at all times. BH 


Write to Department O for catalog describing 
R-W Barn Door Hangers. We also manufac- 
ture hangers for use on garages, on elevators, on 
factories and in the home, complete descriptions 








trial Dees 
Hardware for 
the largest ver- 
tical and hor- 
izontal doors. 


























of which will be gladly sent on request. a 
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no formal announcement yet has been 
made. 
SCYTHES AND SNATHS.— This 
year’s prices have been reaffirmed for 
1926 in price lists just issued by the 
manufacturers. 
SHEET METAL.—tThere has been an 
advance of Yc. per lb. in sheet zinc, 
but recent prices on sheet copper still 
hold. Jobbers report a good business in 
these lines. 
We quote copper at 
per lb. from jobbers’ stocks in lots 
300 lb. or more and 26%c. per Ib. 
in single sheets; sheet zinc, 12%4c. per 
lb. in loose sheets; 11%4c. in 100 Ib. 
casks; 114%c. in 300 lb. casks and Ile. 
in 600 lb. casks. 
SHEET STEEL.—tThere is a_ good | 
movement of sheet steel out of local 
jobbers’ stocks in connection with the | 
weatherproofing of buildings against | 
the winter weather. Prices show no | 
change. The mills are trying pretty | 
hard to get prices back to a profitable 
level, but there are so many individual | 
manufacturers and the desire for a full 
and economical operation of capacity is | 
so strong that the effort has not yet | 
found much success. 


of Pittsburgh jobbers’ 
flat, No. 28 gage, $5.30 | 


sheet 22% ¢. 


Prices out 
stocks: Galv. 
base per 100 Ilb.; corrugated No. 28 


gage, 2%-in., $4.49 per square; one 


ee 


Food Chopper Has Unique 
Features 


The New Standard Corp., Mount Joy, | 
Pa., is marketing the Dandy Food. 
Chopper. Its construction designed to | 


; 


permits cuts coarse, n.edium, fine or | 
regulated 


pulverized, by the simple — 





shifting of a small lever to the num- 
ber controlling the size of the cut. 

The knives are so constructed that 
they are self sharpening. Shear cut- 
ting is obtained by the peculiar shaped 
openings in the rotary knife. The ease 
in operation is due to this self-sharp- 
ening, shear cutting combination knife 
head. There are no knives to change. 

It is said just the right amount of 
food is carried to the knife head by the 
conveyor which prevents crushing and 
jamming. 

The body is solid, one piece, has an 
extra large bowl and a long barrel. 


| tities at 





It is easy to operate because it has | 


a long crank with a large, comfortable 
steel ferruled wood handle. 


All knives are made of polished, tem- | 


pered cold rolled steel, 


| 
i 





while other | 


HARDWARE AGE 


pass cold rolled black, No. 28 gage, 
$4.15 base per 100 Ib., all for lots of 
one to nine bundles. 


STOVE 
movement against spring contracts now 
is on in full blast and the report from 
retailers is that business is well up 
to the average of other years at this 
season. Prices for 1926 are still some 
distance off, but the indications are 
that they will be about the same as the 
present ones. 


We quote polished blue nested 
stove pipe from Pittsburgh ware- 
houses, No. 28 gage, 6 in., $15 per 
100 joints; elbows, $1.48 per dozen. 
Nickeled stove pipe, 4-in., 85c. per 
joint; elbows, 75c.; collars, 40c. 


WINDOW GLASS.—A good business is 


reported in this line. The demand is 
unusually active at this season of the 
year and current sales are said to be 
well up to the average of other years. 
There is no change in prices. 

Jobbers quote: Single strength A 
and B, 84 and 5 per cent off list; 
double strength A, 86 per cent off 
list: B, 87 per cent off list. 

WIRE PRODUCTS.—A demand for 
nails, wire and fence is remarkable 


more for its persistence than size. The 


_jobbers are moving stocks steadily in 
small lots, rather than in large quan- 


intervals. Prices are quite 


steady. 


PIPE AND ELBOWS.—The | 





ee 
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We quote from Vittsburgh jobbers’ 
stocks: 
Fence 

(per 100 Ib.) 


Wire: 
Annealed Galvanized 


No. 6 to 9 page........ $3.00 $3.15 
Oe iéé deteekeseanuees Se 3.50 
No. 11 POT ee >.55 
th 2 cin cededencewneeet 3.15 3.65 
SS aaa 3.80 
Serer err es 3.35 4.00 
Sr 3.55 4.30 
SS eae rare 3.75 4.50 
Barbed Wire (per 80-rod spool): 
a ee ae $3.01 
RS re ere ee 3.22 
i CE: <<. ctee ket eee eben 3.22 
ES 
2-point cattle (special).......... 2.28 
Woven wire fence (per 100 rods): 
EE nena atin cdestwase sad eel $39.36 
0 rr ea ere 
EEE Se ee 
ie at a ee ae ie ee 2 ee dole 48.85 


Bright nails base per keg, $3 to $3.05 
WIRE ROPE.—The Wickwire Spencer 
Steel Co., the American Cable Co. and 
the MacWhyte Rope Co. have an- 
nounced higher prices through a reduc- 
tion in the discounts. These companies 
now are quoting on large lots at 15, 10 
and 5 per cent off list on improved plow 
steel grade, 27%, 10 and 5 per cent off 
list on ordinary plow steel grade and 
10, 10 and 5 per cent off list on crucible 
steel grade. Other producers still are 
at the old discounts of 20, 10 and 5 per 
cent, 35, 10 and 5, and 20, 10 and 5 per 
cent respectively. 








parts are hot tin coated, machined to 


able. Production is on a volume basis. 
The No. 1 size has a chopping ¢a- 
pacity of 1% lb. per minute, weighs 3 


standard gauges and are interchange- | 


that its appeal is usefulness, strength 
and fine finish. It is of drop-forged 


_construction with polished head, hard- 
ened collet and has a general appear- 


lb. and packed in a cardboard box—one | 
springs or other ratchet locking de- 


dozen choppers to a standard case. 





Duplex Turn Toaster 
The Security Electric Mfg. Co., 2635 


Canton Street, Chicago, has recently 


developed a new toaster, known as the 


vices. 


ance of ruggedness. 
It is said to contain no pawls, cogs, 


It is claimed that it is operated 


| by an easy natural movement of the 
hand, and to be reversible without an 


No. 220 Security Duplex Turn Toaster. | 





The new toaster combines the features 
of both the ordinary straight toaster 
and the automatic reversible toaster. 
It is designed to permit the user to in- 
spect the bread while toasting by sim- 


ply pulling the gate back and when | 


ready it may be reversed without touch- 
ing the bread. It has a heavy nickel 
plated finish, ebonized wood handles 
and table switch. 


New Automatic Reversible 
Socket Wrench 


A new Lenox Automatically Rever- 
sible Socket Wrench has just been an- 
nounced by the American Saw & Manu- 
facturing Co., Springfield, Mass. 

It is said to be an entirely new: and 
simple design with few parts and noth- 
ing to get out of order. It is claimed 





adjusting device. A simple, yet posi- 
tive cam action on a hardened collet is 
said to give a troubleproof feature. 
The handle functions on a 20 deg. angle 
leverage and permits the ratchet grip 
at any point, as much or as little swing 
as desired. 

It is furnished to fit all sizes of 
sockets of leading makes. Each wrench 
is packed in an individual box with the 
familiar plaid design and the com- 
pany’s guarantee. 


G. W. C. Oscillator Washing 
Machine 


| A washing machine with a nine sheet 


capacity to be known as the G. W. C. 
Oscillator is being manufactured by the 
| A. B. C. Co. for the George Worthing- 
ton Co., Cleveland, Ohio. 

It is said to be built with the idea 
cf quality throughout, the construction 
having been protected by rigid and nu- 
merous inspections of raw material and 
finished product. 

It is claimed that the heavy angle 
steel frame is riveted and bolted for 
strength and rigidity, and that the 
standard washing machine type electric 
motor is 50 per cent over size. The 
12 in. extra cushioned wringer rolls are 
said to lock automatically in sixteen 
different positions. 
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not. one of those counter- 


CEL-O-GLASS is 
clinging, home-loving materials that gets into your 
stock and settles back for a long stay. No, Sir! It 


is easy to sell-because there are so many uses for it. 


Farmers and city folks, poultry raisers and 
flower growers, contractors and manufacturers all 
use CEL-O-GLASS. The fast growing demand for 
this material of many uses is making it as staple 
as nails, paint brushes or screw-drivers. Comes 


in rolls. Easy to store—and no breakage. 


CEL-O-GLASS is neither glass nor wire cloth, 
yet it combines the best qualities of each into a 
material that is unbreakable, flexible, light in 
weight, weather-proof and durable. 


It lets in plenty of light, yet is not transparent. 
Keeps out the cold, yet lets through the valuable, 


CELLO PRODUCTS INCORPORATED - 


Pacific Coast Representative: 











Casy to Sell—Siard to Bea: 


health-building Ultra-Violet rays of the sun, which 
are so beneficial to plants, animals and people. 
(Glass keeps these rays out.) 

Never before have so many desirable features 
been combined in one material that can be used 
CEL-O-GLASS is ideal for 


garage, barn and cellar doors and windows, storm 


almost everywhere. 


doors, sun and sleeping porches, children’s play- 
houses, poultry houses, hotbed sash and cold- 
frames, factory and office partitions, windows and 


doors and a hundred and one other uses. 


National advertising in farm, home and indus- 
trial magazines, attractive counter displays, and 
folders are helping to build CEL-O-GLASS sales. 


Liberal trade discounts. If your jobber cannot 


supply you yet, write us direct. Descriptive 


literature sent on request. 


CEL-0-GLASS 


PATENTS PENDING 





21 Spruce St., New York City 


Allan Fraser, Shawmut Building, San Francisco, Cal. 
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Satisfactory Business in Cleveland Territory— 


Prices Are Holding—Collections (,ood 


ALL business is coming to the jobbers in very satisfactory 
Retailers report some increase in sales. 

are confined largely to staple lines, although seasonal mer- 
chandise for fall shows more life. 
buying fall goods earlier in the year are now placing orders and 
others are sorting up their stocks. 
houses report conditions satisfactory in the rural districts while 
retailers are benefiting by good crops and good prices of farm 
Lines that show an improvement include all lines of 


volume. 


products. 


wheel goods and pocket cutlery. 
moving but sleds and skates are quiet. 
fixtures report that a very good demand has sprung up for store 
equipment for refitting old hardware stores. 

The market generally is firm but with few changes in price. 
Light bulbs for automobiles have declined and boilers and radiation 
and steel fence posts have advanced. Prices for next year have 
been announced on ice cream freezers and poultry supplies. 
are the same as prevailed this year. 


AUTOMOBILE ‘TIRES AND -ACCES- 
SORIES.—The demand for tires 
rather moderate, as retailers are buy- | 
ing only as needed to fill in their stocks. 
Leading rubber manufacturers at a/| 
meeting in Akron last week decided to 
eliminate all spring dating on auto- 
mobile tires for the remainder of 1925. 
It has been customery in the past for 
tire manufacturers to take orders dur- 
ing the fall for spring requirements 
and make shipments during the win- 
ter. Under the new plan adopted ship- 
ments, except for current requirements, 
will not be made to dealers until after 
March 1. Were the old plan continued 
it seems improbable that dealers gen- 
erally would place orders this fall at 
the prevailing prices for tires for spring 
delivery. 


We quote from jobbers’ stocks, 
f.o.b. Cleveland: Millers Falls, No. 
145 jacks, $4.75; Reliable jacks, No. 
1, $2.33; No. 2, $3.33 in lots of 12; 
Derf spark plugs, 96c. each for all 
sizes in lots of less than 50; Cham- 
pion X spark plugs, 45c. each for 
less than 100 and 4l1c. each for over 





100; Champion regular, 53c. each for 
less than 100, all sizes; 50c. each for 
over 100; Reliable jacks, No. 60, $1; 


No. 1, $1.25; Nos. 2 and 3, $1.75. 
AXES.—Late buying has started and 
jobbers are getting a good volume of 
business for early shipment. 


Jobbers quote f.o.b. Cleveland: 

First grade, single bitted rustless 
black finished, handled axes, $19.50 
base per doz.; unhandled, $15.50 per 
doz.; double bitted, handled, $24.50 
per doz.; double bitted, unhandled, 
$20 per doz.; 60c. increase for dozen 
lots weighing 42 to 48. lb. and similar 


advance for each 6 Ib. additional 
weight increase. 
BATTERIES. — Radio batteries are 


moving in very good volume. Prices 


are unchanged. 
Jobbers quote f.o.b. Cleveland: 
No. 766 B batteries, $1.30 each for 


unit packages and $1.40 for small 
lots. 


| 


is | 


(Cleveland office of HARDWARE AGE) 
Activities 
Some retailers who held off 


Salesmen from wholesale 


Some winter merchandise is 
Jobbers who handle store 


These 


Eveready B batteries, No. 486, $3.58 
each for unit packages and $3.85 each 
for smaller lots. 

No. 
teries, 

BOILERS AND — RADIATION. — A 
price advance of 5 per cent has been 
made on boilers and radiation. 
BOLTS AND NUTS.—While retailers 
are not buying in large lots, the demand 
is very satisfactory. Regular discounts 
have been firmly maintained. 


6 
2490, 


ignition cell bat- 


each. 


type dry 


Jobbers quote f.o.b. Cleveland: 

Large machine bolts, cut threads. 
50 and 10 per cent off list; small 
rolled threads, 60 and 5 per cent off 
list; carriage bolts, large and small 





cut threads, 45 and 5 per cent off 
list; stove bolts, 75 and 10 per cent 
off list;’ hot pressed nuts, $3.90 off 
list; small rivets, 65 and 5 per cent 
off list. 

BRUSHES.—Some business is’ being 


taken for spring shipment at present 
prices, which are guaranteed. 

COOK ERS.—Some orders are still com- 
ing in, although the seasonal buying is 
pretty much over. 





Cleveland jobbers quote cookers as 
follows: Conservo, standard size, $8 
net. National preserving cooker, 12- 
qt., $18; 17-qt., $20.50. 


ELECTRIC HEATERS.—Jobbers are 
now taking orders for electric heaters 
for early shipment, and sales are quite 
satisfactory. 


Cleveland jobbers quote Universal 
and Hotpoint heaters at 30 per cent 
off list and Polar Cub heaters at 
$2.95 each. 


FENCE POSTS.—A price advance of 
approximately 7% per cent has been 
made on steel fence posts. 


Jobbers quote f.o.b. 
6-ft. posts, 29.41 per hundred; 
—. posts, $31.69 per hundred; 

a posts, $33.93 per hundred. 
FURNACE PIPE AND ELBOWS.— 
These items have become somewhat 
more active with the approach of the 
winter season. 


Cleveland: 
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Cleveland jobbers quote furnace 
pipe and elbows at 40 per cent off 
list. 

GALVANIZED WARE.—The market is 
firm at recent prices and the demand is 
fair. 


Jobbers quote f.o.b. Cleveland: 


l-bu. galvanized baskets, corru- 
gated, $6.50 per doz.; better grade 
with rope handles, $20 per doz.; pails, 
10-qt., $2.40 per doz.; 12-qt., $2.65 
per doz. ; 14-qt., $2.90 per doz.; 16- 
qt., $3.55 per doz. 


GARDEN HOSE.—Orders for spring 
shipments are being booked in about 
the usual volume for this season of the 
year, 


Cleveland jobbers quote 
double braided garde n hose, 


in. 
per 


5% 
10c. 


ft. for bale lots; % in., 9140. per ft., 
and % in., lle. per ft. 
GLASS BAKING WARE.—Sales are 


fairly heavy and the amount of busi- 

ness already booked shows considerable 

gain over a year ago at this time. 
Jobbers quote f.o.b. Cleveland: 


Casseroles, round or oval, 1-qt., 
$1.17; 2-qt., $1.33; 2%-qt., $1.66; 
square, $1.50; casserole with fancy 
covers, 35c. higher. 

Pie Plates, 8-in., 50c.; 9-in., 60c.; 
10-in., 67c. 

Bread Pans, No. 212, 60c; No. 214, 
91e. 

. > sit, Dishes, No. 231, 67c.; No. 
2 1.17 

Tea Pots, 2 cups, $1.67; 4 cups, $2; 
6 cups, $2.33. 

GUNS AND AMMUNITION.—Retail 


sales have started and both jobbers and 
retailers report the demand somewhat 
better than a year ago. 

HAN DLES.—The market shows a lit- 
tle more life than for some time. Job- 
bers are booking some orders for agri- 
cultural tool handles for spring ship- 
ment and are getting a moderate vol- 
ume of current orders for mechanics’ 
tool handles. 


Jobbers quote f.o.b. Cleveland: 


Axe Handles.—No. 1 hickory, $4.25 
per doz.; No. 2, $2.90 per doz.; finest 
selected whife hickory, $6 per doz.; 


special white second growth hickory. 
$5 per doz. 

Hatchet and Hammer 
No. 7, 90c. per doz.; 
hickory, $1.50. 

Hay Fork Handles. 
chucked and bored, XX, 41% ft., $3.75 
per doz.; 5 ft., $4.50 per doz.; bent, 
4% ft., $4.15 per doz.; 5 ft., $5.10 per 
doz.; X bent, 4% ft., $2.90 per doz.; 
5 ft., $3.20 per doz. 

Manure Fork Handles.—Bent XX, 
& an a per doz.; 4% ft., $4.25 per 
doz.; , bent, 4 ft., $2.80 per doz.; 
4% ft., $2.90 per doz. 

Garden Hoe Handles. —XX, 4% ft., 
$3.30 per doz.; No. 1, 4% ft., $1. 50 
per doz. 

Garden Rake Handles.—xXX, 6 ft., 
$6.25 doz.; No. 1, $2.65 per doz. 

Shovel Handles. —Regular pattern 
XX, 41% ft., $5.90 per doz.; X, 4% ft., 
$3.75 per doz. ; D handle, $5.60 per 
doz. 

P Spade Handiles.—X grade, $5.40 per 

OZ. 


Handies.— 
finest growth 


Straight, 
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ICE CREAM FREEZERS.—Prices have 
been announced, the same as prevailed 
last year, on Lightning, White Moun- 
tain, Blizzard and Auto-Vacuum ice 
cream freezers. 
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a Yale Door Closer 
Holder Card 


Yale Helps the dealer sell 


more Yale Door Closers 





Large Center-piece lithographed 


in colors 






4 
% 





Door Closer J 
Never Forgets: 


€ 
" 
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oh 
ox 
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Here are the elements in a new campaign to help Yale dealers 
sell more Yale Door Closers—more profitably. 

First, the product—a Yale Door Closer—the perfect, well lubri- 
cated door closing power plant that never forgets. 


To help sell this product—a striking new Yale Door Closer 
Window Display—consisting of a large cut-out center-piece, litho- 
graphed in ten colors, and five smaller cards also lithographed in 
several colors, enabling the dealer to arrange an attractive and 
attention-compelling Yale Door Closer Window. Also two counter 
or window holder cards for showing the actual Yale Door Closers. 


And new printed matter for distribution over the counter and 
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YALE MADE 1S YALE MARKED 





















Sar. Eve. Post Oct 3, 1925 


Yale National Advertising by mail. 
Y National magazine advertising reaching over 10,600,000 people. 
Yale Door Closers offer the dealer a quality product, and the 
new selling helps serve well to bring prospective buyers into the 
Y store for another Yale Door Closer. 
Write for details, or ask your jobber. 
The Yale & Towne Manufacturing Co. 
«VA —_ Stamford, Conn., U.S. A. Canadian Branch at St. Catharines, Ont. 


YALE MADE IS YALE MARKED 





Padiocks, Night Latches, Dead Locks, Builders’ Locks and Trim, 
Cabinet Locks, Trunk Locks, Door Closers, Bank Locks, Prison Locks 
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INCUBATORS. —— Early orders are 
mostly in and sales have quieted down. 


Cleveland jobbers quote standard 
line incubators at 35 per cent off list. 


LEAD PIPE.—A 10 per cent price ad- 
vance has been made on lead pipe. 


Cleveland jobbers quote lead pipe 
at 13%c. per lIb., base. 


| some time ago. 


LIGHT BULBS.—A 10 per cent reduc- | 


tion has been made on the list prices 


of light bulbs for automobiles, effective | 


Oct. 1, and an increase in the quantity 
discount makes a total reduction of ap- 
proximately 15 per cent. 


Cleveland jobbers quote 
lamp bulbs at 30 per cent off list 
for less than fifty lamps and 40 per 
cent off list for 50 or more lamps. 


NAILS AND WIRE.—The demand is 
only moderate and orders as a rule are 
for rather small lots. The market is 
firm at regular quotations. 


automobile 


Jobbers quote nails at $2.75 per 
keg for car lots and mill shipment 
and $2.90 per keg for less than car 
lots. 

Jobbers quote as follows from 
stocks: 

Nails.—Less than car lots, $3 per 
keg; No. 9 galvanized wire, $3.45 per 
100 Ib.; No. 9 annealed wire, $3 per 
100 Ib.; cement coated nails, $2.40 per 
190 lb.; polished fence staples, $3.70 
per 100 lb.; galvanized fence staples, 
$3.95 per 100 Ilb., miscellaneous nails 


and wire brads, 70 and 10 per cent off 
list. 

Barbed Wire.—80-rod spools, Ty- 
man, 4 point cattle wire, $3.25: same, 
hog wire, $3.50; American special hog 
wire, $2.50. 

PAINTS AND OILS.—The demand for 
paints has become somewhat more ac- 


tive as the fall painting season is start- 





_ price. 
named for some time. 


ing. Inside finishes are also moving 
better than for some time. 

Jobbers quote f.o.b. Cleveland: 

Mixed paints, regular shades, best 
grade, $3.10 per gal. for 1 gal. cans. 
Outside white, $3.30 per gal., in 1 
gal. cans. 

Turpentine in bblis., $1.26: less than 
bbl., $1.41 per gal. 

Linseed oil in bbls., $1.16: less than 
bbl., $1.31. Boiled, 3c. extra per gal. 
White lead, in 100-lb. kegs, 15\4c. 
per lb.; in 50 and 25-lb. ke “ES. 15lee. 
per Ib.; in 12%-lb. kegs, 15%c. per 
Ib.: im 500-Ib. lots, 10 per cent dis- 
count; other prices are net 

POULTRY SUPPLIES. — Prices on 
poultry supplies, inciuding feeders, 
fountains and coops, have been an- 
nounced for next spring delivery, these | 


Clothes-Line Tightner 


A new device just introduced to the 
trade is a Clothes-Line Tightener, 
which is said to eliminate the need for 
clothes-poles or other intermediate sup- 
ports for preventing the line from 
sagging. It is manufactured by Wil- 


driver has 


placed at equal distances over its sur- 


liam Knitter, 108 Keil Street, North | 


Tonawanda, N. Y., and is said to be 
easily manipulated and to be readily 
changed from one place of support to 
another. 


It consists of a small, upright brack- | 


et support from which project two 
horizontal and parallel arms. Pivoted 
and held between these two arms is a 
small, upright, revolving barrel or 
drum, 1 9-16 in. x 1% in., around 
which the clothes-line is wound in tight- 
ening. The end of the line is fastened 
to the drum by means of the two small 
projecting posts incorporated at its 
upper end. The drum or barrel is ro- 


drum with an internal ratchet mechan- 
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being the same as prevailed for this 
year. 

PRESERVING EQUIPMENT.—Bottle 
caps and cappers are still in very good 
demand, but other lines of preserving 
equipment are not quite as active as 


Jobbers’ prices f.o.b. Cleveland are 
as follows: 

Bottle cappers, Everedy, steel base, 
padded, 80c. each. 

Strainer sets, Everedy, in dozen 
lots: Strainer stands, $4 per doz.; 
strainer bag, $2 per doz.; filter bag, 


$4 per doz. 
sottle caps, 

gross in bulk; 

per carton. 


RADIO EQUIPMENT.—Retailers state 
that some interest has started to de- 
velop in radio equipment and they are 
looking for a good fall business. Sales 
of radio sets by jobbers have picked up 
somewhat, but the fall business has not 
yet gotten will under way. 
ROPE.—The demand is light, as is 
usual at this time of the year. Prices 
are unchanged, 


Cleveland jobbers quote first grade 
manila rope, 25%c. per Ib. at milland 


50 gross lots, 18c. per 
10 gross cartons, 2lc. 


26c. per Ib. out of stock; second 
grade, 2c. less. Sisal rope, 18c. at 
mill and 18%c. out of stoc 


RUBBER ROOFING.—tThe demand for 
rubber roofing is fairly heavy and some 
of the jobbers report that they have 
taken more business in this line so far 
this year than during the entire year 


of 1924. Prices are firm. 

Cleveland jobbers quote rubber 
roofing as follows: 

Cornell, medium weight, $2.19 per 
roll; heavy, $2.49 per roll. 

Adelbert, light weight, $1.52 per 
roll; medium, $1.93 per roll; heavy, 
$2.24 per roll. 

Columbia, light weight, $1.07 per 
roll; medium, $1.35 per roll; heavy, 
$1.56 per roll. 

Vassar, slate surface roofing, $2.15 
per roll. 


SHOVELS.—Jobbers are booking some 
orders for spring shipment without 
Prices are not expected to be 


jobbers quote: 


(Cleveland : 
full bundles, 


Fourth grade shovels, 





$10.75 ner doz.: less than full bun- 
dies, Sil per doz. 
STOVES.—-About the normal demand | 


for heating stoves for fall delivery has 


tated, when engaged, by means of a 
driver located beneath the lower of the 
two supporting horrizontal arms. This 
incorporated a_ series of 
radially arranged openings or holes 
face and in which a small rod can be 
inserted for obtaining leverage in 
tightening the drum. Below this driver 
is an adjustable wing-nut, which 
serves to engage and disengage the 


ism. . 

When the _ clothes-line is wished 
tightened, the ratchet mechanism is 
engaged; and to loosen it is disen- 


gaged. By unscrewing the wing-nut, 
a spring forees an internal upright pin 
into a series of ratchet grooves. When 
thus engaged, the drum is prevented 
from slipping back as it is tightened. 
To loosen the line, the action is re- | 
versed, and the pin released from the | 
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developed, but more activity is ex- 


pected in October. 
STOVE PIPE AND ELBOWS.—Fu- 


ture orders have been shipped and 
quite a little new demand is coming 
out for early shipment. Prices are un- 
changed. 


Jobbers quote f.o.b. factory: 

Stove pipe in crates of 25 joints. 
Security blued, 28 gage, 3 in., $3; 
4 in., $3.16; 5 in., $3.37; 6 in., $3.60; 
7 in., $4.20. 

Elbows Security blued, corrugated, 
28 gage, 3 in., $1.02; 4 in., $1.14; 
5 in., $1.26; 6 in., $1.38; 7 in., $1.88; 
all per doz, 

Coal hods, galvanized, 17 in., $5.25 
per doz. for open models. Same size 
close with funnels, $6.50 per doz. 

Stove boards in full box lots, paper 


lined, square, 26 in., $7.35 per doz.; 
28 in., $8.30; 30 in., $9.70; 32 in., 
$11.45; same, wood lined, 24 in., 
$11.20 per doz.; 26 in., $13.25 28 in., 
$15.50; 30 in., $18 and 33 in., $21.30; 
oblong, wood lined, 18 x 24 in., 9.95 
_ doz.; 18 x 30 in., $12.50; 20 x 30 


, $15.10; 24 x 26 in., $16. 65; ee 
caper lined, 18 x 24 ‘in., $6.45; 
30 in., A 20 x 30 in., $9.45; 24 x 36 
in., $10.1 

WINDOW VENTILATORS. — These 
are still rather quiet. 
Cleveland jobbers quote as follows: 
All metal frame, cloth ventilators, 
Diamond type, No. 1, 11 x 36 
$5.20 per doz.; No. 2, 11 x 39 in., 
per doz.; No. 3, 11 x 47 in., $6.40 per 
doz. Wooden ventilators, Continental 
_9 x 37 in., $4.25 per doz. ; 9 x 49 
- 15 x 37 in., $5.65; 
15 x 45 in., 


WOOD SCREWS.—The demand 
about normal and prices are firm. 
wood screws f.o.b. 


—e 


SS) 


Jobbers quote 
Cleveland: 

Flat head, bright, 80, 20 and 5 to 
80, 20 and 10 per cent off list; flat 
head, brass, 774%, 20 and 5 per cent 
off list. Round head, blued, 77, 30 
and 5 per cent off list; round head, 
brass, 75, 20 and 5 per cent off list. 


WRENCHES. — Jobbers are _ booking 
about the usual volume of wrench busi- 
ness for this season of the year. 


Cleveland jobbers quote genuine 
Walworth Stillson wrenches at 70 per 
cent off list for full packages and 65 
and 5 per cent for less than full 
packages: 

Crescent wrenches, single and 4 to 
6 in., $6.08 per doz.; 8-in., $7.49 per 
doz.: 10-in., $9.36 per doz. : 12-in., 
$14.04 per doz.; 15-in., $21.06 per doz.; 
18-in., $30.42 per doz. 


ae 


ratchet and the drum allowed to rotate 
“free,” 

It is claimed that the drum is made 
sufficiently large and with enough 
clearance between the bracket supports 
to take up a considerable amount of 
“slack” in the line, and that it is de- 
signed and built for the most rigid 
use, 


Catalogs, Price Lists Wanted 
ing New Detroit Store 


M. Reizen, who has conducted a re- 
tail hardware business at 1314 Neck 
Road, Brooklyn, N. Y., has disposed of 
that ‘business and will return to De- 
troit, Mich., his former home. In that 
city he will again enter the retail hard- 
ware business, and it is Mr. Reizen’s 
request that ‘manufacturers and dis- 


_tributors send him catalogs, price lists 


and other data addressed to 18: 33 Davi- 
son Avenue, East, Detroit, Mich. 
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‘ : —) Tragedy 
= (a, in 
B.C C One Act 


Rainy 
i ay” 














{ 
Scene— Everywhere. Time—Any rainy, snowy or slippery day. 
Cast— Anyone and a traffic cop. 
Cop— Where in X X are your tire chains? Your head ought to be 
examined. 


Anyone— Under the seat—that’s where. Takes so long and gets me so dirty 
to put them on that I take a chance without them. 


Cop— Where have you been? Why don’t you buy Hodell Tire Chains? 
They put themselves on and don’t even get your hands dirty. 


Nodlt.Jire Chains 
« = =e 

Ca 

Solve The Problem of Putting oe 
Chains On. Millions have 
been spent to get people to do 
this—so they will wear them 
out and come back for more. 
This “First Aid” device actu- 
ally induces people to use 


chains because it practically 
puts the chains on for them. 


Note the illustration, it shows 
how chains are put on from 
the seat with “First Aid.” You 
can double your chain busi- 
ness this year if you handle 
these chains. You will have a 
chain that every driver wants 
and one he cannot buy at 
every store. 


Send Post Card for cir- 
culars and information on 
these chains. You should know 
about them. 








Made in all sizes and types for fabric, cord and baliooz. 


TZ SHANI PRODVETS £9 
































HARDWARE AGE October 1, 1925 


















In Canada and West of Denver, slightly higher 








In the June issue of Good Housekeeping, a prize 
contest was conducted for a name for the baby de- 
vice which was then called Not-A-Toy. 

Over 60,000 names and suggestions were submitted 
and from this avalanche of suggestions, the name 
that was selected is the 





Formerly Not-A-Toy 


The enormous interest that was manifested in this 
contest has continued with each succeeding month. 
National advertising is stimulating this interest—and 
it is sending women into your store. 

Over 3,500,000 women are being told about the Cor- 
coran Health Bowl every month. 


What it is—What it does 


The Corcoran Health Bowl is a safe, restful place to put the 
baby during the day. Children placed therein cannot fall out 
—cannot upset—cannot get into danger. The Health Bowl 
moves back and forth, to and fro—the chair revolves—so that 
baby has all the elements of motion, but the bowl stays in the 
Same spot. 


The Corcoran Health Bowl consists of a large bowl, a swivel 
chair adjustable as to height, with safety belt and an attach- 
able feeding tray—just three pieces. The parasol for out- 
doors is extra. 


The Corcoran Health Bowl takes the place of high chair, 
rocking horse, swing and coop. 





Read This 


Illinois State Medical Society 
Certificate of Merit 


Issued to The Corcoran Manufacturing Company, 
Cincinnati, Ohio 


“In the judgment of our committee on examinations of 
the exhibits, the Corcoran Health Bowl is entitled to this 
Certificate of Merit, as being an exercising and health 
promoting device for babies. It furnishes amusement 
and exercise for the baby and relief from care for the 
mother.”’ 











The CORCORAN Mfg Co. 


Cndor, 5. Pol by fospita / 'G_,. 4900 Section Ave. — 


Cincinnati, O. 
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Bavarian china, lustre “‘bridge set’. Can be had with either 4 or 8 cups and trays 


The lines displayed on this 
page are in the forefront of 
the year’s best sellers. We 
have also a number of new 
and distinctive patterns in 
American and English Porce- 


lain, Japanese, Bavarian and. 


French china that are receiv- 
ing the approval of discrim- 
inating buyers. Our own 
direct importations assure at 
all times a full line of the most 
popular designs and patterns. 


English salad sets with solid color rims—in four colors 


OTHING makes a more insistent appeal to the Christmas 
shopper than fine china — the sensible gift for both 


family and friends. 


Each season finds more and more good hardware merchants 
featuring FisHER-Bruce china— and making it pay big divi- 
dends the year’round. Properly displayed,FisHEr-Bruce dinner- 
ware and exclusive china specialties will sell themselves — while 
attracting to your store a new class of buyers whose wants 
cover the entire range of your stock. 





_ 


Let us tell you more about FisHer-Bruce service! How we do 
all the warehousing for you! Make it easy for you to conduct 
a highly profitable china department without tying up a lot of 
space — or a lot of money! 


Write us today for details. Exclusive selling rights on some 
very fine new patterns in domestic and imported china dinner- 
ware are available for a few more progressive dealers. 


FISHER, BRUCE & CO. 


Importers and Wholesalers 


Sales Offices: 219-221 Market Street, Philadelphia 
Warehouses: 225 Church Street; 210-212 Filbert Street 


China—for cheer in Christmas sales! 
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Odd pieces of art pottery from Czecho-Slovakia 











to Pair Up Your Sales | 


THE CARBORUNDUM COMPANY, Niacara Fatts, N.Y. 


CANADIAN CARBORUNDUM COMPANY, Lrp., Niacara Fatis, ONT 
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Another Chance 


Suprosincyou havejustsold Mrs. Johnson 
a carving knife—a new paring knife ora 
set of those handy little kitchen knives so 


necessary 1n every home. 


Here is a chance for you to pair up asale. 
Sell her a Carborundum Knife Sharp- 
ener—that fast cutting, handy household 
tool that makes every knife a sharp knife. 














livery home in your town 1S a market tor 
this popular Carborundum product. 


Putupinattractivedisplay boxes forshow- 
Ing in your window or on your counters. 


Pairthem up with your sales of all kitchen 
cutlery. 


FKOM YOUR JOBBER 
OR DIRECT A DOZEN 
IN DISPLAY BOX 









New York, Chicago, Boston, Philadelphia, Cleveland, Detroit, 
Cincinnati, Pittsburgh, Milwaukee, Grand Rapids 
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ABrervaiione of a Culley. Ailetmim 


Merchandising Cutlery 
By JOHN CASSIN—A Man Who Knows 


HE owner of one of the best hardware 

stores in the United States located in a 
city of 70,000 people asked me what kind of 
an assortment of pocket knives would I recom- 
mend for this store and how would I arrange, 
display and handle cutlery? After knowing 
the amount of his pocket knife business and 
taking account of his stock on hand which in- 
cluded nearly 300 numbers and patterns, many 
of them unnecessary near duplicates, I made 
the following suggestion: First, as he was 
in a prosperous, thickly populated center, have 
a pocket knife sale, put in that sale every knife 


he was not going to retain as a regular pattern. 
If any knives were left after the sale period. 
put them in sale groups, separate from the 
adopted line, until every one was sold. Then 
raise the right hand and make a vow to never 
again increase the adopted line except with 
new patterns offered for specific purposes, such 
as a new pattern of pruner or an improved 
electrician’s knife and similar items. 

Of the present stock, I have selected 90 
patterns, too many for the average store and 
yet all right for a store doing the big knife 
business you are enjoying. The dealer should 








Cutlery Sales Are What You Make 
Them, Says Cassin 


ECENTLY we have had many striking in- 
stances to prove that: when working brains 
are applied to the subject—cutlery can be 

made a business of fair size as well as being one 
of the great trade magnets belonging to the 
hardware trade. During the past few years cigar 
and drug chain stores have sold millions of dol- 
lars’ worth of safety razors and blades. Dry 
goods stores have sold hundreds of thousands of 
dollars’ worth of kitchen and household cutlery, 
shears and scissors—drug stores have sold great 
quantities of manicure scissors, nail files, etc. 
As a whole the hardware trade has not made any 
effort to retain this business. In most instances 
these stores have sought cutlery. 

If a hardware retailer deliberately set out to 
divert trade from the hardware store by displaying 
sign reading— 

Ladies—don’t come in—the dry goods store is 
the place to buy scissors, shears, household and 
kitchen cutlery. 

Men—Boys—Go to the cigar and drug stores 
for razors, blades, strops, shaving brushes and 
soaps ; you may also see there a pocket knife you'll 
like, so we won’t have to sell you one. 

Ladies—Girls—Go to the drug store for mani- 
cure scissors, nail files, ete. What would you 
think about him? 

If he creates the impression and accomplishes 
the fact without signs, isn’t he entitled to the 
same opinion you were just about to express? 
Just so—but he’s not—he has neglected cutlery 
only because he has thought about it (if at all) 
as a small business. 

The hardware trade as a whole or even a very 





small part of it has not realized or known that 
cutlery properly handled can be sold in large 
quantities—that a good cutlery display will attract 
as much attention any one of the 52 weeks of 
the year as any other line of merchandise the 
hardware store can show. That a cutlery display 
that is not confusing will create sales—and draw 
people to the store. That cutlery and tools, the 
first cousins in the hardware store, do as much if 
not more to create and establish the retailer’s 
reputation as a dealer in quality goods—than 
other lines of merchandise—because these goods 
are public appeal items—the public is always at- 
tracted by cutlery displays—and when these dis- 
plays include neat cards, plainly stating the pur- 
pose of the merchandise displayed—sales are 
better than when the public is left to guess the 
purpose the merchandise is intended for. 

From the observer’s point of view the interest- 
ing part of this unconscious diversion of part of 
the cutlery business from the hardware to the dry 
goods, cigar and drug stores is accomplished by 
these stores with great difficulty—yet could be 
retained by the hardware store with little effort. 
Even the hardware dealer who has not thought 
much about it has absorbed a basic knowledge of 
cutlery that permits him to distinguish between 
poor, ordinary and good cutlery as well as to 
know the purpose for which the numerous patterns 
are created, so that when he once realizes the 
extent of the potential market for cutlery he can, 
if he will, apply intelligent thought to the subject 
and create a good profitable cutlery business as 
well as making cutlery serve to assist his entire 
business. 
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have some sale for all of these patterns but if 
my suggestion I believe the great 
majority of his sales will be of 18 patterns. 
When we come to these 18 patterns I will rec- 
ommend that he feature them prominently. In- 
stead of showing two of each knife on a display 
box as he will of the other 72 patterns, I suggest 
he always show or display from one to three 
dozen of each of these 18 patterns. That means 
buying them in fair enough quantities to per- 
The other 72 patterns buy 
in the minimum quantities, '2 doz. of each pat- 


he adopts 


mit of good sales. 
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each. 
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10 Patterns of Sportsmen’s Knives—price 
range, $1.25 to $4.00 each. 

17 Patterns of Mechanics’, Farmers, Miners’ 
Knives, price range, 85c to $3.00 each. 

5 Patterns of Shackle Knives (other than 
Pearls)—price range, $1.00 to $2.50 


6 Patterns cf Punch Blade Knives—price 
range, $1.00 to $2.50 each. 
When arranging case leave room and make 
provision for the display of from one to three 
dozen each of the following: 


tern. When down to 1-6 doz. reorder another 2 Miners’, Farmers, Mechanics’ Patterns, 
4 dozen. The 18 dominant patterns should be selling for $1.50 each. 
good enough sellers in the community in ques- 1 Miners’, Farmers’, Mechanics’ Patterns, 
tion, if pushed, to warrant buying them in selling for $1.75 each. 
quantities of from three to six dozen of each 1 Miners’. Farmers’, Mechanics’ Patterns, 
knife. When the stock is down to one dozen, selling for $2.00 each. 
reorder. A clerk is in charge of the cutlery Punch Blade Pattern selling for $1.00 each 


department, so it is just as easy to keep the 
cutlery stock regulated as the tool stock. 


I suggest the ninety patterns include the 


following: 


12 Patterns of Pearls—price range, $2.00 to 


$5.00 each. 
4 Patterns 


$1.25 to $2.25 each. 


of Four Blade 
range, $2.50 to $4.50 each. 

10 Patterns of Three Blade Stags—price 
range, $1.75 to $3.50 each. 

17 Patterns of Vest Pocket Knives—price 
range, 75c to $3.50 each. 

3 Patterns of Scout Knives—price range, 


TE ee 


Punch Blade Pattern selling for $1.50 each. 
Punch Blade Pattern selling for $2.00 each. 
Sportsmen’s Pattern selling for $1.75 each. 
Sportsmen’s Pattern selling for $2.50 each. 
Three Blade Stag Patterns selling for 


$1.75 each. 


Stags—price 1 


jek jem jh ph 


Three Blade Stag Pattern 
$2.25 each. 

Vest Pocket Pattern selling for $1.00 each. 

Vest Pocket Pattern selling for $1.50 each. 

Vest Pocket Pattern selling for $2.00 each. 

Boys’ Pattern selling for 50c each. 

Boys’ Pattern selling for $1.00 each. 


selling for 


Taking an original stock of seventy-two pat- 








Coming Hardware Conventions 


AMERICAN HARDWARE MANUFACTURERS’ 
ASSOCIATION CONVENTION, Marlborough- 
Blenheim Hotel, Atlantic City, N. J., Oct. 
20-21-22-23, 1925; F. D. Mitchell, secretary, 
1819 Broadway, New York City. 

AUTO ACCESSORIES BRANCH, NATIONAL 
HARDWARB ASSOCIATION CONVENTION, At- 
lantic City, Oct. 19-20; headquarters, Hotel 
Ambassador; T. James Fernley, secretary- 
peat 505 Arch Street, Philadelphia, 

a. 


ARKANSAS RETAIL HARDWARD AS6OCIA- 
TION CONVENTION, Little Rock, Ark., May, 
1926; L. P. Biggs, secretary, 815 Southern 
Trust Building, Little Rock. 

CONNECTICUT RETAIL HARDWARE ASSOCIA- 
TION CONVENTION: place not determined ; 
third week of February; Henry S. Hitch- 
cock, secretary, Woodbury. 


ILLINOIS RETAIL HARDWARB ASSOCIATION 
(“ONVENTION AND EXHIBITION, Hotel Sher- 
man, Chicago, Feb. 16-17-18, 1926. Leon 
I). Nish, secretary, Elgin. 


INDIANA RETAIL HARDWARE ASSOCIATION 
(CONVENTION AND EXHIBITION, Indianapolis, 
Ind., Jan. 25-26-27-28-29, 1926. SS. = 


Sheely, secretary, 911 Meyer-Kiser Build- 
ing, Indianapolis. 

IowA RETAIL HARDWARE ASSOCIATION 
CONVENTION: place not determined; Feb. 
9-10-11-12, 1926; A. Seale, secretary, 
Mason City. 

KENTUCKY HARDWARE AND IMPLEMENT 


ASSOCIATION CONVENTION AND EXHIBITION, 
Jefferson County Armory, Jan. 12-13-14-15, 
1926: J. M. Stone, secretary, 200 Republic 
Building, Louisville. 

MICHIGAN RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, Grand Rapids, Mich., 
Feb. 9-10-11-12, 1926: Karl S. Judson, 248 
Morris Avenue, Grand Rapids, Mich., man- 
ager of exhibits; A. J. Scott, secretary, 
Marine City. 

MINNESOTA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, Feb. 16-17-18-19, 1926; 
(|. H. Casey, secretary, Nicollet Avenue 


and Twenty-fourth Street, Minneapolis. 


MISSISSIPPI RETAIL HARDWARE & IMPLBE- 
MENT ASSOCIATION CONVENTION, Biloxi, 
Miss., June 21-22-23, 1926; Guy Nason, 
secretary, Starkville. 

MISSOURI RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Hote] Statler, 
St. Louis, Jan. 18-19-20, 1926., F.. X. 
Becherer, secretary, 5106 North Broadway, 
St. Louis. 

MONTANA IMPLEMENT & HARDWARE As- 
SOCIATION CONVENTION, Great Falls. Feb. 
18, 19, 20, 1926. <A. C. Talmage, secretary- 
treasurer, Bozeman, 

MOUNTAIN STATES HARDWARE AND IM- 
PLEMENT ASSOCIATION CONVENTION, Jan. 19- 


20-21, 1926. Place of meeting to be an- 
nounced later. W. McAllister, secre- 
cca P. O. Box 513, Boulder, 
solo. 


NATIONAL HARDWARE ASSOCIATION CON- 
VENTION, Ambassador Hotel, Atlantic City, 
Oct. 19-20-21-22-23, 1925; T. James Fern- 
ley, secretary, 505 Arch Street, Philadel- 
phia, Pa. 

NEBRASKA RETAIL HARDWARB ASSOCIA- 
TION CONVENTION AND EXHIBITION, Omaha, 


Neb., Feb. 2-3-4-5, 1926; convention head- 
quarters, Rome Hotel; exhibition, City 
Auditorium; George H. Dietz, secretary, 


414 Little Building, Lincoln. 
NEw ENGLAND HARDWARE DEALERS’ A8s6s0- 


CIATION CONVENTION AND EXHIBITION, Me- 
chanics Building, Boston, Mass. Feb. 22- 
23-24, 1926. George A. Fiel, secretary, 10 
High Street, Boston, Mass. 


NEW YORK STATE RETAIL HARDWARE AS- 
SOCIATION CONVENTION AND EXPOSITION, 
Rochester, Feb. 9-10-11-12, 1926. Head- 
quarters and session will be held at the 
Hotel Seneca; exposition will be conducted 
at the State Armory on Main Street East. 
John B. Foley, secretary, City Bank Build- 
ing, Syracuse. 

NORTH DAKOTA RETAIL HARDWARE ASSO- 
CIATION CONVENTION AND EXHIBITION, 
Fargo, Feb. 10, 11, 12, 1926. C. N. Barnes, 
secretary, Grand Forks, 


OHIO HARDWARE ASSOCIATION CONVEN- 
TION, Cleveland, Feb. 16-17-18-19, 1926; 
James B. Carson, secretary, 1001 Schwind 
Building, Dayton. 


OKLAHOMA HARDWARE AND IMPLEMENT 


ASSOCIATION AND EXHIBITION, Masonic 
Temple, Oklahoma City, Jan. 26-27-28, 
1926. Chas. lL. Unger, secretary-treasurer, 


Oklahoma City. 


PENNSYLVANIA AND ATLANTIC SEABOARD 
HARDWARE ASSOCIATION, INC., CONVENTION 
AND EXHIBITION, Commercial Museum, Phil- 
adelphia, Pa., Feb. 15-16-17-18-19, 1926; 
Sharon E. Jones, secretary, 604 Wesley 
Building, Philadelphia. 

SouTH DakKOTA RETAIL HARDWARB ASSO- 
CIATION CONVENTION ; place not determined , 
Feb. 23-24-25, 1926; Charles H. Casey, sec- 
retary, Nicollet Avenue at Twenty-fourth 
Street, Minneapolis, Minn. 


TEXAS HARDWARE AND IMPLEMENT ASSO- 
CTATION CONVENTION, Dallas, Jan. 19-20- 
21, 1926. Dan Scoates, secretary, College 
Station. 

VIRGINIA RETAIL 
CONVENTION AND 


HARDWARE ASSOCIATION 
EXHIBITION, Jefferson 
Richmond, Feb. 23, 24, 25, 1926. 
s. B. Howell, secretary, 301 E. Grace, 
Room 906, Richmond. 

WEST VIRGINIA HARDWARE 
CONVENTION AND EXHIBITION. 
Hotel, Charleston, Jan. 19-20-21-22, 1926. 
Exhibit at New Armory Building. James 
B. Carson, secretary, 1001 Schwind Build- 
ing, Dayton, Ohio. 

WESTERN RETAIL IMPLEMENT AND HARD- 
WARE ASSOCIATION CONVENTION, Kansas 
City, Mo., Jan. 12-13-14, 1926; headquar- 
ters, Coates House; convention sessions, 
Missouri Theater; H. J. Hodge. secretary, 
Abilene, Kan. 


WISCONSIN RETAD HARDWAKE ASSOCIA- 
TION CONVENTION AND EXHiB!TION, Audi- 
torium, Milwaukee, Wis.. Feb. 3-4-5, 1926; 
G. W. Kornely, 1476 ‘treen Bay Avenue, 
Milwaukee, Wis, rnanager of exhibits; 
P. J. Jacobs, secretary. Stevens Point, Wis. 


ASSOCIATION 
Kanawha 
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Tell Your Customers 
Why it pays— 


to get WISS shears and scissors, 
instead of the ordinary kind 





=> _° 


Information of real value to all who use 
shears and scissors and those who sell them. 


LATTER 
——— 


1 ‘The blades of ‘Wiss Shears are 
double-forged, from two different kinds 
of steel. High-carbon crucible steel is 
used for extra-hard cutting edges—and 
tough, medium-carbon steel is used for 
the handles and backs of the blades. 

2 Wiss Scissors are forged from one 
piece, of the finest cutlery steel—since 
lightness and daintiness are essential. 

3 Both blades are perfectly tempered 
to exactly the same degree of hardness. 
4 Screws are accurate to ; of an inch. 
5 The blades are perfectly ground, 

6 They are perfectly polished. 

7 ‘Trained specialists adjust every pair 
so they cut easily all the way to the 


points. 
8 Before leaving the factory every 
\Viss shear or scissor is_ thoroughly 
tested. 
9 Every pair is guaranteed absolutely 
pertect. 


10 It pays to buy Wiss scissors and 
shears because they give the longest pos- 
sible service. 


J. WISS & Sons Co. 


Established 1848 Newark, N. J. 
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OVER TWENTY MILLION CONSUMERS ARE 
READING ABOUT LA CROSS 








A quick turnover means more 
business and more profits 
for you 


You know that yvou’re going to sell La Cross Mani- 
cure Sets. You just can’t help it, for they almost 
sell themselves. They’re the _ neatest, niftiest, 
quickest-selling line in the whole field today. 


No wonder! Each set is a little masterpiece in 
itself. The designs are handsome and distinctive. 
Each set comes in a beautifully lined leather case. 
The workmanship and materials are of the highest. 
There is a set to meet the desires of every cus- 
tomer and a price to meet every purse. 


We have grouped these sets in two assortments. 
One costs $42.45 for 14 sets. The other costs $15.85 
for 8 sets. Either makes the handsomest, most 
profitable manicure set assortment you ever had in 
your store. Be sure to order one of them today. 
Fill out the coupon below and join the ranks of 
money-making dealers who handle the La Cross line. 


SCHNEFEL BROTHERS NEWARK, N. J. 


New York Showrooms 
1270 Broadway at 33rd Street 


La Cross 


NAIL FILES 


TWEEZERS SCISSORS NIPPERS 
MANICURE SETS 
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s Please send me Aszortment No. 14 of 14 sets, $42.45. , 
: Please send me Assortment No. 8 of 8 sets, $15.85. : 
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terns, one-half dozen of each and three dozen 
each of the eighteen quick selling patterns 
makes a total of ninety dozen in place of the 
264 dozen I have just counted in the present 
stock, and you'll have an assortment that means 
something to the dealer, the salespeople and cus- 
tomers. Show the seventy-two patterns, two 
each on tilted pocket knife display boxes. Mark 
the knife number and price on the end of the 
box, mark it with ink so numbers and prices 
do not get blurred—so the people can see the 
price from the rear of the case. This facili- 
tates sales. 

The pocket knife business is interesting 
and profitable, all that is required is the same 
amount of thought given to other parts of the 
hardware business. It is strange but most re- 
tailers have too many knives—yet not enough 
of the right kind—it seems there has not been 
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enough information about the kinds of knives 
saleable to the many kinds of people. 

The eighteen best sellers suggested include 
for miners, mechanics and farmers’ knives the 
following patterns: “Babcock Swell Center,” 
“Equal End Octagon,” “Balloon Jack’ and 
“Large Serpentine Jack Capped.” 

Sportsmen’s patterns include “Lock Dag- 
ger,” “New Haven Serpentine” and “Everett 
Serpentine” patterns. 

Punch Blade knives include two patterns 
with one blade and punch, one pattern with 
two blades and punch. 

Boys’ knives are an “Easy Opener” and a 
small straight “Jack.” 

The three-blade and vest pocket patterns are 
“Senator” and ‘“Sleeveboard” patterns, each 
having a good nail-cleaning blade. 


Building a Good Cutlery Business 


The foundation formula for a profitable cutlery 
business is like most good things, simple and easy 
to understand. Because of simplicity, which per- 
mits of understanding by many people things be- 
come big and great. The American cutlery busi- 
ness is destined to become a great business—com- 
paratively. 

The first rule is to have enough—the second is, 
don’t have too much— it’s easy to have enough— 
but to much because of confusion and lack of 
purpose will retard instead of increasing sales. 
The best way to avoid having too much is to know 
exactly why and for what purpose you buy every 
pattern of knife and piece of cutlery. Your rea- 
son for buying, if you are correct will make it 
easy for your customers to purchase from you— 
if you will let them know why you bought by 
—_—s your showcases as well as your windows 
talk. 

After you have purchased your new line or 
weeded out and rearranged your old line so you 
know why you have your present assortment— 
make the jobber’s salesman partly responsible for 
your net results. He covers his territory at fre- 
quent, regular intervals. He knows or ought to 
know the goods that sell well. Make him re- 
sponsible for keeping your stock in good condi- 
tion, keeping yourself and help posted on ways 
and means to make the most sales. Frankly, put 
it up to him that you expect your cutlery sales to 
compare favorably or be better than those of 
merchants similarly situated. 

Of the line of pocket knives you adopt, if fifty 


or sixty patterns, you will find most of your sales 
will be of twenty patterns—your cutlery sales- 
man is around every few weeks, he will keep your 
stock up without loading you. Responsibility 
will make him agitate featuring the right goods 
at the right time. In the not far distant past 
many people thought of cutlery as holiday goods, 
while we admit they are great holiday goods, 
there are also many seasons and periods during 
the year other than Christmas time that are good 
times for selling seasonable cutlery. There may 
still be a few merchants who do not realize that 
the great growth of “Out of Door” devotees has 
offered the opportunity to sell many cutlery items 
to campers, motorists, tourists, sportsmen and 
others, none of whose outfits are complete with- 
out good serviceable pocket knives. Many of 
these people desire and require other cutlery 
items such as common table knives and forks 
kitchen knives, can openers, cork screws, bottle 
openers, etc., and etc. 

Display these gods from May until October. 
During October and November feature sports- 
men patterns of pocket knives, knives that can 
be easily carried in the pocket as well as the 
larger patterns and sheath knives usually called 
“hunting knives.” Many a man who never goes 
a-hunting will want a stout, serviceable sportsman 
pattern. I have yet to meet the business man 
who ordinarily carries a vest pocket pattern, who 
didn’t want a good heavy pattern to keep around 
the house and be his companion during vacation. 
—John Cassin. 








Says the Jinx: 


“People call me Bad Luck and think I am a sort of malevolent Santa Claus with 
an all year job, but I’m not—lI am the best little friend the human duffer ever had. 
I am the mainspring of optimism and the last alibi of pessimism. I am the soft, downy 
cradle of truth and the paregoric. I am the poppy that grows in the rough and the 
smoked glasses for weak eyes. My job is to take the blame for people’s mistakes, but 
I never get any credit for what I am doing.”—American Golfer. 
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“ NEVER-STAIN” 


(Made under license of American Stainless Steel Co.) 


GRAPE-FRUIT KNIFE 
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Carving Sets 


The merchant who confines his 
carver sales to newly-weds and 
first buyers is overlooking a big 
opportunity to sell to the far larger 
number of families which already 
own and use carving sets. As 
families grow, not only in size but 
in wealth, they outgrow the cut- 
lery and furnishings with which 
they began house-keeping and 
sooner or later are in. the market 
for better and more expensive carv- 
ing sets, relegating the old set to 
the kitchen. This is especially true 
now that Stainproof blades are so 





N 
“~ Corrode 
E, corvate 


Stain 


R Rust 

















KEEN EDGE 


popular. Nearly every woman 


who sees one, wants one. 


LAMSON & 
GOODNOW MFG. CO. 


Shelburne Falls, Mass., U. S. A. 
New York Office—36 Warren St. 





No. W8067—Milled, Double Edge Grape Fruit Knife. 
34,” Stainless Steel Blades, sharp milled edges. One- 
piece, shaped Cocobolo Handles. Brass Rivets and 
Burrs. Packed 14 doz. in attractive, easel-back display 
box. 


THE ONTARIO KNIFE CO. 


FRANKLINVILLE, N. Y. 














We tell them why 


Our national advertising is telling your cus- 
tomers why they should use the Gillette 
Safety Razor and Gillette Blades. 


You tell them where 


The hardware dealer who wants to sell 
Gillette Razors needs only tell his customers 
where they may buy them. | This is easily 
done with Gillette Window Displays. 


Take your choice of these displays. Clip this coupon. 














No. 1T Display | No. 2T Display|No. 3T Display | No. 4T Display |No. 5T Display | No. 20T Display | No. 25T Display 
Featuring the Featuring the Featuring the Featuring the Featuring the Featuring the Featuring the 
. 1.00 $1.00 | $1.00 $1.00 Gillette Cigarette 
New Improved Shawmut Gillette | Gillette | Copley Beacon Safety Razor Gillette Set 
Gillette Safety Razor | College Set | Gillette Set Gillette Set | for Women 7 
—— } f “] | 
& |_| | = * 
Check here | Check here | Check here | Check here Check here | Check here Check here 
EE > a a hie oar bh PD OE ee bes Oe lg 
EE er nk ee |e ace alan a ees aa afta neg. SO ee a be 


GILLETTE SAFETY RAZOR CO., Advertising Dept. BOSTON, U. S. A. 
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Known as Reliable for 
over Fifty Years 





The bobbed hair fad is at its peak 
—take advantage of it. 


Priest’s Tiger and Shaver are 
ideal for keeping the cropped hair 
short. The daintiness and light 
weight of these clippers always at- 
tract women customers. 

Remember Priest quality and 


service are back of every clipper 


AMERICAN SHEARER MFG. CO. 


NASHUA, N. H. 
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Made for the 
HARDWARE MAN 





ASSM’T 4100 
Price $3.95 


Handsome Display Container and one dozen shears, 6 
pairs each—7 and 8 inch. Strong, heavy pattern, 
bright nickel finish. INTRODUCTORY OFFER: Try 


One Box. 
Eversharp Shear Company 


2000 Knowlton Street Bridgeport, Conn. 











CHRADE )AFETY 
Push Button knife 


“@, No Breakinggy 
yy Sager nails 


at 


© ad Ftd 
Lock 


Sure to sell on sight. 
Absolutely safe in pocket and in use. 
or convenience you can’t beat it 
Easily operated with one hand. 
The safety slide locks the button. 
ou can’t afford .o be without it. 


TRADE EVERLASTINGLY SHARP MARK 
Schrade Cutlery Co. 


Manufacturers of Superior Pocket Knives 
Factories: Walden, N. Y.. Middletown, N. Y. 
Main Office: Walden, N. Y. 

ORDER THROUGH YOUR JOBBER OR DIRECT 
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SHUMATE 








More Than 50,000 Dealers Sell 
Shumate Straight Razors 


Do you? If not send for Catalog E. 


Shumate Cutlery Corp., St. Louis, Mo. 


Establ‘'shed 1884 





























ROLLEMOUT 
ROTATING COOKIE CUTTER 


Is meeting the warm approval of every housewife 


Detachable blades, of tem- 
pered aluminum, with flanged 
edges, make this DURABLE, 
ACCURATE, SANITARY AND 
VERY FAST ACTING. 


A baker has cut over a half 
million cookies with a 


ROLLEMOUT Cutter. 


Users are finding this an ap- 
preciated gift. 





Frequent re-orders by all leading retail stores 


AMERICAN CUTTER CO. 
49 Oneida St. Milwaukee, Wis. 
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Cutlery Exports from the United States 


lines, we believe that figures on the domestic 

exports of cutlery from the United States to 
foreign countries will be of interest to retail hard- 
ware merchants throughout the country. It is 
likely that a few consumers realize the amount 
of American cutlery which is used abroad. These 
figures will be handy in boosting American made 
cutlery and to help offset any mistaken idea that 
our domestic cutlery products are not recognized 
as being superior. With this thought in mind 
we offer you these figures obtained from the 
Department of Commerce. They are based on 
figures for the month of July, 1925, and give you 
an index on the subject. The report follows: 


(ines, w of all kinds being basic hardware 
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Trinidad and To- 
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Practical Selling Suggestions 


An expert in house-to-house salesmanship ad- 
vises glorified peddlers as to means of getting into 
the house without using the old, crude method of 
inserting a toe in the doorway when the door is 
opened, so it cannot be shut again. He suggests 
that the peddler go through the motions of wiping 
his feet on the mat, just as if expecting to be 
asked in. He also suggests that if there is a screen 
door in place, the peddler wait for the housewife 
to open the screen door instead of trying to talk 
through it. The success of such methods is based 
on the fact that people will be inclined to do the 
thing you show you are expecting them to do. 

There is something in that idea for the hard- 
ware salesman who may show that he expects 
the customer to take hold of the article and exam- 
ine it, or that he counts on the customer following 
the action in a demonstration, or even that he 
counts on the customer being interested in buying. 

* *K * 


“Tt’s a dandy store,” I heard a woman say of a 
certain store. I wondered why she thought that 
way about the store. I asked a lot of questions 
and uncovered a good many advantages possessed 


by the store, but the big item in the list seemed to 
be the polite and very accommodating manners of 
the salespeople. And the great thing about that 
is that it does not add anything to the cost of 
operating the store to be just as polite and accom- 
modating as possible. 








the all ’round Sharpener! 


Knife, scissors, sickle, anything, “Shar- 
pit” will keen-edge double-quick. It’s a 
wizard seller—low priced and good profit 
maker. Send for our special offer! 


DAZEY CHURN & 
MFG. CO. 





4301 Warne Ave. 
St. Louis, Mo. 














SHOE SLOYD 
KITCHEN OYSTER 
PRUNING RUBBER 
PAPER PATTERN 
HANGERS’ MAKERS’ 
Send 
for 
Catalogue 





ROBERT MURPHY’S SONS CO., Ayer, Mass. 
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Waiting? What for? 


I-ntirely too many dealers seem, like Micawber, to 
be waiting for something to turn up—something in 
the way of a prosperity boom that will rush them 
off their feet and rush the merchandise right oft of 
their shelves. With the seller’s market of war times 
fresh in memory perhaps you, too, have been expect- 
ing something spectacular in the way of a business 
revival. 


The revival is already here but the spectacular part 
will only come through high grade selling on the 
part of the dealer and his clerks to realize upon it. 


The customers trem whom must wrest your 
prosperity are walking past your store every day. 
They have the money to buy your merchandise. 
They have everything but the desire to buy or 1 
they fee! the desire it may be that during the late 
“slump” they acquired the habit of repressing their 
buying impulses. 


you 


Are you waiting for “something” to stimulate these 
impulses or are you yourself energetically tackling 
the job of awakening the desire to buy in your buy- 
Ing publics 


A normal prosperity is here. There is nothing fur- 
ther to wait for. You now have your Opportunity to 
win your own prosperity in the normal way—by per- 
sistent, intelligent selling. 


Swing into action right now, using to the tull the 
selling ability and resourcefulness which your ex- 
perience has developed in you. Look about for new 
ideas or adaptations of old ideas for reaching out and 
interesting your prospective customers in the mer- 
chandise vou have for sale. 


HARDWARE AGE, in every issue, is trying to help 
vou with successful sales methods and inspiration. 
The advertisers in HARDWARE AGE are trying to 
help you with suggestions of merchandise and with 
concrete selling ideas. 


The gateway to your prosperity has been reached. 
Will you enter? To the dealer who realizes the 
present opportunity for real selling activity every 
page of HTARDWARE AGE has its profit-producing 
suggestion. Read the editorials, the stories of dealer 
successes and note the following ideas among the 


advertisements— 


A New Profit Producer... ............ Page 71 
Sales Helps for Builders’ Hardware....Page 73 
Get Started with Tire Chains.......... Page 75 
Profits in Chinaware................ Page 7 
co eee ree Page 78 
Something New in Food Choppers... . . Page 87 
Look to Your Store Fixtures......... Page 89 
Cashing In on Bad Weather.......... Page 92 
A Winter Poultry Item............... Page 97 
How About Windshield Cleaners?..... . Page 107 
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Another General Letter 


(Continued from page 52) 


Therefore, what I am trying to impress upon 
you is that our success has been, in a large meas- 
ure, the result of our plan of distribution and the 
fact that both the wholesale dealer and the re- 
tailer make a profit when they sell our line. 

I am sure the facts that I outline in this letter 
will be interesting, especially to our factory em- 
ployees because naturally our salesmen know all 
about our method of distribution. Some of our 
salesmen, though, I am quite sure do not fully 
realize the great risk we took in standing back 
of the jobber in our plan of distribution. This 
idea probably never occurred to our salesmen. 
Probably some of our Distributors and their sales- 
men do not realize that we risked the success of 
our entire business because of our faith in them. 
Yet, this is a fact and now we can tell the story 
because we feel we have crossed over the River 
of Doubt and are safe on the other side. 


Our Feeling of Gratitude 


We feel very grateful for the cooperation and 
support we have received from the jobbing drug 
trade of this country. We have had five years’ 
experience with our Distributor plan and we have 
no complaints to make. It is of course only nat- 
ural and to be expected that some jobbers would 
be more active in their support than others. The 
good Lord has not made everybody with the same 
measuring stick. People and concerns are dif- 
ferent and different results must be expected. We 
feel very grateful to the majority of the salesmen 
of these jobbers for the support they have given 
our line. 

Let us repeat that while we feel entirely satis- 
fied with the progress we have made; while we 
have actually done better than we expected, still, 
we are not contented. There is a difference be- 
tween being satisfied and being contented. A 
person can be entirely satisfied with the progress 
he has made but, at the same time, discontented 
with himself. We feel that our Distributor busi- 
ness is Only in its infancy. We have just built up 
the nucleus of a great business. Now that we 
have made a good start, we look forward to un- 
usual progress in the future. We expect more 
from ourselves and we will also expect more co- 
operation from our Distributors and their sales- 
men. We will expect this because our proposition 
will deserve tt. 

Get the Main Story of This Business Straight in Your 
Mind and You Will Understand What Will Follow 
Better 
The writer does not believe in jazz salesman- 

ship. We do not believe in forcing methods. We 
believe in slow, steady and natural growth. In 
this respect, we must follow nature. The mush- 
rooms that spring up overnight do not last. The 
trees that grow slowly last the longest. 

This is a long letter giving a general outline 
of the history, plans and policies of our business. 
I feel that all of our employees should know this 
story because later when I write other letters 
about other phases of our business, they will un- 
derstand these other letters better as a result of 
knowing this story. We have many stories to 
write about the various departments, goods and 
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parts of our business and from month to month, 
we propose to tell you these stories. We hope 
that you will find all of them interesting because 
they are real. To me, the facts of real life are 
always stranger and more interesting than the 
facts of fiction. The other day I read this state- 
ment ina magazine: “The facts of real life make 
fiction sit up and gasp for breath.” 

Our Sales in Every Department Are Running Very Heavy 


We have largely increased the number of em- 
ployees at our factory and we are working full 
time and overtime. I regret to see that we are 
a little behind in our shipping. 

I have just gone through the factory from top 
to bottom and I never before saw it in better 
shape, nor have I ever seen an appearance of 
more systematic industry. I did not see a single 
employee wasting his or her time. I did not see 
any of the constitutional time-eaters wasting their 
time and the time of other employees with un- 
necessary gossip and conversation. That sort of 
thing to me is always especially irritating. There 
is a time for gossip and a time for work. Social 


teas and society stunts should not be pulled off | 


in business hours. 
The Hard Work of a Conscientious Salesman 


I sometimes wonder whether workers in the 
house fully realize just how hard it is and how 
much thought and work it takes to make the sales 
that keep the business running. When I myself 
was a stock clerk, I thought of course that in the 
house we were very hard workers. I indulged 
in that very common occupation of self-pity. I 
was sorry for myself. When I saw the salesmen 
come home during the holidays, I envied them. 
They were always so jolly. What a nice life they 
must have, stopping at good hotels, traveling 
around and seeing the country! After a while, 
when I became a salesman, I found a salesman’s 
life was not exactly what I expected. I was away 
from home. I had to travel night and day in all 
kinds of weather, sleep in all kinds of beds and 
eat all kinds of food. Then, customers were not 
always agreeable. I had to be tactful with 
cranky, irritated dealers. Often I had to swallow 
my own pride or lose an order, but the worst 
thing of all was the nervous irritation caused by 
waiting—waiting for customers, waiting for 
trains, waiting for a room. I soon learned that 
to be a successful salesman, I had to work like 
a slave and make all kinds of personal sacrifices. 
However, I became interested in the game. J was 
determined to succeed and I wish to say in passing 
that I believe all the kicks and cuffs that a sales- 
man has to stand are one of the finest developers 
of strength and character in the world. If I had 
a dozen sons, I would send all of them out on the 
road just for this training. 


Nature Intended Us to Hustle for a Living 


Another good training for every young fellow 
is that when he is taught to live on a small salary 
without any outside assistance, he learns the 
value of a dollar. When anything comes too easy 
to any of us, it makes us soft. Wild animals are 
an entirely different breed from the animals you 
see in captivity in the Zoo. Wild animals have 
to get out and exercise to obtain their food. They 
have to use their brains. 
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‘Sell the 


Selective Knife Head 


The Selective Knife Head is the most advanced step 
ever made on this age-old kitchen necessity. It is 
the feature that sells Dandy Food Choppers over all 
competitors regardless of price. A slight adjustment 
of the lever and the Dandy will cut either coarse, 
medium, fine or pulverized. No wing nuts to take 
off, or cutters to remove and change. 


In addition to this time and labor saving feature, one 
short turn of the wrist unlocks the head from the 
handle and allows it to be taken apart and cleaned— 
also without removal of wing nuts of any kind. 


With this new sales appeal, the food chopper need 
no longer be a purely replacement item. Screw one 
down on the edge of your counter and let the identi- 
fying red arrow attract its own customers. This 
N. S. Product is advertised in the November Good 
Housekeeping and American Cookery. 


NEW STANDARD CORP. 
MT. JOY, PA. 


Manufacturers of the famous New Standard Triple Action Ice Cream Freeset 
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20 Years 


Ago—And Today 





Had you realized 
that this ornate 
style of box was 
so recently the 
favorite ? You 
could buy it 
from us _ fitted 
with lock and 
key or with a 
hasp for pad- 
locking. 





Z 
1906 Cake Closet 
Compare it with the 


NEW 


FRENCH GRAY 





“SAVORY’’ Bread Box 
Advance 1926 Model 


The growing popularity of gray in kitchens 
has built a demand for this stylish, new 
model. It is our famous Round-Corner 
Box, made of heavy tinplate; and the effec- 
tive design shown in illustration is perman- 
ently embossed on front panel. (Patent 
applied for.) 

Seamless cover is rigidly made and snaps 
neatly into place; has a convenient cover- 
lift replacing the dangling hasp. 

“SAVORY” quality thruout. “SAVORY” 
embossed on cover, a name in which your 
customers have confidence. 


Packed individually in cor- 
rugated cartons. Write for 


sizes and prices. 








The REPUBLIC METALWARE Co. 
Dept. Z 90 Alabama St. 
Buffalo, N. Y. AP1071 











Dress Your Bicycles and Sell 
More 


market, they were sold virtually naked. That is, 

you bought the car and then you arranged with a 
top maker to put a top on; another specialist sold you a 
windshield and put it on; the lamps came on the ear, but 
a speedometer did not and neither did the horn—remem- 
ber the old bulb horns? 

Later, some enterprising automobile dealers equipped 
the naked cars as they came from the factory and dis- 
played them, ready to drive, on their salesroom floors. 

And people bought ’em that way—fully equipped. 

The net result was that the automobile dealer not only 
sold more automobiles because they were better to look at, 
and immeasurably superior from a comfort and con- 
venience point of view, but he kept to himself the acces- 
sory business and the profits that went with it. 

Today, [ll venture to remark that seven out of nine 
bicycles are still sold naked—devoid of lamp, signal, mile- 
age recorder and some other things that might be men- 
tioned. ‘ 

The dealer from whom my boy and I bought his 
bicycle never thought to suggest the necessity of these 
sundries. Perhaps he was so glad to sell the bicycle that 
all thought of further profit was knocked out of his mind. 


Ve ago when automobiles first came on the 


Those Lost Sales 


The fact remains that inside of two hours, the boy 
begged a dollar from his mother and came home the proud 
possessor of a bicycle lock. Later he braced me for the 
price of a mileage recorder—which he got. And right 
now he is applying the pressure for a lamp. Probably 
he’ll get that, too. 

The point I wish to make is this: If the original dealer 
from whom the bicycle was bought had suggested these 
things at the time he undoubtedly would have sold them— 
and pocketed the extra profit. But he didn’t. Yet he had 
an attractive showcase full of sundries, necessary to the 
comfortable, safe riding of a bicycle and dear to any 
boy’s heart. 

Now, if I were a bicycle dealer I would do this: I would 
display on my floor not one but several bicycles, both boys’ 
and girls’, fully equipped. I would put on them the nicest, 
shiniest lamp in the house; I would see that there was a 
mileage recorder on them; they would carry a signal of 
some sort, and an effective lock. 

Then when a prospective customer came in I would 
sell the whole thing all at once at a flat price, just as 
though all that equipment went with the bicycle quite as 
a matter of course. 

A bicycle so equipped is a better-looking bicycle; it is 
surer to give the buyer more complete satisfaction and 
better service. And can you imagine any father hard- 
hearted enough to tell his son he couldn’t have the fully- 
equipped wheel but would have to be satisfied with the 
stripped cne? 

When you buy a phonograph, you get needles and gen- 
erally an assortment of records with it; a bench and 
music rolls go with a piano; automobiles are always sold 
fully equipped and couldn’t be sold otherwise. That’s a 
fundamental of merchandising. It not only makes the 
thing that is being sold a better buy in the eyes of the 
purchaser but increases the amount of the sale and the 
amount of the profit. 

So—if you would sell more bicycles, and more acces- 
sories, and, incidentally, give the Safety First movement 
a real, substantial boost in the right direction, display 
your bicycles fully equipped and sell ’em that way. 
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On Selling | 


Sometimes a street corner faker will give an 
excellent demonstration in salesmanship. You 
couldn’t use his methods just as he uses them be- 
cause they would only be ludicrous in a store, 
but there is something to be learned from him. 

I watched a man yesterday selling some sort of 
a white paste in 2-oz. tin boxes, labeled $1 a box 
and offered at 25 cents. He was a rapid talker 
and he did his talking and demonstrated his paste 
in a way that soon halted a crowd. “I ain’t any 
street corner faker,” said he. “I’m a graduate of 
Denver College, went to college four years. I don’t 
have to sell stuff on the street like this if I don’t 
want to. But here’s the greatest thing on the 
market. See these spots on my shirt sleeve. It 
removes those spots. Have you got a canker sore 
in your mouth? You know those uncomfortable 
little sores. If you get one and let it go it gets 
to be an ulcer, and if you had one of those in 
your stomach it would be a cancer and you might 
as fell bid goodbye to your friends. This paste 
will cure those spots. It will clean the spots from 
your teeth. It makes a great shampoo paste and 
absolutely removes dandruff. It takes the dark 
circles from under your eyes. Let me take your 
cap there, Mister. See those spots on this cap, 
my friends? Looks as if he’d had his head in an 
oil well, There, they’re gone. You know peroxide 
of hydrogen? This paste is one thousand times 
as strong as peroxide of hydrogen.” 


This talk went on, and every word was illus- 
trated by action, and that is where the lesson in 
salesmanship comes in. The man demonstrated 
each use of his product with action, just as a hard- 
ware salesman might demonstrate the uses .of 
what he is selling, not by performing the actual 
task, but by indicating it in motion and gesture. 
“This aluminum tea kettle is very light to handle, 
even when filled,” business of “‘hefting”’ the kettle. 
“This saw has a skew back,” business of indicat- 
ing the skew back. Give the customer something 
to look at in action that tallies with that to which 
he is listening. 

When that street faker had his crowd he 
watched for the climax, and just the instant two 
or three began to drift away, he and his wife 
jumped to the front, hands filled with paste boxes 
and began the rapid action of “another man made 
happy,” kind of selling. Watch one of those fel- 
lows sometime and study the psychology of his 
methods. 
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A sense of humor is one of the most precious things in 
the world to the man who possesses it. Many a man has 
been aided over some mighty rough spots by the fact that 
he was able to see the things through clear glasses and 
not through smoked lenses. Incidentally have you ever 
tried to carry on a lengthy conversation with a man who 
was proud of the fact that he was always serious-minded ? 
You will probably remember that conversation only by 
reason of the fact that it was dull, drab and did not 
sparkle. Let the sun shine into your mind and do not live 
in a world of fog. . 

















WARREN SYSTEM f 


How Will You Do 
Business in 1926? 


To you dealers planning to get somewhere in 
business, there can be no question of make- 
shift. You realize that antiquated methods 
cannot compete with the present day, up-to- 
date stores, and you can get no more out of 
your business than you put into it. 


Look into the stores of the successful merchants 
—note how fixtures are chosen—not merely 
for storage, but for their effect on sales and on 
simplifying sales effort. All merchandise is 
effectively displayed where it can be seen, in 
attractive fixtures. 


True, there are other good fixtures besides 
Warren's, for no manufacturer has a monopoly 
on good materials or methods. However, we 
advise the installation of Warren's because we 
know what goes into them; they are the expres- 
sion of the quality and spirit of an organiza- 
tion of over thirty years standing. 


With the close of the year almost upon you, it 
is well to pause long enough to ask,—how will 
I do business next year?—then write us for 
suggestions. 


There is no Substitute for Warren Fixtures 


The Alton Hdw. Company, 


News Item Alton, Illinois, are moving to 


a new location and will install 
a complete equipment of Warren Sectional Display 
Fixtures. 


J. D. WARREN MFG. COMPANY 
159 N. State Street Chicago, Illinois 
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“COLD HANDLE” FRY PANS AND SKILLETS 











= @6—Made in the “L. & G.” 
QUALITY, both in FIN- 
ISH and WEIGHT. Or- 
der a Sample Line and be 


convinced. 


LALANCE & GROSJEAN MFG. CO. 
NEW YORK CHICAGO BOSTON 


































FORSTNER 
Labor Saving 





Which Hod Would You 
Rather Carry? 


If you had to haul mortar for a living, you 
certainly wouldn’t want to carry a hod that 
dripped water all over your shoulder. 

You would choose a Never Drip Steel Hod 
with its ome-giece ends. You would go 
whistling on your way while the other fellow 
sulked. 


There are lots of hod carriers in your town 
who are bearing the discomforts of carrying 
leaky hods simply because they have not been 
shown the sensible and better kind. 





Bores Any Arc 
of a Circle 






New Uses 


The Forstner Auger Bit, un- 
like other bits, is guided by its 
circular rim instead of its center, 
consequently it will bore any arc of 
a circle, and can be guided in any 
direction regardless of grain or knots, 
leaving a true polished surface. Takes 
the place of a chisel, gouge, scroll-saw, or 
lathe tool combined. For core boxes, fine 
and delicate patterns, veneers, screen work, 
scalloping, fancy scroll twist columns, newels, 
ribbon molding and mortising. 


This open field of profit is yours for the 
asking. Write us at once for details. 


The Cleveland Wire Spring Co. 
Cleveland Ohio 


Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 


The Hose Is Not Always to Blame! 


Leaky garden hose can often be traced to the fittings—im- 
proper couplings or carelessness in clamping play an important 
part in the life of a garden hose. 

Sherman Wrought Brass Fittings are the standard mainstay of dis- 
criminating dealers. Permanent, rustproof and of the highest quality 


material. They offer longer wearing features. When you sell hose 
sell Sherman Fittings. They cost no more. 

















Sherman Hose Couplings. The best that Sherman Heavy Wrought Brass Clamps. 
can be made. Of fine appearance with The Genuine. Yo “tn 

2 geckine cut Chrends end dus No other material will last on hose e 
a . ; P,- brass. Sherman Clamps are made to give 
clean corrugations. Made in %—'%—% satisfaction. There is a clamp for every 
and % inch sizes. purpose and any size. 


(Patented) H, B. SHERMAN MFG. CO. - BATTLE CREEK, MICH. 








(Patented) 
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Quick Turnover! Anchor cf; Brand! 
« Ball Bearing Clothes Wringers = 


Bicycle (Guarantee 


NS ae a ele Gi Bee aa as nay ivy, ite: oh anata 5 Year 


Send for Price List 


LOVELL MANUFACTURING CoO. ERIE, PA. 


Largest Manufacturers of Clothes Wringers in the World 
Boston, 52 Pearl St. Chicago, 52 E. Lake St. New York, 86 Warren St 




















Morrill Nail Pullers 


Pull Profits 
As Easily as Nails 


A Nail Puller that will pull nails 
twice as fast will sell twice as 
fast. This describes the popular 
Morrill Nail Puller, popular with 
the user and equally popular with 
the dealer. 





Radiovise 


STRENGTH, WEIGHT and 
GENERAL UTILITY have 


made our RADIO-VISE a 
leader. 


Length, 18 in., Thrust, 5 in., Weight 
i Ibs. 





(Order this and the following 
Morrill Products through you! 
jobber. 


Nail Pullers 
Bench Stops 
Sawsets 
Liquid Soap Dispensers 
Lead Seal Presses 
Hand Punches 


Swivel Base, Anvil Equipped with 3% ins. 
Steel Jaws opening to full 4 ins. Polished 
Handle, Screw Jaws and Swivel Base. At- 
tractively finished in bright cardinal red. 





Compare the Radiovise and write for our 
discounts. Good profit. 


Rock Island Mfg. Co. *°Siiinois” 


V A Type and Size CHAS. MORRILL, INC. 
Pal 102 Lafayette St. _ New York 


MUTI eee) 
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GFKIN BOXWOOD RULES 


























SEND FOR 
CATALOGUE OF 
TAPES, RULES AND TOOLS 


BEST SUITED 
TO THE 
MECHANIC’ S NEEDS 


THE [UFKIN fOULE (50. .... re siinsnes, Con 
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Sell the Best 
vo oa HARDWARE 
For Hard-wear 
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For more than 48 years 
eo {ans Bommer Spring Hinges have 
6 
Oo 








maintained their leadership and 
proven their superiority over all 

= |__| others. 
=6 They have kept pace with the 
have been 


times, because t 























kept up with the times — 
improvement was 


Sepp 695 WS 
Mmliohknrhtrl i 
(Reg. U. 8. Patent Office) i 
WOOD SCREWS Mj 


MACHINE SCREWS SPRING HINGES 


DRIVE SCREWS 


STOVE BOLTS 
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= Replenish your stock with Bommer. 
a They are in universal demand—are 
— quickest to sell—easiest to apply and 
—_ the most satisfactory spring hinges 
ws made. 
: Your Jobber handles them. 
Quality ) Service Send for New Catalog 47. It is a 
Samples Gladly on Request big help in ordering. 
New Bedford, Massachusetts, U. S. A. Manufacturers BROOKLYN, N. Y. 














yar as: Vere yy, After 
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Storm— 
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you 
Improved Nipple Holder sell 


No. 20 for No. 2 Stock ZIMMERMAN FASTENERS for 
Range %4—1” Right or Left CASEMENTS and SHUTTERS 


Every home——and every prospective — builder—in your neighborhood is 






ARMSTRONG’S 


allan te etal ‘4 ia \nT aie 
HE ARMSTRONG MFG LU. SRIVOLPURT UN 





No. 30—for No. 3 Stock 

an outlet for these practical Fastene 
" 4 Interesting envelope stuffers, attractive blue-and-white container cartons for 
Range 1 2 Right or Left display, and other sales helps are yours for the asking, to make these 
Fasteners one of your stveadiest and most profitable sellers in building 

hardware. 
s ZIMMERMAN is the only nationally advertised Fastener on the market 
4 > Ww th of proven practical value and easy salability. 
The right nipple 1S al ays on e job Send your order NOW for a trial quantity with all our sales helps. Cash 
in on the demand created by national advertising. 


when you carry one of these tools. 


7IMMERMAN 


The Armstrong Mfg. Co. . 

Bridgeport FASTENERS for SHUTTERS and CASEMENTS 
Conn. THE G. F. S. ZIMMERMAN CO., INC. 

2 BROADWAY, FREDERICK, MARYLAND 
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The Samuel Winslow Skate Mfg. Co. 


New York Office and Warehouse 
3 














When You buy 


WINSLOW'S 
Skates 


you get more than mere skates. You'll 
secure a Reputation—an asset to your 
business as it is to ours. 


So we offer you the built-up effect of 
70 years in Skate Making. 


Winslow’s Ice Skates are conceded to be the very 
best for hockey, figure skating and general purposes. 
Winslow’s Skating Outfits (Shoes with Skates at- 
tached) are unexcelled. 


Winslow’s Roller Skates have always led for all 
purposes. 


Stock them and prove the above. 


Worcester, Mass. 


4 Warren St. 


Pacific Coast Sales Agent Southern Representative 


Phil B. Bekeart Co. 
717 Market St. 405 W. Redwood St. 


San Francisco, Cal. Baltimore, Md. 
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Henry Keidei & Co., Ine. 





Conneaut Special Shovels 
THEY “WEAR” OUT > 
— ELIMINATE BREAKAGE — 


MR. HARDWARE 
DEALER: 


You can stand back 
of these shovels ‘“To 


the Limit.” 


They are made from 
carefully selected ma- 
terials, skillfully bal- 
anced, well finished 
and have many spe- 
cial features in design 
and workmanship 


that appeal to your 





customers. Mikkola Drop Point 


Shove l 


THE CONNEAUT SHOVEL CO. 
Conneaut, Ohio, U. S. A. 


Shovels—Scoops—S pades—Drain Tools 











SWEDISH TOOLS 


Are Noted for Their Durability 


Made from Swedish tool steel—the very best 





“BANKO” SWEDISH SCYTHES are the best 
Swedish scythes made. : 

II styles 24 to 48 inches. Warranted to hold their 
cutting edge, thus giving complete satisfaction to your 
customers. 


Natural Scythe Stones 


Special quality imported for our 
Banko Swedish Scythes 


Pliers, aJl styles. Bow Frames. 


ne Irons. “‘Sater”’ Axes. 
Cabinet Scrapers. “Banco” Scythes. 
Shoemakers’ Tools. Hoes. 
Anvils. Barking Spuds. 


Scythe Stones. 
Cutlery and Razors. 


Order from your jobber to-day, or write. 


SCANDINAVIAN 
WESTERN IMPORTING COMPANY 


116 Broad St., N. Y. 


509 E. Hennepin Ave. Coristine Bldg. 
Minneapolis, Minn. Montreal, Can. 


*“‘Sandvik’’ Saws. 








The ROOSEVELT 
“ADJUSTA” 
WRENCH 


This new wrench fits all 
shapes of nuts and covers 
95% of all uses of a 
wrench. 

Will handle 90% of all 
exposed nuts on all makes 
of automobiles. 


Retails at 
$1.00 


West of Denver $1.25 
Canada $1.50 
Length 8 ins. Weight 13 ozs. 
Made of cold rolled steel case- 
hardened. Adjustable with 
thumb or forefinger to 1/32nd 

of an inch. 

Masters 24 sizes of hex. nuts 
and 8 sizes of square nuts from 
3/16 to 1% ins. Cannot slip. 
If unable to obtain this wrench 
from your jobber, we will ship 
direct at dealer prices. Sample 
sent to rated dealers. 


Roosevelt Mfg. Co. 
53 West Jackson Blvd. 
Chicago Ill. 
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For some time we've been telling you 
dealers about the good qualities of 
Baur Tacks. 

Now it’s up to you to send for 
Samples and if the Tacks themselves 
don’t convince you that they are all 
we claim, we'll rest our case. 


You'll find the prices interesting, too. 


Write now before something else 
claims your attention. 


BAUR TACK CO. 


Indianapolis, Indiana 
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For all Temperatures 
Above 70°-Peerless Fans 





Our complete line also includes Staples of every descrip- 
tion, Double Pointed Tacks, Basket, Clout and Trunk Nails. 


S| 


The Peerless Electric Company 
Warren, Ohio 


Write for Samples and Prices 


BAUR 
T&nKsS 





ENERATORS 
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Note heavy steel wire 
folded around edge and 


r By through handle, mak- 
’ r ae 4 absolutely on- 
There are so many a ] ing absctutets 


sizes and types of 





cabinet, cupboard 
and show case doors 


made, we have to 





> strongest pans 
make a large variety gage or) a 
ut os (‘omplete en pans pack- 
line made Oz. to case. 


of catches to suit all J [iteoaea” “toa 


requirements. —— ba 
Here are three prime requi- Storm-Proof Mail 


Boxes, extra stro me, 








sites for the trade—dquick sell- fine finish. Packed 
_ ers, with rapid turnover, each ulk or cartons 
[ell “us what you need and one a profit-maker and busi- 
ve can satisfy you either ness getter. You'll find M. M. | Bgugerppemeee 
. :. P. Products sturdily built — | BIg 
as to size, style, quality, each giving full measure of | SRRRMDIEE 


( ee meele 


quantity or cost. Samples? service—a line that you can 
cash in on extra profits. 


Sold by all leading Jobbers 


Of course! 


Lee eo “i Michigan Metal Products Co. 


Grand Rapids, Mich. Battle Creek, Michigan 
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NOW— 


is the time to stock for your requirements 


on CORN SHELLERS. 


This year will see the largest corn crop in 
years. By al] means place your order 


NOW to meet the demand. 


e — . 
32a Goss 










acorn SHEvey 
« ~ set! * let a MEG | 





The R & H Sheller is guaranteed and we will 


replace any breakages 


FREE OF CHARGE 


Write for catalog showing complete line Hand - 


Corn Shellers and Grist Mills. 
THE FATE-ROOT-HEATH Co. 


Plymouth, Ohio 
BALTIMORE, MD., OFFICE—400 WEST LOMBARD ST. 











No. 12, 1 inch 


For the Sharp Ends 
of Rocking Chairs 


have quickly found favor with the 
trade. A positive protection against 
the sharp ends of rocking chairs. 
Durable and easily | 
fitted to the rocker. 
Catalog, prices and 
terms on request. 


Elastic Tip Co. 


370 Atlantic Ave. 
Boston Mass. 


No. 13, % inch 

















Combination Service 


Wrench 


A practical and convenient tool 
that increases the usefulness of a 
wrench. 


Strongly constructed for gripping 
and holding both round and square 
parts. 


Fliminates lost time and_ the 
bother of carrying two wrenches 
on one job. 


Its double purpose feature appeals 
to the home owner for general 
work as well as the expert me- 
chanic. 


Made of a forged steel bar, case- 
hardened throughout. 


featuring ‘Bemis and Call 
Wrenches will mean more sales 
with less sales effort. 


Let us send you details and 





prices. 


BEMIS & CALL CO. 


Springfield Mass., U.S.A. 
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Type 3001 


Ball-Bearing—Adjustable Tension 


The construction of the “AJAX” Spring Pivot Hinge 


is very substantial. The floor plate is heavy and covered 
with a steel finishing plate. 


Other important features of the “AJAX” are ball- 
hearings located at the top of the hinge away from 
moisture and dirt, hardened steel roller-bearings to fa- 
cilitate the operation of the piston and a practical and 
efficient alignment device controlled by a single screw 
conveniently located and easily accessible. 


Chicago Spring Hinge Company. 


CHICAGO NEW YORK 
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Hand-Made 
Tools 


what a difference there is— 
your customers know it, too. 
Sure you have to carry a 
cheap line but why not have a 
few good tools for your par- 
ticular trade? 


It Will Pay You. 





Write for Our Catalogue 


The L. & I. J. White Co. 
125 Columbia St., Buffalo, N. Y. 








LANDRETH’S 


Garden and Flower Seeds 


Mixed Lawn Grass 


Now is the time to place your Garden, Flower 
Seed and Mixed Lawn Grass Seed order, if you 
have not done so for this Winter and Spring 
shipment. If you would like our prices, send us 
a list before buying elsewhere and we will quote 
you on Seeds of various kinds in bulk, in litho- 
graph cartons of | Ib., 14 lb. and % Ib. and in 
Flat Papers. We would also like to quote you on 
Mixed Lawn Grass. Please give us the oppor- 
tunity. 


1925 CROP 


Before buying for delivery after 1925 crop, send us a 
list of your wants that we may quote you if our traveler 
does not call upon you at 
the proper time. 

We are the oldest Seed 
House in America, this be- 
ing our I4Ilst year in the 
Seed business. Had we 
not given good seeds, sat- 
isfactory attention to busi- 
ness and fair prices, we 
would not have existed so 
long. 


Business Established 1784 


D. Landreth 
Seed Co. 


COLONIAL BOY COPYRIGHTED Bristol, Pa. 














Kimball Straight Line Drive | 


This Kimball Straight Line Elevator 
Drive eliminates the possibility of dis- 
alignment between the worm shaft and 
the motor rotor because the motor is 
bolted to the machine frame as an in- 
tegral unit. 


Write for further information. 


There is a Kimball Elevator built for every 







KIMBALL BROS. CO. 


A Faster Selling Mop Offers More 


Profit and Quicker Turnover— 


Convince yourself by sell- 
ing SQUEEZ-EZY. The 
mop that wrings by a twist 
of the handle. Keeps hands 
out of water. Saves time 
and back-bending. 








SQUEEZ-EZY /f 
*9 INC. Mi ‘ 
MOP CO C Ml N \ 
New Orleans, La. KCC GEO DD 











— Jf KIMBALL 


Original House Established in 1850 
RED X BRAND 


Friction Tape, Rubber Tape and 
White Mason Tape 


Force-O, the Peerless Fuel Invigorator 


3 in 1 Cement Auto Metal and 
Patching Cement Nickel Polish 
Vulcanizing Cement Top and Cushion 
Relining Cement Dressing 
Channel Cement Neatsfoot Oil Solu- 
P. B. & B. Cement tion 
Bicycle Rubber Carbon Remover 

Cement Penetrating Oil 
Wood Rim Cement Radiator Seal Com- 
Tire Gum pound 
Plug Tight Rubber Patching 
Quick Repair Solu- Outfits 

Patching Cement 


tion 
Air-Tight Solution Tire Fluid 

for Bicycle Tires Gasket Shellac 
Hard Tire Cement Hand Soap, Fte. 
Auto Body Polish And Many Others 





Catalogues and Samples on Request 





Straight Line Elevator Drive 


dette 


ST. LOUIS RUBBER CEMENT CO., 3951-53 Laclede Ave., St. Louis, Mo. 
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Moe’s Poultry Fountains 





Moe’s No. 8 Fountain, with thick insulated 
double walls to retard freezing, making an ex- 
cellent drinking fountain for the winter months. 
Equally desirable in summer, as it keeps the water 
cool and fresh. Has a large filler opening so 
it can be flushed out and kept in a sanitary con- 
dition. This is a highly important feature. 

A great favorite with the poultry raiser. 


Write for New Catalog of ‘‘Moe’s Line” of Poultry 
Equipment—Everything for Chicks and Chickens 


HOEFT & COMPANY, Inc. 
2305 Davis St. North Chicago, IIl. 
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Reichard’s |. 
SPRING-TOOTH 


Weeders 


Weed out your slow-sellers. 
Carry the weeders every 
prospective customer will point 
to and want to try “the feel 
e 99 . . = 
of. Once in his hands the 
rest 1s easy—the sale is made. 
And Reichard’s Magic 
Weeders make more satistied 
customers. 














Write for particulars. 


F. H. Reichard Mfg. Co. 
BANGOR, PA. 























Individual Packages 


Bathwhite fixtures are individually packed. 
An easy line for you to handle. Saves valuable 
counter space. Does away with trouble and cost 
of wrapping. Saves salesman’s time.  Insures 
clean undamaged stock. 

A moderately priced line—nationally advertised 
—that provides a good profit. Made of solid 
brass, triple coated spotless white. They wear 
long and retain the attractive finish. They make 
friends as well as profits. 





Write today for more information. 


E. H. TITCHENER & CO. 


Dept. 4 Binghamton, New York 


BATHWHITE 


FIXTURES 

















Smaller Inventory 


More Profits 


FREE That’s what the new Heller book 
tells you—how you can_ use 
Heller service to make larger 
profits. No guess-work. No 
theory. Experience speaks—the 
experience gained by 34 years in 
the hardware field. 

Carry less stock on dusty shelves 
—put it out where it will sell 
itself—that's what the Heller sys- 
tem will do for you, just as it 


has done for other merchants 





all over America. 








You can read our new book in 
ten minutes—you won't get through thinking about 
what it says in ten years. Practical! Helpful! ! 
Interesting! ! ! 


Write for ‘‘The Heller System of Larger Profits.’’” It's NEW! 
It’s FREE!! Write to-day!! Be sure to use coupon. 


W. C. HELLER & COMPANY 


767 Bryant St. New York City 
Montpelier, O. 20 Vesey St. 


W. C. HELLER & CO., Montpelier, Ohio. Z7A 


Please send the new book, “The Heller System of Larger 
Profits.” 
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co OMBINATION ' 
We manufacture SHEET AND TIN MILL PRODUCTS for all pur- 
American Open Hearih Stee eets, 
It’s easier and more profitable to sell the . oe 
The best Keystone Copper Steel rust-resisting 
st known products. Ruby fiuid is preferred Sheets, Apollo Galvanized Sheets, 
Perfect Flux because it is non-corrosive, non-explosive and 7; Formed Roofing and Siding Products, 


Culvert and Flume Stock. Sheets for 
a trade winner 4 Special Purposes, Roofing Tin Plates, 
and steady profit Bright Tin Plate, Black Plate, Etc. 


producer the year | . 
around. The RUBY CHEMICAL COMPANY AMERICAN SHEET AND TIN PLATE COMPANY, Frick Bidg., Pittsburgh, Pa. 
| 68 McDowell St. Columbus, Ohio Send for booklets and weight cards— valuable to hardware merchants. 


non-injurious. 
Order from your jobber or write to 
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GIFFORD-WOOD CO. 
i 7 Hill St., Hudson, N. Y. 
New York Chicago Boston TOIT 
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PRIVATE BRAND Post Hole Diggers Are Not 
IWAN Tools 


We do not make private brands for any jobber, nor compete with you by 
selling te mail order heuses. Soecify GENUINE IWAN Auger, Invincible 
Digger, Eureka Digger, Perfection (Atlas) Digger, Hercules Digger and 
Vaughan Auger to your jobber. 

See complete IWAN line, page 229 Hardware Buyers catalog. 


IWAN BROS., Mfrs., SOUTH BEND, IND. 
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Ensign Bickford is the ORIGINAL 
= aN safety fuse—tested and tried by 
st ADDEDS time and experience. 

BA } nk TADD i FUSE — 2 ag ge cy various 
====i=== MODERNIZE = 
_—=— — ae hich you should find 

~ . Re METHODS one adaptable for your 
OR > . work. 

Sk&y To provide adequate storage facilities for 
—- shelf stock—to make it accessible and con 





venient for clerks and stock men to handle with 
absolute safety—to insure quick service for whole- 
sale or retail trade — install one or more 
MYERS NOISELESS CUSHION TIRE STORE LADDERS. 
Deep tread steps, full length hand grips, rubber tires, 
overhead track system, firm construction throughout, 
eliminate vibration and noise and produce a ladder 
of ample strength for safety, convenience and : 
efficiency One style only—neat of design— “ < 
y/f attractively finished —any height — 
f easily installed—meets most 


, : 
Bs Circular eat AN. 




















| The Ensign-Bickford Co., Simsbury, Conn., U. S. A. 


look for the full name | JZ as 
Russell Jennings —— Of alias 


stamped on the round of our 


Auger Bits 


The original double twist auger bit, patented by 
Mr. Russell Jennings in 1855 





Russell Jennings Mfg. Co. 


Chester, Conn. 490 N. Monticello A ve., Chicago, Ill. 

















October 1, 1925 HARDWARE AGE 





The Keil Jim- 
my and Bur- 
glar-Proof 
Lock in_ the 
home, shop, 
warehouse or 
office, as- 
sures the 
user the 
same de- 
gree of se- 
curity as a 
massive 
safety de- 
posit vault 
affords a 
modern 
bank. 
The brcnze bolts 
with revolving steel 
inserts, render the saw, 
jimmy or wedges useless. 
Cannot be put out of order 
Bolts shoot out sae age by either locking, handling or 
locked pl on Cylinder "wa, forcing—a major point in mak- 
tern. ing a lock sale. 


Write for particulars on the Keil Lock 
counter display model 


FRANCIS KEIL & SON, INC. 
401-425 East 163rd St. New York, N. Y. 
ahs ie he ie 




















































faseeiissreeeisess sees 5039 NEY WHEN PACKES : 
@ |MRELIABLE PLASTER | 
2 Las wrt was racees dl PARIS 
RELIABLE PLASTER : THES CVETEOR GOTTEE Geeneee ereceee & 
PARIS 7 teens eueseen vere oe erenees 
a {|B RELIABLE PASTE co. eee 
\ CHICAGO a i RELIABLE PASTE co 








A new convenient way to handle Plaster 
Paris Packed in three sizes: 
One pound, two pound and five pound packages in an assorted 
barrel of 360 pounds as follows: 40 1-pound packages; 60 2- 
pound packages; 40 5-pound packages; and costs no more to 
handle than bulk Plaster Paris. Write for prices today. 


RELIABLE PASTE CO. 
3223-25 Cottage Grove Avenue Chicago, Illinois 
Dry Paste—Paint and Varnish Remover—Calcimine 











MAKE FIRST KEYS WITHOUT TAKING LOCKS APART 


BEISSER KEY MACHINE 


Add profits to your store without extra expense. Your errand 
boy or girl will make all kinds of keys with the BEISSER KEY 
MACHINE, turning idle moments into money. 

No experience necessary. 

Put in a Key Department. 

Make $15.90 to $35.00 per day profits. 


s 





Write today! 





Beisser Key 
Machine Co. 


407 East 
Fort St., 
Dept. 105 
Detroit, 
Mich. 
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Brings Boat Owners 
to Your Store 


We guarantee every can of 
Jeffery’s No. 7 Marine Glue to 
stop all kinds of leaks and make 
any boat perfectly watertight 
and leakproof. 


Equally adaptable for wood 
boats or steel—from a canoe to 


a yacht. 
Our 

JEFFERY’S 
Waterproof Marine Glue 


is a big seller wherever boats are used—lakes or sea- 
shore. 

It is Nationally advertised and our famous slogan, 
“Does your boat leak?” has brought responses from all 
parts of the world. 

We furnish dealers and marine supply stores with 
Booklets bearing their name and address that tell all 
about this glue and bring boat owners to your store. We 
refer all inquiries to the nearest dealer. Write for 
discounts. 


L. W. FERDINAND & CO. 
150 Kneeland St. Boston, Mass. 














POLLY PRIM Dust Pans 





Your customers are constantly reading the 
national advertising of POLLY PRIM Dust 
Pans and BLUEBIRD Indoor Clothes Line Reel 
in these famous publications: 

Good Housekeeping 

Better Homes and Gardens 

Clubwoman’s World 

The wide-awake dealer stocks nationally adver- 


tised goods. He knows it means more sales 
and bigger profits. 


PATENT NOVELTY CO. 
FULTON, ILL. 














BLUEBIRD Indoor Reel 

















MILBRADT 
LADDERS 


Will pay for themselves In a 
short time by enabling you 
to wait on more trade, save 
the wear and tear on your 
fixtures and goods, as well 
as bring the appearance of 
your store up to date. 

Write for catalogue show- 
ing a large number of styles 
suitable for all kinds of 
shelving. 


Milbradt Mfg. Co. 


2411 N. 10th St. 
St. Louis, Mo. 
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REVOLVING 
CABINETS 


Hardware stores, dealers in 
auto supplies and garage 
owners like these cabinets. 


They prevent mixing of bolts 
or screws. 

Large capacity. Small space. 
Many sizes. Send for Cata- 
log and Price List. 

Your Jobber will supply you. 


p| AC American Bolt & 
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THE FOWLER & UNION 
HORSE NAIL CO. 


HORSE SHOE NAILS 
OF HIGHEST GRADE 


Plant ef 
1000 MILITARY RD., BUFFALO, N. Y. 








SEYMOUR SMITH 


Self-Piercing Bull Rings. Made in all 
sizes of pure copper. Send for our 
new descriptive catalogue. 


SEYMOUR SMITH & SON, Inc. 
Oakville, Conn. 


Bales Agerts: John H. Graham & Co., 113 Chambers St., New York 














SO BOSS The Improved Cow Hobble 


Selling fast wherever cows are 
milked. The So Boss Com- 
bination Hobble and Tail 
Holder retails at 75c. with 
generous profit for the dealer. 
Packed in individual cartons 
—unit packages of six in- 
cludes display material—Na- 
tionally advertised. 


Simonsen [Iron Works 









Leading 
Jobbers 














Sioux Rapids, Iowa 


Meet every “call” 


Taste in percolators varies——-but the 
Reme complete line meets them all. 
And meeting the ‘‘call’’ means profit- 
able turnover. 
Write— ats 
@ ROME MFG CO. aw 





Factories and Offices, Rome, N. Y. 








Millions of Advertisements Yearly 


on Lorain Oi] Burner Cook Stoves are increasing the demand every 
where. Consider the reputation of the maker. Consider the number 
of actual sales made by tens of thousands of satisfied users. Go out 
and learn how supremely good the 1925 Lorain Burner really is. 
And make your own estimate of the profit you can earn by selling 
Oil Cook Stoves equipped with the Lorain High Speed Burner. 


AMERICAN STOVE COMPANY, St. Louis, Mo. 








Complete Stock on 
Small Show Rack 
Sells All Seasons 


te Send for pregeenien me a 


STANDARD PLATE GLASS CO., PITTSBURGH, PA. 




















Donley Screen Door Guards 


Prevent bulging and ing. 
Add to the life of the door. Five 
sizes to fit any door. Retails at 
75 cents and $1.00. 


The Donley Manufacturing Co. 
10585 Quincy Ave., Cleveland, Ohio 


























QO. Lindemann & Co. 


Manufacturers of 







CAGES A” 


35-37 Wooster Street, New York 




















For quality trade—the quality ware. 


ome | 


For catalog AR prices, cE 


THE WAGNER MANUFACTURING COMPANY 
Sidney, Ohio 14 


Aluminum 


Cast 























Do you realize that no one factor 
will draw people to your store like 
attractive window displays of sea- 
sonable merchandise? 


Hardware Age is continually re- 
producing such window displays— 
its representatives are always on 
the lookout for new ideas. 








Good Window Displays 


Hardware Age, 239 West 39th Street, New York City 


And many dealers who require 
their own copy of Hardware Age 
find it highly profitable to subscribe 
to extra copies for their sales 
force. 


The cost, $3.00 per year, is re- 
turned over and over in better win- 
dows and increased trade. 

















October 1, 1925 


HARDWARE 


AGE 101 














Osborne High Grade Punches 





Belt Punches Arch Punches 
Spring Punches Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: Leather 
Workers’, Trimmers’ and Upholsterers’ and Plumbers’ Tools of superior 
quality. 

The above tools will please your customers, as well as our famous Round 
and Oval Punches. 

Remember we have had 99 years of successful manufacturing experience, 
employ only skilled workmen and use the finest quality of materials in 


making our p. “ducts. 
We stand back of every tool we make. Try us. Write for Catalog 





- 


re reraoe Sooke 
xoC- 





Screw Plate Sets 


“‘The Line That Keeps Moving”’ 


It takes steam to make ane eng ine “Go” tnd it takes more 
than good materials to keep tools moving 
We've built ‘Go’ as well as Quality into the complete line of 
‘“Threadwell’’ Tools. Get the Catalog. 


The THREADWELL TOOL CO., Greenfield, Mass. 








and Prices. Offices : 

New York City Philadelphia Chicago Cleveland San Francisco 

Cc. S. OSBORNE 6 See N. J, 396 Broadway 809 Harrison 300 Wrigley 135 St. Clair 604 Mission St. 
ESTABL Bidy. Bldg. Ave. N. fs. 











For Those Who Prefer Liquid 


to paste, Speco Soldering 
Fluid will be found both ef- 
ficient and economical. 


Soldering Fluid is a good seller 
because it is not only a non-cor- 
rosive flux, but protective as well. 














Send for Trade-prices. 





Highland Park, Il. 


Special Chemicals Co. 








TRADE-MARK 


SAMSON CORDAGE WORKS 
BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX, and SACHEM BRANDS 


Clothes Lines, Masons’ Lines, Shade Cord 
Awning Line, Dumb Waiter Rope, etc. 


Send for catalog and samples 


BRAIDED CORDS - COTTON TWINES 











ROOF GUTTER SUPPORTS 


This illustration shows, unassembled, one of the many styles of 
eaves trough hangers made by us which may be adjusted every 
eighth of an & 

inch for 
drainage in 
the gutter. 
These hangers are 
widely used through- 
out the United States. 






—.—s 


Write for catalog No. 
27, which also illus- 
trates and describes 
conductor hooks and 
fasteners. 


©) «xx 





Free sample gladly 
furnished, 


L. D. BERGER COMPANY 


51 N. 2d St., Philadelphia, Pa. 





™ HAA 
LHe 


NATIONAL LEVELS 





PERFECT—CORRECT—TRUE 


Our levels are manufactured by highly skilled me- 
chanics, and the best of material used. 

All levels are guaranteed against warping. 

Write us for our latest catalog and price list. 


NATIONAL LEVEL MFG. CO. 


6197 FIELD AVE. DETROIT, MICH. 














The 


| H. B. Ives Co. 


New Haven, Conn. 
U. S. A. 


Established 1876 
Incorporated 1900 





Manufacturers 
BUILDERS’ HARDWARE 
HIGH GRADE WINDOW AND DOOR 
SPECIALTIES 


WRITE FOR ILLUSTRATED FOLDER 








A Good Furnace 


for Your Customers 


Fitted with Improved ‘‘BB’’ burner, and patented 
“NEVER LEAK” pump. Reservoir and bottom 
are of seamless drawn steel, and are welded to- 
gether. Ring reinforces bottom. Bushings also 
welded into place. Reservoir has funnel, and 
filler plug has patented ““‘DUST PROOF” cap. 
Ask for catalog on the full “ALWAYS RE 
LIABLE” line of furnaees and torches. 

Also a full line of plumbers’ tools. 


Jobbers supply at factory prices. 


OTTO BERNZ CO. INC. 
Newark, N. J. 














Covered by patents. 
““B’’ KERO 


OSENE- 
berg Offices in New York City, Fort Worth, Denver, 
a A Helena. Mont., San Franciseo, Los Angeles, 


Seattle and St. Thomas, Ont. 
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Classified Opp 


HARDWARE AGE 








An Effective Low Cost Contact with Hardware Man- 
ufacturers, Manufacturers’ Agents, Jobbers, Jobbers’ 
Salesmen, Retailers and Retail Salesmen. 

No illustrations accepted for these pages 

Allow seven words for Keyed Box Number Address. 





Set Solid, Minimum 60 Wo ane 00 occecocescoceeeeesoeoqee 
rr id eee 8 nis Ke eesedseeeeeeeneeee 
All Capitals, Minimum 50 words.........ccceccccccceccesse 4.08 
Each additiona] word............. 
1 inch I a a a a i i at lain ee ee ae 
ey GT Gs 0660500606 0660600000086 
4 insertions, 10% off; 8 insertions 15% off 
Remittance Must Accompany Order 


50% off the above rates for Positions Wanted Advertisements 


October 1, 1925 
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Business Opportunities 


FOR SALE—Stock, Fixtures and Property. 
The most up-to-date stock of hardware, china, 
tinware, paints, etc., in one of the best sections 
of Northern Virginia. Located on the best busi- 
ness corner in the town. Fine climate, good 
schools, in fact an ideal place to live. Building 
consists of store and wareroom on first floor with 
apartment on second floor with all modern im- 
For further particulars write Mrs. 











provements. 

C. M. Dudding, Herndon, Va. 

THE FOLLOWING SAND PAPER HAS 
BEEN PURCHASED from the United States 
Government and I offer it, “subject to prior 


sale.” This sand paper is first quality and in 
original packages, Quotations are made per ream 
(480 sheets) size 9x11 as follows: 285 reams No. 
1% at $3.55; 128 reams No. 2% at $3.95. Terms 
—cash. Full purchase price refunded if ship- 
merts are not entirely satisfactory. ISAAC 
BLUM, Esplanade Apts., Baltimore, Md. . 


FOR SALE—HARDWARE and FURNITURE 
Store, situated in town of 1200 in best farming sec- 
tion Central Illino.s. Stock inventories about $8000 
and includes rugs, linoleums, paints, stoves, 
pumps, fencing—-no implements. Brick building 
40x80 feet—good basement—tin and plumbing 
shop in rear will rent for $45.00 month. Owner 
for 18 years, desires to sell because of ill health 
in family. Will give figures of past year’s busi- 
ness. Address Box G-788, care of Harpware 
Ace, New York. 











FOR SALE— First class hardware, paints and 
house furnishings store in a prosperous town of 
15,000 inhabitants in the Metropolitan district 
of New York, drawing trade for twenty miles 
around. Stock will inventory about $40,000 and 
doing a business of over $100,000 per year. Ad- 
dress Box G-767, care of Harpware Ace, New 


y 


York. 





Northern Indiana, Hardware and 
Gsrocery Stock, Fixtures and Equipment will in- 
voice from $9000 to $10,000. Will sell or rent 
building. Located in a good farming and dairy 
section. Two railroads, inter urban, electric | ghts, 
gas and water. Reason for selling will be given 
on inquiry. Address Box G-778, care of IHarp- 
WARE AGE, New York. 

HARDWARE STORE FIXTURES FOR 
SALE, at bargain price. We offer for quick sale 
complete hardware store fixtures of latest type. 
One store furnished by Heller Bros., and one 
furnished by D. Warren Mfg. Co. Up-to-date 
first class oak material and finish, used short time 
in two of our retail hardware stores. Address 
Box G-785, care of Harpware Acre, New York. 


FOR SALE 


MUST SACRIFICE PARTNERSHIP in 
‘growing hardware and plumbing business; central 
part of New York State. This is an opportunity 
for someone to get into the hardware game; store 
established 25 years, only one in town. Will 
require $2300 cash. Address Box G-782, care of 
HarpwarE Ace, New York. 














FOR SALE—Leading hardware in town of 
20,000, located in Pittsburgh district. Annual 
sales $70,000. Good money maker. Will sel] 
business and property on part payment—easy 
terms on balance. Reason for selling will be 
given on request. Address Box G-779, care of 
Hiarpware Ace, New York. 

















FOR SALE-General hardware store, with or 
without agricultural implements in irrigated dis- 
trict, Platte Valley, Eastern Colorado, on Lincoln 
Highway; also good location for filling station 
adjunct. For details write, STERLING LUM- 
BER & INVESTMENT CO. Box 1379, Denver. 


Colorado. 


WANTED A MANUFACTURER WHO could 
produce and put on the market on a rovalty basis 
a door knob burglar alarm. The device has the 
endorsement of the police department as well as 
of the burglary insurance companies. Address 
jox G-786, care of Harpware Ace, New York. 











Business Opportunities 





SOME HARDWARE OR PLUMBING 
JOBBER IS GOING TO SAVE MONEY! We 
have on hand thousands of building hardware, 
electrical supplies and plumbing fittings, all brand 


new and some in original boxes. They consist 
of Bolts, Nails, Screws, Bushings, Ells, Tees, 
Plugs, Unions, Nipples, Pipe Straps, Pipe 


Hangers, Pipe, Valves, Couplings, Bends, Unions, 
etc., and electrical wiring and switch board equip- 
ment too numerous to enumerate, ‘he entire lot 


or part lots will be sold below manufacturers 
cost for quick sale. Send for complete list. 
ERTE RUBBER CORPORATION, Sandusky, 


( thio. 


FOR SALE—Only hardware store in small 
town in Northwestern Iowa. Stock and fixtures 


will invo-ce about $4,000. Will sell or rent 
building. Address Box G-774, care of HARDWARE 
Acre, New York. 





Help Wanted 








| A Live Wire Salesman Wanted 


Well known tool manufacturer wishes to secure 
the services of a salesman to cover the retail 
hardware trade in the states of New York 
{ and Pennsylvania. This man to make his 
headquarters at our N. Y. office and cover his 
territory in a Ford car. Write, giving age, 
experience, etc. Address Box G-781, care of 
Hardware Age, New York. { 

















SALESMEN AND DISTRICT OR STATE 
REPRESENTATIVES. We have a few excep- 
tional opportunities for high grade men who know 
how to develop territory, and can sell good grade 
utensils, We also want men who can build 
district sales organizations. Our new plans call 
rer men who can build a real business for them- 
selves. We want serious minded, hard working 
men to join our organization. Write full letter— 
all correspondence will be held strictly confiden- 
tial. Write SALES MANAGER, Buckeye Alum- 
inum Company, Wooster, Ohio. 


SALESMAN — NEW YORK HARDWARE 
jobbing house offers excellent opportunity to 
young man with hardware experience to sell in 
Central and Southern New Jersey. Resident in 
above territory preferred. Give age, hardware 
experience and references. Address Box G-743, 
care of Harpware Ace, New York. 


SALESMAN WANTED FOR NORTHERN 
NEW JERSEY by a manufacturer whose line 
is sold to the hardware trade and also to manu- 
facturers. Permanent position, good opportunity. 
Prefer salesman acquainted with hardware trade. 
Address Box G-753, care of Harpware Ace, 


New York. 
WE WANT A YOUNG MAN to sell to retail 


hardware trade in vicinity of Newark and Jersey 
City. Must have a few years’ experience in 
hardware business. Salary twenty-five to thirty 
dollars al week according to age, and experi- 
ence. xceptional opportunity. Igoe Brothers, 
Poinier St. and Avenue A, Newark, ‘ 


WANTED—RETAIL HARDWARE MAN, 
versed in window trimming, floor arrangements, 
capable of taking charge of sales force and as. 
suming management in full during absence of 
owner. Address Box G-769, care of Harpware 
Ace. New York. 


WANTED—EXPERIENCED HARDWARE 
MAN familiar with builders’ hardware. State 
experience and salary expected. Address Box 
G-745, care of Harpware Acer, New York. 


WANTED—ACTIVE SALESMAN, must 
have experience in selling, to cover retail trade 
and large manufacturers in New England and 
New York, selling an old established line of wood 
horing tools. State age, experience and salary 
desired. Address Box G-773, care of HarpWARE 
Ace, New 




















York. 





Help Wanted 


SALESMAN WITH CAR wanted for Suffolk 
County territory, Long Island, by a manufacturer 
and jobber whose line is sold to lumber yards 
and hardware trade. One having previous ex- 
perience calling on above trade, resident in above 
territory preferred. Exceptional opportunity for 
right man. State age, experience and compensa- 
tion desired. Address Box G-789, care of Harp- 
waARE AcE, New York. 


OPPORTUNITY FOR A GOOD MAN— 
Competent salesman wanted to sell hardware and 
mechanics’ tools of standard makes to the whole- 
sale trade in Middle West for an established sales 
organization. Must have experience in selling. 
State age, experience and compensation desired. 
Address Box G-760, care of Harpware AGE, 
New York. 


WANTED EXPERIENCED SALESMAN TO 
SELL to the wholesale trade in Philadelphia, 
Eastern Pennsylvania and Maryland, an attract- 
ive line of hardware and tools, of well established 











brands. Salesman now resident in Philadelphia, 
preferred. State age, experience, and_ salary 
desired. Address Box G-780 care of HARDWARE 





Ace, New York. 

SALESMAN—JOBBER IN SOUTHWEST. 
ERN STATE hasan opening for man who has 
had experience as hardware jobbers salesman. A 
producer is wanted. Tell us all about yourself. 
Address Box G-784, HARDWARE AGE, 
New York. 

HUSTLING SALESMEN wanted to sell on 
liberal commission basis our popular line of 
iabor a | Mayic Weeder Hoes to hardware 
trade. REICHARD MFG. CO., Bangor, Pa. 


care of 








Positions Wanted 


HARDWARE MANAGER—At present em- 
ployed. 33 years old; married; ten years’ general 
hardware experience, covering implements, sport- 
ing goods, builders hardware, household hardware, 
oil well supplies, plumbing fixtures, stoves, tools 
and accessories. Four years with present com- 
pany. Prefer position where interest in business 
would be available if so desired. Willing to go 
to any part of the country. Very best of refer- 
ence as to honesty, sobriety, initiative and ability. 
Address Box G-776, care of Harpware Ace, 


New York. 
STOVE SALESMAN—Four years with two 


largest stove manufacturers in United States; 
eight years in general hardware. Married; age 
33; at present employed on road. Would con- 
sider management of large stove department or 
small retail hardware, preferrably where interest 
in business would be available if so desired. Best 
of reference as to initiative, integrity and ability. 
— Box G-775, care of Harpware Acer, New 
ork. 


RETAIL HARDWARE CLERK with thorough 
knowledge and over twenty years valuable experi- 
ence in all branches of the business both buying 
and selling. Ten years in last position. Good 
salesman and worker for employer’s interests. 
Highest business reference as to character, ability 
and qualifications. Address Box G-777, care of 
HarpwareE Ace, New York. 


YOUNG MAN, PROTESTANT, married, with 
10 years’ hardware, retail and jobbing experience. 
Has held position of Assistant to sales manager 
and buyer, desires to locate in New England or 
vicinity with Manufacturer or Jobber in either 
of above positions offering advancement. Address 
Box G-783, care of Harpware Ace, New York. 


SALESMAN IN METROPOLITAN DIS. 
TRICT desires to represent manufacturers of 
hardware specialties, tools, etc. Suitable for hard- 
ware trade, public utility corporations, factories, 

















etc. Would handle these products either on com. 
mission or on consignment basis. Best refer- 
ences. Several years’ experience in the line. 


eons Box G-754, care Harpware Acr. New 
ork, 
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Sales Accounts Wanted 


FOREIGN AGENCY WANTED-Representa- 
tive, headquarters in Manchester, England, with 
excellent connections among wholesale merchants 
in hardware, ironmonger, chemists, sundries, 
wall papers, oil and color, fancy leather goods, 
trade and bazars, desires selling agency of 
United States manufacturer. Address Box G-756, 
care of HarpwarE Ace, New York. 





SALESMAN WISHES TO REPRESENT 
manufacturers in Ohio. Western Pennsylvania, 
and Michigan. Has had wide experience in sell- 
ing hardware jobbers and retailers in those 
states. Address Box G-749, care of HarDWArRE 
Ace, New York. 











Sales Representatives Wanted 


Sales Representatives Wanted 





MANUFACTURERS’ REPRESENTATIVES 
calling regularly on retail hardware trade to sell 
our Carbo Magneto and Rajah sharpening stones 
and grinding wheels on commission _ basis. 
Quality line that brings repeat orders. Illinois 
(outside Chicago), Iowa, Nebraska, Missouri, 
Minnesota, Eastern and Southern States. Lib- 
eral commissions. Sales references required. A. 
GOODRICH, INC., 1500 Madison St., Chicago, 





ee ————— 


| WE HAVE SEVERAL SPLENDID territories | 


| open for salesmen who are calling on the hard- | 


ware trade to carry a popular priced lire of 
plumbers brass goods and_ rubber 
State the territory you are now calling and the 
lines which you handle. Address Box G-787, 


care of HARDWARE AGE, New York. 





Sales Representatives Wanted 





SIDE LINE SALESMEN —. on Hard- 
ware, Plumbing and Department Stores. To 
sell Popular Priced Line of Bathroom Accessor- 
ies (White Enameled and Nickel Plated on solid 
brass). A New York manufacturer desires to 
secure established sales representatives in ex- 
ceptionally desirable territories which are not 
at present covered. Only those having trade fol- 
lowing will be considered. Liberal commission 
paid. Reference and record of selling experi- 
ence required. Write for terms and territories 
available. Address Box G-751, care of Harp. 
warE AGE, New York. 





WE HAVE OPENINGS FOR FIRST CLASS 
salesmen calling on furnture and woodworking 
manufacturers to represent us or carry as a side 
line wooden inlays and _ overlays. Pesesinnnl 
opportunity. MARQUETERIE IMPORTING 
CORP., 277 Broadway, New York City. 





COMMISSION SALESMAN WANTED for 
New York State, outside of metropolitan district, 
calling on department, housefurnishing and 
hardware stores to sell bird cages, from catalog, 
for manufacturers established 1863. O. LINDE- 
MANN & CO., 35 Wooster St., New York City. 

SALESMEN WANTED — Experienced in 
hardware, to handle emergency exit locks as a 
side line on commission in New York. Address 
Box G-765, care of HarpwareE Ace, New York. 








WE HAVE AN OPENING IN) SEVERAL 
SECTIONS OF STATES FOR A COMMIS- 
SION MAN ALREADY ACQUAINTED WITH 
THE WHOLESALE HARDWARE TRADE. 
OUR LINE WHICH WE MANUFACTURE IS 
AN EXCEPTIONALLY GOOD ONE AND WE 
ARE TAKING OUT PATENTS TO PROTECT 
SAME. A HIGH GRADE BROKER CAN 
HAVE PROTECTION IN HIS TERRITORY 





specialties. | 


AFTER SHOWING US HE CAN MAKE 
GOOD. REFERENCES REQUIRED AND 
GIVEN. UNIVERSAL SPECIALTY CO. 
DAYTON, OHIO. 

MANUFACTURERS of full line household 


specialt es want local representatives in all impor- 


tant cities to handle line on commission. Depart 
ment houses, premium concerns, are all big 
users, State experience, lines handled and ter- 
ritory covered. We want none but those who can 
“make good.” For such our proposition is an 
excellent one. Address “S. .’, care of Harp- 
WARE AGE, New York. 











WANTED—Experienced enameled ware sales- 


men calling on jobbers and large department 

stores. High grade white ware. Complete line. 

Popular prices. Commission basis. THE 

a MANUFACTURING CO., Sebring, 
io. 








SALES REPRESENTATIVE wanted to cover 
Southern States beginning January first with old 
established line of Sheffield cutlery and asso- 
ciated American lines, cutlery and light hard- 
ware. Southern residence preferred. State age 
and previous experience. Address Box G-770, 
care of HARDWARE AGE, New York. 








SIDE LINES FOR SALESMEN 


Many good salesmen are looking for profitable “Side Lines” 


to handle. 


What have you to offer? Give details—insert your ad in the “Classified 
Opportunities Section” of this paper and you’ll be reasonably sure to find a 


reliable salesman to represent you. 
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DSTES FS 


| “They Have a 
1 Bull Dog-Grip” 


‘ Manufactured by 
U. S. Clothes Pin Co., Montpelier, Vt. 
Sales Dept. 
1015 Union Bank Bldg., Pittsburgh, Pa. 














| The “TORREY” 
A Real Man’s Razor 
Send for Catalogue of Full Line 


4. R. TORREY RAZOR CO. 
WORCESTER, MASS. 








YERDON CAST 
BRASS HOSE BANDS 
give JUST THE SERVICE 
you want Hose Bands for 
on All Hose Connections. 
A trial will convince. 


WILLIAM YERDON, Box 102, Fert Plain, N. Y. 


¢ 
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Economy 
Hose Attachments 


to smeoth 








American Can 





American Can Company 








Oil, Molasses and 
Dairy Gates 
Perfection Pattern. 
Made in All Styles. 


Syracuse Stamping 
Cc 





o. 
Syracuse, New York 


CARPENTER’S 
—CHALK— 
STANDARD CRAYON CO. 


Danvers, Mass. 


AXES SCYTHES 


Scythes since 1812, Axes since 1800 


RIXFORD 6.0. 


East Highgate, Vt. 


























J. L. THOMPSON MFG. CO. 
Waltham, Mass. 
Tubular and Bifurcated 


=SivVers— 











ELEVATORS 
DUMBWAITERS 


Write for our eatelog 
Energy Elevater Co. 
211 New St. Philadelphia 








Send for our Catalogue of 


GRANITE 
CUTTING TOOLS 


Trow & Holden Co., Barre, Vt. 














Taintor Positive Saw Set 


All steel. Fully 
Guaranteed. Send 
for Free Book. 






TAINTOR MFG. CO. 
113 Chambers St. N. Y. City 
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DEALERS an EVERYWHERE Iron | Benen, Gates STR A T TO Plain 7 —w in 


wn Vases 


oe HANDLES 


and Wire Work 






































=agge- 
CHAIN-LINK For Small Tools, Utensils, Electrical Goods, Etc. 
| Der ansll} \ Hl oun FENCE Enameling, both baked and air dried. 
’ Ask for Catalog - ; ; ratton, Maine 
THE STEWART IRON WORKS CO., Inc., 225 Stewart Bleck, Cincinnati, 0. STRATTON MFG CO St tto ’ 
ad 




















Robertson “Horse Shoe Magnet’ Hammers 


agg magnet which holds 7 10: E 










tack in sition for driv- mpar—— 
ing. pny Silver Medal a 
(the highest offered) at the Panama-Pacific Exposition. 
Good profit. Write for price Kast. J. H. WiLLIAMS & CO. 

Name avé éesign trade marke registered U. 8. Pat. Off. ““The Wrench People’’ STANDARD FOR 


ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. New York BUFFALO Chicago HALE A CENTURY = 











































“Red Devil” Pliers 


BOLT 
The mechanics’, electricians’, «éVICTOR” CLIPPER 
linemen’s, motorists’ and 
householders’ favorite for 


over a quarter century. Na- 
tionally advertised. Catalog 


free. Send for Catalog 
Smith & Hemenway Co., Ine. ROBERTS MFG. CO., Somerville Station, BOSTON, MASS. 


117 Coit St. Irvington, N. J. 






















l CUTS CLEAR THRU 12 GAUGE STEEL 
CRECOITE TOOLS NO. 30 BENCH SHEAR sesiene ress, 


Made with patented compound 











A complete line of qual- lever principle. Tnsur- 
ity tools at medium passed for cutting heavy 
Nail H prices. Ask your jobber sheets. Blades are remov- 
wae ammer or write for Catalog H. able for sharpening 
Write for folder. 
MARION TOOL WORKS, INC., Marion, Indiana BARTLETT MFG. CO. 430 E. Lafayette Ave., Detroit, Mich. 








Welding Compound is best by every =: ee 99 
test. ee —s of any steel as * HACK E; SAWS 
easy as Iron. Stock it and increase =: 

> QUALITY SERVICE 
your sales. 330 «UNIFORMITY ess Ea OISTINCTION 































wanet~edined z “The Toots in the Plaid Bor” 
ANTI-Borax Compounp Co. 31 AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 
Fort Wayne, Ind. 33 HACK SAWS - BAND SAWS — SCREW ORIVERS - GLASS CUTTERS 
Fly Screen Cloth | | ETAL WARE] eee 
Attractive finish, durable — and other 
quality. We can fill your Cooking Ware 0 Sheet Steel 
d l 4 ~ ’ BUILDING 
orders prompt y. NAILS g =e mk MATERIALS 
Write for prices CARS CUSSUSTS CORRUGATING COMPANY ‘© 
Bronze . ‘ Pat Your Needs Put Your Needs 
and Copper Spargo Wire Co., Rome, N. Y. up to Wheeling up to Wheeling 




















Ask your jobber for 


Better Machine Screws CALDWELL SASH BALANCES 


SF 





. : Thirty-five years of service is assurance 
for the Hardwa — 
re Trade CALDWELL MFG. CO. 
HARVEY HUBBELL, INC. _ Bridgeport, Conn. 9 Jones Street Rochester, N. Y. 























BROWN & SHARPE TOOLS 


SUNBEAM 








CABINET/ _\ HEATER For Nearly 100 Years There Has Been No 

This modern heating plant requires no basement, yet it heats the emtire » Substitute for Brown & Sharpe Quality 
bouse. It takes up little space end is as attractive as «@ fine piece of Send for Small ol Catalog N 4 
furmitere. Write today for our dealer proposition. ‘ 7 OL o. 2Y 


THE FOX FURNACE COMPANY : 
iencess Maan af adie Haaiemes BROWN & nevi MFG. CQ. 
ELYRIA, OHIO PROVIDENCI ‘ 
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THE ADVERTISERS INDEX is published as a convenience and not as s part of the advertising contract. Every care will be taken to index correctly. 
No sllowance will be made tor errors or failure to insert. 
A G Republic Metalware Co................... 88 
i I iia sec isnec ening 360050048: ae rrr rere 98 | Richards-Wileox Mfg. Co................. 69 
American Bolt & Screw Case Co.......... 100 Gillette Safety Razor Co.................. 83 Rixford Mfg. Co............-.++-0.0e-0s- 103 
American Can Co...........-:eeeeeceeees 103 a TTT TTT rere ee 28 Roberts Mfg. Co...............-.+..-+05- 104 
American Cutter Co.......ccccccccccccees 84 SE Sock Faunteseseesasonveus 20 Robertson, Arthur R..................... 104 
American Sales Book Co...............-. 33 Rock Island Mfg. Co..................... 91 
American Saw & Mfg. Co...............- 104 H cna a agp ign ot ee 100 
I EE Me ie ncee sudvenseses 13 : mage Me ree COHESERATS RE CR CHS T.O4 93 
Aesteen Meenas Mite, Go... ..........0-. 84 segs ge ag lineal etal oa SS err eee 98 
American Sheet & Tin Plate Co........... oe). * > ere mn 97 Ss 
American Steel & Wire Co............... 14 EEE LOD OP TE EE ee Peer ee 97 : 
American Stove Co........cccccccccvccses 100 Hubbell, Inc., Harvey................-.-- 104 St. Louis Rubber Cement Co............. 96 
American Wire Fabrics Corp............. 18 ; ’ Samson Cordage Works.................. 101 
Anti-Borax Compound Co................. 104 I Sargent & Co..............0. cece ee eeeee. 10 
Armstrong Mfg. Co............-.-eeccee- 92 EE incl danedeenensaeveeese 81 
Athkine & Co., B. Cr... ccccccccccccccuces 5 Independent Lock oe 28 i cikeaiws ces seiesavcees 84 
International Silwer Co... ......ccccccces 8-9 Schroeter Bros. Hdw. Co................. 27 
R eM is cA come sbdenseeseveeeees 101 Shapleigh Hardware Co.................. 108 
Datends Cou. Bho We Wie cncccnccccccvcce 29 ee re 98 Sherman Mfg. Co.. H. B................. 90 
SE Gy Be Mocs cc ocvcsverescesevesees 24 Shumate Cutlery Corp.................... 84 
ME ss ce seesedeeveesoeeseess 104 J Simonsen Iron Works.................... 100 
Baur Tack Co... .... occ. cccccccccccccccce 94 Jennings Mfg. Co., Russell............... 98 Smith & Hemenway Co., Inc............. 104 
Beisser Key Machine Co.................. 99 Smith & Son. Inc., Seymour............. 106 
Bemis & Call Co.......... cc ccccccccccee 95 K EEE 104 
Oe SE eee. 101 NS ee 18A-18B Special Chemicals Co..................... 101 
GR as cnc cadence enkivensauns 101 Keil & Son, Inc., Francis................ 99 Squeez-Ezy Mop Co................-.-++. 96 
Bissell Carpet Sweeper Co................ 28 Ne cca i eenGwienint cae wiee 96 Standard Crayon Mfg. Co................ 103 
i bianiedecksonsncens-es-oes 15 Standard Plate Glass Co................. 100 
Bommer Spring Hinge Co................ 92 L iondindsdéwaaaseonns sa 19 
Brown & Sharpe Mfg. Co................ 104 Lalance & Grosjean Mfg. Co............. 90 Sterling Whee'barrow Co................. I 
Cc Lamson & Goodnow Mfg. Co............. 83 ee po baad ae corecereescceces aa 
ndre ey ~tratton anuracturing Pb tewenwn cea dewe 
COND THM GR... ccc ccccccccncsescces 104 oe aaaaing a. o. ee ecerececccecescees we Supertron Mfg. Co............-.---0000-: 23 
EE, Si ccdecacehendunseeed ees 78 oa) SS See 91 Syracuse Stamping Co., The.............. 103 
Ge WU, Be ccc csevcccccccececes 71 Ludlow-Sayler Wire Co................... 20 
ee SE a ines beet bene baees 75 ie ee 91 T 
Cheney & Sons, S........................ ee ee ee CE SE ee 103 
Chicago Spring Hinge Co................ 95 M Thomson Mfg. Co., Jud-on L............. 103 
Cleveland Wire Spring Co................ 90 . : Threadwell Tool Co., The.............--. 101 
nil Cn hd 604 96.4 06-4604006% 21 own Wie ne guage lleceaael adel cata oe Titchener & Co., E. H.............--.--. pb 
Columbia Tire & Rubber Co.............. 17 ao alge oe ara ed eel a ea = Torrey Razor Co., J. R......-.----+++--- 103 
Conneaut Shovel Co...................... 93 Michigan Metal Products Co.............. 34 Trow & Holden Co................++.--: 103 
Continental Wood Screw Co............. 92 Milbradt Mfg. Co.. tee e eee e eee e eens 99 Tubular Rivet & Stud Co................. 23 
Corbin Screw Corp....................... TE <p guar ~ nga lana aE gee U 
Corcoran Mfg. Co............. 76 Morrill. OS er eee 91 
Cyclone Fence Co........................ 27 Murphy’s Sons Co.. Robert............... 85 i, ee ee Sibi sv view ese nwicsnneds 103 
- adi Myers & Brother Co., F. E............ 26, 98 Vv 
Dazey Churn & Mfg. Co.................. 85 N ee Ce cee esneinsetiowen 30 
I i a a 7 National Level Mfg. Co.................. 101 W 
Diener Mfg. Co., Geo. W................. 98 New Britain Machine Co................. 22 
Disston & Sons, Inc., Henry.............. 34 PON GE ise cc vveccesive covers 87 Wagner Mfg. Co................0eseeeee. 108 
Demtey Gilp. Oa, The......cciccccccccces 100 O Sete Soe. Oe. Rabe hnsthe eter eeken B 
arren SS ee 
: : rren Tool & Forge Co.............-.-- 12 
ee 103 Ontario Knife Co........................ 83 Waters Chain Co... ee ee ee ee 100 
EE sth vcedecncovtadeassacia 95 Osborne & Co., C. 8.................+... 10% Western Importing Co.................+-: 93 
SY ME GD, ove cccnsscceceseees 103 P Wheeling Corrugating Co................ 104 
Ensign Bickford Co...................... 98 White Co., L. & I. J... 0... +e cece eee eee: 96 
Eversharp Shear Co...................... 84 Sata —_ 7 Seer eeeecrcercccecceeoes $2 ee re eee 11 
aten Pt Met pehe6b anes ve od teees 99 ; : 8 
F inn . Wick wire Spencer Steel Coe.............. | = 
Fate-Root-Heath C P a eee ee 
- De ahetdsaedeuentuneune 95 Peerless Electric Co...........0...seeeees 94 Winslow Skate Mfg. Co., Samuel......... 93 
SO GOR... vseetscctscsiewes 24 Pittsburgh Steel Co...................... 31 es ck cc un cdedeatoenwane es 81 
Ferdinand & Co., L. W.................. 99 Prentiss Vise Co...........cccesccccccees 22 Witt Cornice Co..... - LPL LERE AAD 25 
Fisher, Bruce & Co...................... 77 IE BE Gs ccccsceccscesecscecs 90 
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IS S KORREKT KUTOFFS 


a * 
. “ E 


best 


because built better 
in nine vital details 


Big, full throat 
Efficient Cut-off 





Extra long legs 
Unequalled Style 
Adjustable Switch Sturdiest Material 
Perfect Action No solder used 


Galvanized AFTER formation. 


HOSE are the nine better features, which make “Kuehn’s 
Korrekt Kutoffs” the best. Perhaps, from actual experi- 
ence, you have just known that they have no equal. 

And even if you are one of the thousands of Sheet Metal 
Men who for years have used Milcor Rain Carrying Equip- 
ment, you will appreciate this pointed reminder of the good 
selling-points embodied in this product. 


But if you haven’t standardized on Milcor Eaves Trough, 
Conductor Pipe and Trimmings, including “Kuehn’s Korrekt 
Kutoffs”, see to it that your customers hereafter get these 
advantages. Start this move toward better business by in- 
cluding a stock of these fine cut-offs in an order for other 
Milcor Products. Consult your Milcor Net Price Book. 


write for one at once. ) 


MILWAUKEE CORRUGATING COMPANY 
MILWAUKEE, WISCONSIN 
Kansas City, Mo. 


(If you haven't a copy 


Chicago, Iil. La Crosse, Wis. 


\ MILCOR> 


\ Kuehn’ s Korrekt Kutoffs”’ 
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5 MixccoRs 

Largest Manufacturers of 
| Eaves Trough, Conductor Pipe 
and Trimmings in the U.S.A. 








| Milcor Crimpedge Gutter (Pat’d) 
Single Bead, Lap Joint 











Milcor Crimpedge Gutter (Pat’d) 
Single Bead, Slip Joint 





Milcor O. G. Gutters — Many Styles 











Milcor “‘Interlock’’ Conductor Pipe Round 
or Square, Plain or Corrugated 








Milcor One-Piece Elbows (Pat’d) Round 
or Square, Plain or Corrugated 


pyar 


HH LELELEL ELL 
THO 





Milcor Stove Pipe and Elbows 
Furnace Pipe and Fittings 








The MiZCORg Line 


is now manufactured in any of the 
following metals: Sheet Steel, 
‘‘Coppered Metal’’, Armco Ingot 

Iron, Copper, or Zinc. 
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Go After It NOW! 


HOUSANDS of hardware merchants 
are “cashing in” on the steadily grow- 
ing demand for Folberth Automatic 
Windshield Cleaners. 
; Your opportunity for making safe, steady 
profits in selling Folberths is better now 
than ever before, 


Standard models are the “Universal” at $7 
and the “Junior” at $5. Folberths are used 
on every make of car excepting electric. 
Ask your automotive supply jobber or 
write us direct for complete details. 


THE FOLBERTH AUTO SPECIALTY CO. 
CLEVELAND, OHIO 


FOLBERT Fi 
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TRADE REGISTERED 
IN THE U-S.- PATENT OFFICE 


gresst ssiye Good 
Ry CIVICE 
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Be iether aes: 


ace HARDWARE CO. 
INTERNATIONAL DISTRIBUTORS 


DIAMOND EDGE im, DIAMOND EDGE 
TOOLS ee ED > CUTLERY 








“DIAMOND EDGE IS a Ou wir) PLEDGE” 


a en ~ ose = see ane ee ge co : a & angus om ae 
me 


Sr 
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Shapleigh National Series No. | 320 
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In this issue— 


Beginning Mrs. Bernice Bowser’s monthly 
comment on best methods of {mer- 
chandising Lamps 


Showing your customers actual cost of 
appliance operation—Let’s Sell Heaters ogi 








Sell the washer the | 





housewife needs 
---she pays you 
_. your protit 








ee . You want more washer sales—more profits. 





. « To get them, sell the washer that will do 
, | more work for the housewife—all the work 
€ —not half of it! 

D>. Let’s think a minute about the washer 





field: 








a 1. Among the better washers there has been such a de- 
<5 cided similarity in selling features that competitive demon- 
TT ae strations have been almost a farce. The Dunham Whirldry 
| i| Se es , has changed this situation. Whirldry features will posi- 

i gee Sg tively outdemonstrate any washer anywhere. 

. » iy 3 a 

ciiee ate Gea = ee be 2. The replacement market is growing. Women who own 
water. No splash- rave Ua ordinary washers want better ones. There isn’t a washer 


anywhere that has so many extra advantages, such valuable 
selling appeals, as the Whirldry. It makes housewives want 
new washers! 


ing even with 
cover off. 


3. You have heard a lot about “no servicing.” Pieces of 
machinery can never be completely service-proof, but you 
know just where to find the causes of most washer service 








Sie oe calls. A study of the simple construction, the few parts of 
por = the Whirldry, will prove to you that it is truly an engineer- 
\ ing triumph. 

< Fast drving in 4. The Dunham Whirldry was planned to sell faster, at 

basket without per- increased profit for the appliance merchant, because of its 

ae | | anlage = — ability to do more work. It outdemonstrates competition. 

Ae Coie aeunted oa Its features actually create a demand. The Whirldry stays 
)\ f° clothes in basket. sold and you keep your profit. 





Ce ES a 
A \Gaeneeia’/d | rome _ George W. Dunham Corporation 
i, eee sit \} \¢ Whitesboro Road and Genesee St. 


,* , , ’ 
edges » Peete 
y eee ‘ : ° 
ete? ‘ ' ‘* 
, 4 ‘ : 
































| Utica, New York 
No water-level to 
watch. Overfiow 
tells when properly 
filled. \ 4 
— —— 
f _ 
- Discharges at tub 
VS height in about 
one minute. Can 
; => be refilled while 
- emptying. 
i i ; A} 
7" ; : | ; | \" 
A t 
SR al 
pil = T nt . | 
~ ' mI 
~ "See — ae oe ' 
a n 
—~_ —— _¢-— =—- 
SS = 
Cleanest water 
continually pumped i 
through clothes 
being washed in 
basket. Dirt flushed : 
out to tub below. ay y 
f 
\4 
c 
Flat, enameled 
table-top at exactly 
table-height. 
Handy to use and 
easy to move 





about. 








AGLITE 


TRADE MARK REGISTERED — PATENT APPLIED FOR 





AGLITE 
Porcelain 
Enamel Units 


Types & Prices 

Ceiling Type 
No. A722 Keyless 

_ 7. 
No. A723 Pull Chain 

- + - $3.60 


Standard Package 
Carton of 4 


Wall Type 


No. A724 Keyless 
- - - $2.75 

No. A725 Pull Chain 
- - - $3.60 


Wall Type 
With Plug Re- 
ceptacle 

No. A729 Keyless 
No. A730 Pull Chain 
- - - $4.95 
Standard Package 
Carton of 4 








Porcelain 
Enamel Units 








Which Fixture 
Would You Buy’? 


If you had your choice, and they 
cost the same. Aglite Porcelain 
Enamel Units, with their white por- 
celain enamel finish, guaranteed 
never to check, peel or discolor— 
with no visible scréws or metal parts 
to prevent instant cleaning— 


Or the old fashioned fixture shown 
here? 


Aglites, of course. So would every 
one of your customers. Few people 
can resist the glistening beauty and 
compact construction of Aglites. 
And for use in bathrooms, kitchens, 
pantries and the like, they have no 
equal. Thousands are being sold 
daily. Can you afford to miss out 
on your share of Aglite sales and 
profits? Write today for details of 
our sales plan for dealers and new 
catalog showing the complete Aglite 
line. No obligation whatever. 


J221 





Lhe Fpwin FEF. Guia COMPANY 


DESIGNERS: ENGINEERS -MANUFACTURERS 


Lighting Equipment 














2617 Washington Avenue 
BRANCH OFFICES (Sales and Service) In Principal Cities 


St. Louis, Mo. 














A BIGGER BETTER 


JEWEL, 


ELECTRIC VACUUM CLEANER 
Was $55.00—Retails Now for Only $39.75 


Quality merchandise at the lowest, consistent price is the kind that sells 
People, today, know value and refuse to buy articles which are over- 
priced or built down to a price. 

Demonstrable, superior cleaning efficiency, outstandingly handsome ap- 

































FEATURES 


of this 
Bigger Better 
Cleaner 


Oversize 1/5 H.P. 
motor with plenty of 
reserve power for the 
hardest work. 


Non-cramping Pistol 
Grip handle with convenient 
push button switch. 


Full 14-inch Streamlined 
Aluminum nozzle. 


Long nozzle points get into 
corners and out-of-the-way 
places. 


Special rear roller adjust- 
ment to raise or lower noz- 
zie for different rug nap 
thicknesses. 

Finest aluminum castings. 


Double _ detachable, self- 
cleaning brush. 


Tested and approved by 
famous Institutes. 


Guaranteed for 2 Years 





CLEANER 








pearance, high grade features and an iron-clad two-year guarantee are more 
than enough to prove that the JEWEL is a quality cleaner. A reduction in 


\ 


\" 


Y 


price from $55.00 to $39.73 makes it the highest grade cleaner selling at a 
popular price and, consequently, the biggest value 
on the market. 

Hundreds of JEWEL Dealers are building large 
volume businesses right in their stores without 
house to house canvassers by simply showing the 
JEWEL to their trade and mentioning the new re- 


Plan for your Christmas 


Trade NOW 


The approaching Christmas 
season offers you a splendid op- 
portunity to feature the JEWEL 
at its low price as the ideal 
Christmas gift. There is a jobber 
in your territory who will permit 
you to stock JEWELS now and 
to take your discount January 10, 
1926! You will thus be able to 
cater to the Christmas trade and 
to bank your holiday profits— 
before you pay one cent. 

Send for a sample JEWEL 
now. If your jobber cannot sup- 
ply vou write us. 


CLEMENTS MFG. CO. 


608 Fulton St. 
Chicago 


Long Distance 
Telephone 
Monroe 6606 






















ELECTRIC 
LAWN MOWER 


T’S NEW—developed by the oldest and 

largest manufacturers of lawn mowers in 
America. : 

A thoroughly practical and efficient power 
lawn mower. Simple, clean and quiet—all 
the operator has to do is steer it. 

Be in line to supply the demand in your 
locality. Orders taken now for spring deliv- 
ery. 





Coldwell Dependa- 
ble Lawn Mower. 
Tiventy-one inch cut. 
1/4 acre an hour. 














Cut steel gears run in 
oil. 


7 = 1 ry : 


DEPENDABLE LAWN MOWERS 


HAD, HORSE AND MOTOR 


Timken Tapered Roller 
Bearings. 

General Electric Spe- 
cially Designed Uni- 
versal Motor. 


. ' Automatic reel takes up 
Detailed literature and 
attractive dealer propo- 
sition for 1926 upon re- 


and pays out the suz- 
ply cable. 











quest. 
D ' f 
Clvnws PATA mona rea , mh... 10 vival. 
66 99 
As easy to operate as A Vacuum cleaner 
- 
COLDWELL LAWN MOWER COMPANY, NEWBURGH, N. Y., U. S. A. 
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/ Complete Server 
Refrigerators, 
with compressor 
t in the base. Ina 
range of threesizes; 
t 
strongly built and 
thoroughly insu- 
j lated; large food 
' compartments 
. andexceptional 






capacity in the 
freezing compart- 



















































SERVEL Machines Commercial Machine 


For installation in any good refrigerator. Capacity equalling one-third to one-half ton 
Cooling tanks in nine sizes, to fit all refriger- of ice for butchers, grocers, large cafes, small 
ators. Twin cylinder, air-cooled compressor, hotels, large yachts, country clubs and 





PARISI REROONSS 






made in two sizes—one for household use, country homes, etc. 


a larger size for yachts, large homes, ice cream 
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ONSIDERABLY more than a million 
dollars will be spent in national ad- 
vertising of SERVEL electric refrigerators. 
Thousands of people in your city already 
have the desire to own this newest of great 
household conveniences. Think what the 
demand will be in another year, when this 
tremendous advertising begins driving the 
message home. 

Every wired home in the country is a pros- 
pect. About70,000have electric refrigerators 
—and every family so blessed is doing en- 
thusiastic missionary work among friends. 
No one dares predict the number of elec- 
tric refrigerators that will be in use five 
years from now, for the market takes in 
every class from mechanic to millionaire. 

Electric refrigeration fills as great a public 
need as the automobile, the washing ma- 
chine, or the radio. As along wanted utility, 
electric refrigeration is swiftly gaining in 
popularity. For four successive years, the 
sale of electric refrigerators more than 
doubled the record of the previous year. 
This year, the fifth, more electric refrigera- 
tors are being sold than in all the com- 





on Dollar Advertising 





EL? 


bined years preceding. The age of electric 
refrigeration is here—are you preparing to take 
advantage of it? 


Nearly four years ago, the SERVEL Electric 
Refrigerator made its bow toa small, critical 
audience. It included the executives of lead- 
ing electric light and power companies— 
keen judges of electrical appliances, who test 
before they testify. In SERVEL they found a 
simplified, improved domestic cold-storage 
plant that could be heartily recommended 
to the customers. 


Commonwealth Edison Company of Chicago, 
Rochester Gas and Electric Company and Phila- 
delphia Electric Company are among the oldest 
friends and sellers of SERVEL. Year by year the circle 
has widened. Thousands of SERVEL refrigerators 
are now giving complete satisfaction in homes 
from coast to coast. Liberal financial support has 
been forthcoming; The SERVEL Corporation is 
now ready and fully equipped for nation-wide 
expansion. 


A priceless opportunity is open to dealers who 
have the force, facilities and ability to sell SERVEL. 
Will you join us in an aggressive sales campaign 
that is supported by vigorous advertising and a 
machine that lives up to its promises? 


Distinctive features of SERVEL 


1. A refrigerant with a temperature of 10 degrees below zero at normal 
pressure. This gives quick, economical refrigeration. 


offensive odor. 


electric energy thriftily. 


This refrigerant is harmless, non-corrosive to metal, and free from 


A twin-cylinder compressor that is quiet and highly efficient. It uses 


domestic requirements, and 95 per cent of commercial needs as well. 


larger sizes make 100 cubes. 


4, A range of sizes in machines and cooling tanks that takes care of all 


The largest capacity of any refrigerator on the market for making ice 
cubes. Even the smallest SERVEL makes 60 cubes at a time, and the 


F The SERVEL Corporation EG-0521-3 : 
17 East 42nd St., New York 


We are interested in SERVEL dealer- 
ship. Please send particulars. 


Name 





Street 
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THE NAME A MILLION 
WOMEN KNOW 


ew 1926 Model Thor 77 


It offers you 


@ No Servicing. Shaft-driven brush. 
Lifetime Service. 


(1) Large Profits. 


@ Exclusive territory open for deal- 


ers and distributors. 6) Beauty. A masterpiece in every way. 


@ Pre-eminence. Out-demonstrates © aT ee Ditetenente Te Gonst 
any cleaner. Brush and suction, or aaadie ; 
straight suction at a touch. Floating ; 
brush. No adjustments necessary. @) A Competitive Price. 


Send for full information 


HURLEY VACUUM CLEANER CO. - Steger Bldg. - 
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Set up a factory—and 
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Yo! Ho! Ho! Boys what do you know? 


Ten little Jiggeties hustling like fun — 
they'll be 


own this Christma 
t e 








—elbectrn ally operated 
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ADVERTISING | 
° FALL 1925 
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do you know sbout bm 


ASK THE ELECTRIC QUESTION 
IT KNOWS—And it tells you by Electricity 











NATIONAL GEOGRAPHIC 
AMERICAN BOY 
BOY’S LIFE 

YOUTH’S COMPANION 
CHILD LIFE 

POPULAR SCIENCE 
POPULAR MECHANICS 











Ren NOT STUCK Up’ 


But!! 
try 


in Miniature’’ 


Paste this in your hat. 
will have Young America sitting up and taking notice—and live dealers 
This campaign will ring the bell— 


sitting up and taking orders. 


OF YOUR CASH REGISTER. 


This Fall’s advertising campaign of Knapp ‘“‘American Indus- 


Full pages in color—half pages—quarter pages——nearly 8,000,000 different ads in all. 


American Boy, National Geographic, Boys’ 


Science, Popular Mechanics—magazines with recognized 


Add to which—a wonder catalogue and a 


CORKING LINE OF DEALER HELPS. 


Write—that’s right. 


NATIONAL INFLUENCE. 


Life, Youth’s Companion, Child Life, Popular 


NAPE FLE CTRIC C2 RPORATION 


Dept. 103 


‘‘AMERICAN 


Bench Drills 

Sensitive Drills 

Punch Presses 

Rocker Screens 

Mixing Kettles 

Lathes 

Hack Saws 

Emery and Buffing IVheels 


INDU 


Knapp Transmission 
Accessories 


Pulley Countershaft 
Pulley Countershaft 
Pulley Countershaft 


Pulley Countershaft 


STRY 


Knapp Motors and Motor 


A ccessories 
battery, 


Miniature motors. 


or 


C. from 1.50 to 5.50, 


many models 
Knapp Bild-Own Parts 
Electric Questioner 
Transformer 


9 


Port Chester, N. Y. 


IN MINIATURE’’ 


The only 1 
former 
Rheostats 
Motor Generators 
Hand Generators 
Motor Gear Boves 
Hand Drive Gear Boxes 
electric Thriller 


Accessories 


volt Stop Trans- 














More than 9 million 
sales-talks —~ 
forabig autumn! 























\ 
: 
ORE than 9 million sales- 
making pages invading 
homes this autumn! Each one tell- 
ing in emphatic manner the story of 
Premier Duplex cleaning-suprem- 
acy! Convincing both women and 
men that the Premier is a home ne- 
cessity. These ads are drumming ; 
up lots of trade. Stock-up—take ad- 
vantage of the autumn boom—and 
pile up bigger-than-ever profits! 
D I Saturday Evening Post 
Oo you wor September 19 .........-2eeeeceees 1 page ; 
with the tide? OCTOBER 17 ..... 2 PAGES IN 2 COLORS ) 
Mame BG occ cc ec cececeeese ces 1 page 
Do you try to sell the Decembber 12 .... cc cccccccccsess 1 page 
things that have _ not 
reached the popularity- Good Housekeeping Woman’s Home 
point? That are not September Companion 
boosted by large national October October 
adve Pe ee a ' November 
rti ng Stop: December November 
Sell with the tide. Sell | December 
what the public wants— Ladies Home 
and what the public Journal Pictorial Review 
reads about. Write to- September October 
day for details on the eae ll November 
tranchise in vour terri December December 
tory. Bea Premier Du- 
“ag dealer—and make 
the greatest profits in 
the electric cleaner @ 
world. 6 m 
Ve) Electric Vacuum Cleaner Co., Ine. b 
Cleveland Ohio 
- ~ Manufactured and distributed in Canada by the Premier 
ee ee ees a + ee and also dis- 
tribute y¥ the Canadian Cenera Aectric ompan 
General Offices, Toronto. or ee SP 
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S. F. KEEGAN 
Wiviston Manager 
New ENG ianp Division 





D. C. CUNNINGHAM 
Division Manager 
Syracuse Division 





J. H. WALL 


Burraco Division 





WM. McDOWALL 
Division Manager 
No. New Jersey Division 





R. P. ROEBUCK 
Division Manager 
N. E. Pennsytvania Dry. 





C. WM. DUNCAN 
Dimsion Manager 
PHILADELPHIA Division 


ation Behind 


NY manufacturer with sufficient capital 
can easily build a factory for making a 
product. But time only can perfect an or- 
ganization to secure and maintain the busi- 
ness to keep that factory in operation. A 
business without an organization is like a 
ship without a rudder. 





eis eee! 


The present executive and sales personnel 
of this company is the outgrowth of thirty- 
three years of organization effort. Organiza- 
tion, plus a quality product, has made 
possible the quick success of the Nrew 
GAINADAY Washer. 


Every merchant who sells the NEw GAINA- 
DAY is looked upon as part of our Sales or- 





W. L. RODGERS 
President 




















C. B. BARTON 
Secretary 








JAMES SELLERS 
Dniiasion Manager 
W. Pennsytvania Diy. 





J. L. WICK 


Service Manager 


J. G. REUTER 
Credit Manager 





A 


R. F. McCORKLE 


Division Manager DPivtsion Manager 


W. M. KEISLING R. B. NICHOLSON 


Division Manager 


H. R. HAMILTON 


Division Manager 
Pittspurcu Division W. Vircinta Division 


No. Ouro Division So. Outro Division 






























ganization. He is our ‘‘point of sales contact” 
with the consumer, and upon what he sells 
depends our business. We are not so much 
concerned with how many New GaIna- 
DAYS a merchant buys as how many he 
sells. 














E. J. CHECKLEY 
Dunston Manager 
CALIFORNIA DIvIsICN 


Therefore, we have built an organization 
both in the office and in the field, trained te 
help our merchants make constantly in- 
creasing sales and greater profits. 





GAINADAY ELECTRIC CO. 
3000 Liberty Avenue 
Pittsburgh, Pa. 


P. R. CONLEY 


No. CaLirorNIA 















P. A. HORTON 


So. CALIFORNIA 





J. F. ROCHE 
Sales Manager 








H. L. PECK 
Division Manager 
PortLanpb, Ore. Division 




















C. S. MORASH 
Division Manager 
Denver Division 






W. H. McBRIDE 
Advertising Manager 




















WM. F. SMAIL J. J. MULLEE 


Treasurer Factory Superintendent 





R. F. KIMBALL 
Div S701 Manage r 
St. Louts Division 








T. J. MORAN W. H. ROSE J. J. SHEARER M.S. HEZZELWOOD J. J. THOMPSON S. C. CUPP 
Division Manager Division Manager Divistou Mauager MixNearoutis Division Dfision Manager Cxicaco Division 


Micnican Division JWOIANAPOLIS Division MINNEAPOLIS. Division Cuicaco Division 


























Evidence of Stability 


HE result of sound business 
principles adhered to for a third 
of a century, combined with good 
products and good will, has built 


this factory. 


It is the physical evidence of per- 
manence and stability. Backed as 
it is by strong financial resources 
and sound sales policies it becomes 


to you, the merchant, a guarantee 
of a permanent and successful busi- 
ness In your own community. 


It is Your Factory, Your Organi- 
zation and the handling of the 
NEW GAINADAY in your city or 
town gives you a valuable franchise 
that will rapidly build a profitable 
business for you. 


GAINADAY ELECTRIC CoO. 


3000 Liberty Avenue, Pittsburgh, Pa. 
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Folding 


READ WHAT DEALERS 
AND USERS SAY 


1 
, oner 


Ml 


3 months our retail sales on No. 30 
75 to 9O machines per 
we have made in- 
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‘In the past 
Ironers have been averaging 
month..... The rapid turnover 
dicates the great possibilities.’’ 


The T. B. Rayl Co., Detroit, Mich. 


‘The work and results of our sales organization 
with this new ironer indicate it is the most success- 
ful and outstanding new appliance that has come 
on the market in many years..... We have found 
your No. 30 Ironer one of the easiest devices to 
sell of any we have handled.’’ 


Shepherd-Rust Company, 
Wilkes-Barre, Pa. 


‘Since giving our salesman the 
Thor No. 30 Ironer to sell our only 


problem now is to get enough of 
them.’’ 
A. Sehlueter & Co. 


Oakland, Calif. 





‘‘The ironing that used to take me 
half a day is now done in one 
hour. I don’t know how I ever 
got along without it.”’ 


Mrs. Geo. H. Sehmidt, 
San Francisco, Calif. 

















‘“‘Am so,pleased with the Thor No. 30 Ironer I 
cannot say too much for it. It’s a wonderful 
labor saver..... Am demonstrating to the neigh- 
bors. They all want them.’ 


Mrs. M. R. Hill, Los Angeles, Calif. 


Every woman who has a .washing machine is a good 
prospect. 
Hitherto there has not been space in the kitchen for an 


ironer—and women do not like to iron in the basement. 
The new Thor Folding Ironer folds to about the size 


‘‘T am a Doctor’s wife 
with three children under 
five and I iron every- 








HURLEY MACHINE CO. ER ee ee ene ee 
Chicago New York San Francisco Se Oe eel eae 

Manufacturers of the Famous Thor Cylinder Washer 
lta BGO beni as ae eee ie mame 


; . ’ thing in the wash on 
of a kitchen chair and can be rolled into a closet or the Thor Folding Ironer. 
corner when not in use. Or it can be rolled to any ag A gs 
cheerful, convenient place in the home to iron. Needs gowns, etc., for the 
no special wiring. Attaches to any convenience outlet Poctor-....as many as 

._ 31 suits for the children, 
for both electric heat and power (or may be had for  eéte., in one week. I 


gas heat. ) 
Approved by the Underwriters’ Laboratories. 


Covered by Hurley’s ironclad guarantee bond. 


Saturday Evening Post advertising starts October 24th. 


SEND FOR PROPOSITION 


Dealers who have the franchise for the new Thor Fold- 
ing Ironer are adding new, large profits every month. 
You, too, can make large profits. Send the coupon for 
our special sales proposition. We will help you sell 
with a specially worked out campaign to fit your local 
needs, with handsome literature and with powerful 
national advertising. 


Send the coupon now. It entails no obligation. 


7 


iron in 2%-3 hours. I 
save $11.00 per week.’’ 


Elizabeth T. 
Bullard, 


Cornwall, N. Y. 


HURLEY 


Chicago, 


ing 
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2109 South 54th Ave., 


Send full information on the 
















MACHINE CoO., 


ill. 
lold- 


new Thor 


Ironer and your sales proposition. 
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You and Your Customers 
Have Been Waiting for This 


A perfected current supply unit at a reasonable price. About the 
size of the old storage battery alone, yet takes care of the entire “A” 
and “B” current supply for from one to eight 5-volt, 14-ampere tubes. 
Also separate terminals for No. 199 type tubes. 


Maintains tubes at their highest efficiency. Longer distance, greater 
volume. Just plug into A.C. house lighting circuit. 


No hum or noises. Costs an average of half cent an hour. All 
complete, ready to operate, including tubes, $57.50. 


Specifications: Cabinet handsomely finished in a rich mahogany 
tint crystallized lacquer. Compact: 11 in. by 8 in. by 7 in. Weight, 
35 lbs. net. Complete with extension cord and attachment plug. 
Model AB-1 is designed for use on circuits from 100-120 volts alter- 


nating current, 50 to 133 cycles. 
mest $47.50 Wii 
GRIGSBY ~ GRUNOW~ HINDS ~ CQ 
4556 ARMITAGE AVE, 
CHICAGO-ILL 
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ELECTRICAL GOODS 


Section of the 


HARDWARE AGE 


For the Electrical, Lamp and Radio Departments 


Section Two 








In This Issue— 
Editorials 
Best Methods in Lamp Departments F 20 


By Mrs. Bernice Bowser, Lamp Editor of “Electrical Goods,” 
whose long experience in lamp merchandising and her 
wide acquaintance permits her to speak with authority. 


Showing the Customer Actual Cost of Appliance Oper- 


ation 22 
The writer of this article, an experienced merthandiser, 
built a test board that convinces. He tells how. 


More and Better Sales by Better Salesmen............ 34 
Solution of last month’s problem and a new one. 
eee 28 


This is the selling season and everybody needs and wants 
one, so why not cash in? 


The Lady of the Lamps 27 


Introducing the new Lamp Editor, whose suggestions will 
be worth real money to you. 


Lamp Bulbs as Key to Many Sales................... 24 
This merchant cashes in by having disp/ay at rear of store. 
Direct Mail Campaign to Reach 8,000,000 Families.... 56 
A story of one thing the National Electric Light Association 
is doing. 
Lamp Stock for a Hardware Store.................... 33 
Principally a story of what an additional display space did. 
ELECTRICAL GOODS IN PICTURES. 


New York Radio Shows 39 
Season’s First Radio Show 40 
Gift Lamp with a Story 44 
Keeping the Stock Attractive 46 
From a Woman’s Point of View..................... 26 


Mrs. Chantler tells what the women are thinking in the 
fall and what they think of heating appliances. 


The Message from the Radio Shows.................. 59 


Arthur Sinsheimer gives you the benefit of his study of the 
new features of Radio. 


The Gold Rush in Radio About Ended................ 26 
A timely message from Mr. Sinsheimer, the Radio Editor. 

A Small Space Wins Women’s Attention...... eet 38 
Telling the story of a success. 

Small Display Effective in Electrical Cleaner Sales..... 32 

ee oi hane ee enn eee ewe ke 64, 65, 67 

Successful Display of Clamp Type Lamps............ 48 








GEORGE H. GRIFFITHS, General Manager 
FRANK E. WATTS CLYDE JENNINGS 


Manager Editor 
ARTHUR SINSHEIMER MRS. BERNICE BOWSER 
Radio Editor Lamp Editor 


Publishing Address, U.P.C. Bldg., 239 West 39th St., New York City 





October 1, 1925 


An Added Feature 


I adding lamps to the topics to 


he considered editorially in ELEc- 

TRICAL GOODS, the editors believe 
they are extremely fortunate in gain- 
ing the services of Mrs. Bernice 
Bowser, who began her contributions 
with this issue of the magazine. 

On another page, Mrs. Bowser’s 
varied experience in this line of mer- 
chandise is set forth. Her contribu- 
tions to this issue of ELECTRICAL 
GOODS are sufficient evidence that she 
knows whereof she writes, when she 
turns her typewriter to lamp sub- 
jects. 

There has been an absolute lack of 
a medium to spread the proper and 
authoritative comment about lamps, 
the styles and the new features that 
develop from month to month. In 
preparing to carry this message to 
the merchants who sell 80 per cent 
of the lamps, ELECTRICAL GOODS be- 
lieves that it is entering a field where 
there is a distinct need. 

Mrs. Bowser knows her subject. 
She knows the men and women who 
design the lamps, who make them 
in this country and abroad, and the 
people who are doing the best work 
in selling lamps, in large stores and 
small. 

Her travels have carried her over 
two continents and for fifteen years 
she has been thinking and talking 
lamps during her waking hours and 
her conversations have been with 
those who are leading in the various 
phases of the lamp industry. 

All of her comment comes from 
actual contact with the people in this 
growing industry and should do 
much to clarify a situation that is at 
present more or less confused. We 
believe that her connection with 
ELECTRICAL GOODS will be helpful 
to all who are in the lamp business. 






































The finest retail stores 
in the country sell The 
Hoover. Many of them 
have done so for more 
than ten years. 


THE HOOVER COMPANY, NORTH CANTON, OHIO 
The oldest and largest maker of electric cleaners 
The Hoover is also made in Canada, at Hamilton, Ontario 
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In the Fall Thoughts Turn to 
Heat and Cutting Coal Bills 


eq NCE upon a time there was a man who did not give a thought to his coal 

bills. The reason was that he had a surface coal vein in his back yard 
and several boys to get out the coal. After a while the boys married 
and even with this fortunate individual coal became a problem. To 
save his own labor, too much heat on fall days and the muss that 
goes with building a coal fire each morning and evening, he bought an electric 
heater. 





Few persons are so fortunate in their coal connections as this man and, come 
fall, the thoughts of most people just naturally turn to the problem of heat and 
cutting coal bills, and still having heat. For years and years there was no help 
for it. The householder had to build fires for the cool mornings.and evenings or 
be uncomfortable. 


The fall is such a delightful season that most people just naturally hate to be 
fussing around with fuel, smoke, ashes, and the trouble of starting fires in the 
morning, to have them go out during the midday heat and to be built again in the 
evening. 


Also, people now understand the health danger in getting chilled. They feel 
that they must keep warm to avoid colds, pneumonia and troubles of that sort. 


This is the setting that has made the fall weeks the natural selling season for 
$2,000,000 worth of electrical heaters, the appliance that gives a clean, even heat 
where it is wanted and at the time it is wanted, at a price that does not permit 
comparison withthe cost of kindling and heavy fuel required in the regular 
heating equipment. The heat is started in an instant and stopped as quickly. 


Accompanying this heater demand is a similar need for appliances like the 
immersion heater, to heat water quickly for emergency purposes; the heating pad, 
which is so much more effective and so much less trouble than the water bottle for 
treatment of colds and other pains that come with chill mornings and evenings. 


A proper display of heaters and the associated fall heating equipment, with 
the presentation of the advantages of this equipment over existing means of han- 
dling the emergency heat problem, should more than double the heater Sales this 
fall. 


Some effort must be made to carry the conviction that the heater is more than 
a seasonal necessity. Attention can be called to the fact that this heater serves 
in the emergency all year, when the furnace or stove is balky and for the small 
room where there is no heat, and especially for the bathroom when members of the 
family crave an early morning bath before the furnace is fully under way. 


These members of the heater group are all year workers, health preservers, 
always ready, never leaving a trail of debris, and your display cards should show 
the low cost of operation based on the rates of electric current charges in your 


community. 
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Being a report of what lamp buyers 
‘ BOWSER, Lamp editor of “Electrical 
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A dignified, tailored lamp, suitable for 
the average American living room 


o6 ES, business is good with 
us; in the last two years we 


have doubled the business 
we used to do in lamps by discard- 
ing all of the old ‘screwed to the 
floor fixtures.’ 

“We find that when a woman 
comes to us to buy a table lamp and 
she sees the lamp set on an attrac- 
tive table exactly suiting the lamp, 
she buys both the lamp and the 
table. We show a few odd chairs, 
which we permit our customers to 
sit in, and you may be sure that 
near each chair we have a comfort- 
able lamp which in design and color 
suits the chair. 

“We find that it is not necessary 
to carry much furniture here, and 
that the money invested in furniture 
is very small, because after we sell 
a piece we never repeat, we order 
something different. 

“On the walls where we had fix- 
tures, we have mirrors, console 
tables with suitable torcheres and 
we show an occasional flower pocket 
with Ivy or Creeping John growing 
in it. So when you ask us how busi- 
ness is, we can honestly say business 
is good.” 


-_- 


Tips from Customers 
She was a 
looking woman with none of the 
strained nervous tension one finds so 
often in the buyer, and when I asked 
her how it was that in her store she 
held the best lamp business in the 
town with apparently little effort in 
the way of newspaper advertising, 
her reply was rather surprising. 
“Why, yes, I will be very glad to 
tell you how I do it. You know in 


serious-eyed, placid 


this town we have two distinct 
classes of people, those who have 
plenty of money, who go to Chicago 
and New York frequently and often 
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Distinctively a feminine type of lamp. 
It suggests a boudoir 


make a European trip, and on the 
other hand we have the mill people. 
This store caters to the former 
group. 

“Years ago these men and women 
would come to me and tell me about 
interesting lamps they had seen at 
Field’s, Mandel’s, Lord & Taylor’s, 
Ovington’s, Altman’s and_ other 
smart stores. When I had occasion 
to go into their homes, I found that 
they were buying their lamps and 
accessories at these stores. 

“IT did a little investigating work 
in Chicago and New York and found 
that many of the people in our town 
had charge accounts in these stores, 
and I decided to carry in my stock 
only those lamps which are confined 
to the stores which I mentioned. 

“When a woman comes to us and 
she looks at a lamp we say, ‘Yes, it 
is an interesting lamp, isn’t it? It is 
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buying and — 


confined to Marshall Field and to 
our store,’ or it may be a lamp con- 
fined to Wanamaker and to us. I 
began to buy this way in 1920 and 
in five years our lamp business has 
steadily increased at the rate of 
about 40 per cent each year.” 


Better Saleswomen 

This woman buyer is proof that 
women in business do not lose their 
charm. She is tall, well groomed, 
clothed in excellent taste and she has. 
poise and dignity as well as keen 
business judgment. Her lamp de- 
partment makes a higher percentage 
of net profit than any other depart- 
ment with which I am familiar. 

I find her clerks as superior to the 
average salesgirl as she is superior 
to the average buyer. When I asked 
her how she surrounded herself 
with such an efficient corp, she re- 
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Comfortable, livable lamps for a living 
suggests comfort 
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LAMPS 


have recently told MRS. BERNICE 
Goods,” of their best plans for 


selling lamps 


plied substantially in these words: 

“Every young woman on my staff 
is vitally interested in lamps and 
home furnishings. Many of these 
girls have taken art courses, at least 
one-half of them have made a Euro- 
pean trip, they are all from the bet- 
ter families, girls who are not satis- 
fied with playing bridge and who 
want to be doing something. 

“They would not consider work- 
ing in the average department in 
this store, but in my department 
they feel that they are handling 
beautiful things, that they are help- 
ing to bring more culture into the 
homes of our people and that they 
are actually rendering a service as 
well as making money. 

“T have found that by paying them 
more, keeping them during the dull 
seasons and teaching them to inter- 
est their personal friends in their 
work. they pay handsome returns.” 


























room where furniture and arrangements 
and reading 





Unexpected purchase 
I was many miles from Broadway 
in a city where I was not known do- 
ing a little shopping. Not having 








The suggestion of the Oriental in this 
lamp makes it suitable for almost any 
sort of decoration 


heard any lamp talk for about ten 
days, I went to a lamp department 
and went through the motions of 
buying a lamp. 

“The saleswoman was rather effi- 
cient, she talked about the color, the 
design and she showed me a lamp 
which exactly filled my specifications. 
I said: 

“I think this lamp will be exactly 
right for my room at night, but I 
am not sure that it would be right 
by daylight.” 

To my surprise, the clerk said: 

“Just a moment,” and turned to 
a stock boy saying, “Charles, please 
take this lamp for Madam to the 
daylight room.” 

She escorted me to a small com- 
fortable room flooded with sunshine, 
seated me in a most comfortable 
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Popular early American influence pre- 
dominates in this design 


chair close to an ash tray and the boy 
put the lamp in the corner near a 
curtain rod. I had specified that my 
walls were cream color, opening a 
drawer in a low-boy, she selected a _ 
piece of cream colored drapery 
which she hung behind the lamp; 
instantly I visualized that lamp in 
my home. 

The joke may be on me, but I 
bought a $60 lamp at retail because 
it was shown so well I could not re- 
fuse it. 


——$ 


October and Lamps 

“We run our big lamp sale in 
October, and in this we are quite dif- 
ferent from other people in this city. 
We find,some people advertising in 
August along with china and glass- 
ware. We find some stores adver- 
tising in September their fall open- 
ing, but we believe that people are 
not ready to actually buy lamps until 
after moving day, October first. 


“People who have an apartment 
move in October, people who have 
country homes come back to town 
the last of September or the first of 
October and change their summer 
furnishings and put up their winter 
things. 

“We make these October sales 
a yearly event and talk about them 
to our customers from June on. 
These October sales have made 
our lamp business for several years 
equal in October to the business done 
in the month of December.” 





Showing the Customer the Low 


OQ your customers know the 
1) cost of operating the elec- 
trical appliances you sell? 
No! I say it without hesitation, 
and furthermore I would be greatly 
surprised if one out of fifty of these 
people who buy from you could give 
the accurate cost for current for 
any appliance you offer for sale. 
Being, as you are, in the electrical 
business and a reader of ELECTRIC- 
AL Goops, I presume you have an 
inquiring mind which at once says 
to the above statement...... why? 
Well, Mr. Dealer, the answer is, 
because you don’t take enough pains 
to “tell ’em, show ’em and convince 
’em” that the cost of running an iron, 
heater, toaster, washer, etc. is only 
a fraction of what they think it is, 
instead of taking it for granted that 
they know all about it or that they 


By Earnest L. Lamountain 


are not interested in knowing what 
it is going to “set them back” when 
they get their bill for “juice.” 

To illustrate: when talking to an 
experienced electrician, a couple of 
months ago, I had occasion to men- 
tion how little were the costs for 
current for many of the well known 
electrical appliances and showed him 
a list in cents per hour, figured at 
the local rate. 

He looked from me to the list and 
back, and then I became aware that 
he was a descendant from that his- 
torical family of Thomases as he 
remarked, “‘Are you sure those costs 
are right?” I assured him that 
they had been very carefully figured 
out, and proceeded to convince him 
by demonstrating with the _ test 
board illustrated herewith. 

He was greatly surprised and 
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Details of electrical test board that aids in sales of electrical appliances 
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said that he had no idea what the 
costs were, but imagined they were 
far more than what they really were. 

This man had never actually tested 
the current required. 

What I am hitting at is if an 
electrical man whose life is sur- 
rounded by things electrical does 
not know, how can we expect our 
customers to know? Only by using 
every means available, including 
your ads, your circulars, your let- 
ters, and any other means you can 
think of. Put a punch in the way 
you tell it by using short wordings 
right to the point, such as the fol- 
lowing: 

“Curl your hair, electrically, 

for 10 cents per year.” 

“Seven cups of real good elec- 

trically percolated coffee, for 2 

cents per week.” 


DETAILS OF COST TEST 
BOARD 


Wood used, all 1l-inch, planed both 
sides. 

1—-Special meter, 0 to 20 amperes. 

2—Standard meter, 10 to 150 
volts. 


3—Standard meter, 0 to 100 watts. 

4—Fuse plugs in series with me- 
ters. 

5—F lush receptacle, in series with 
the watt meter. 


6—F lush receptacle, in series with 
ammeter. 

7—Flush switches (5) to control 
lamps in sign’ receptacles, 
which are in series with watt 
meter. 


8—Sign receptacles—No. 10 wire, 
110 volts, enters fused safety 
box on back of board. 

9—“Vanes” placed between lamps 
to make comparative candle- 
power tests; current consumed 
shows on watt meter. Vanes 
are of sheet metal. 


10—Concealed lamps to light board. 


HOW THE BOARD SELLS 


N the back of each appliance 

price ticket is the cost of op- 
erating per hour, week and month, 
followed by “See our test board.” 

This crisp remark arouses curi- 
osity as to the test board and of- 
fers the opportunity for a demon- 
stration. 

A woman who was idly shopping 
with her husband observed the test 
board and some of the figures and 
carelessly remarked: 

“That is not right. A _ heater 
costs far more than 2", cents an 
hour.” 
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ost of Appliance Operation 


After you have figured your local 
cost for each appliance, many other 
wordings will very likely suggest 
themselves, and these are very 
effective when placed on neat show 
cards and distributed around your 
counter and window displays. 

When after having been told for 
some time, many will want to be 
“shown” and convinced. To do this, 
I recently installed in a large elec- 
trial appliance sales department a 
practical test board which can be 
easily made by yourself or your me- 
chanical man by following the details 
and specifications given. 


The young woman at the board 
accepted the challenge with the ut- 
most good humor and _ inquired 
what make of heater she operated, 
and placed this heater on the board. 
The needle jumped to 660 watts 
and as the heater became warm it 
dropped back to 580. Our rate 
card shows 600 watts to be 2 
cents an hour. A hearty laugh 
from the husband followed, as he 
produced his pocketbook. 

“Better send that heater up,” he 
said. “My wife was kidding you. 
We have no heater. We thought 
them too expensive. With this 
board to tell us the facts, we will 
need some other appliances.” 


WOMAN was looking for a 

cheap toaster, limit $3. The 
various stoves around this price 
were shown and gradually a 1000- 
watt, three-heat hot plate was 
placed for her to switch on. 

“I’d like one of these,” she said, 
“but it is too expensive and my 
light bill would be too much.” 

This was a victory for the test 
board. She was told: 

“This test board shows exactly 
what it costs to operate this or 
any other electric appliance. It is 
as reliable as the store name has 
always been. This meter shows 8 
amperes and by multiplying this 
figure by the volts shown on the 
volt-meter—105—gives 840 watts, 
or less than 3 cents an hour, as 3 
cents is the cost of 900 watts. 
With the cheaper stoves you are 
obliged to operate at full heat all 
of the time, while with this three- 
heat stove you can often finish 
your cooking with low or medium 
heats, which, as you see, takes only 
% or 1% cents respectively.” 

“I am really much obliged to 
you,” said the prospect. “I will 
take the large stove. My idea was 
that they cost much more to op- 
erate than the others.” 


This board was built by the me- 
chanical superintendent of a de- 
partment store with materials in 
his property room. The wiring dia- 
gram and specifications are much 
more directions than he had. It is 
quite important, however, that the 
proper person be selected to operate 
the board. It is a sales job, not a 
technical task. Electrical knowledge 
is not necessary. 

The test board that you will make 
needs not be as elaborate as this 
one. As long as you adopt the es- 
sentials, you will be agreeably sur- 
prised at the interest your customers 


The board in operation. 





will take in being shown the costs 
of the various household electrical 
“servants” that you have to ‘offer. 
It is only a few months since this 
test board was installed, and already 
an increase of at least 20 per cent 
has been noticed in the appliance 
sales. 

You also can boast the fact that 
you are protecting your customers 
by checking up the statements of 
the manufacturers whose goods you 
handle, by guaranteeing ‘that the 
operating costs are those which 
they can see for themselves “for 
the asking.” 
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It is operated by the sales force, as technical 


requirements are slight 
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Lamp window display prompts him 
to enter store 


HEN the Jones Hardware 
Company, up on Sixth Ave- 
nue in New York City, 


started with a lamp contract about 
three years ago, the lamp depart- 
ment was placed at the back of the 
store so that lamp customers were 
obliged to pass all the other mer- 
chandise on display. 

The result, according to Mr. Hirsh, 
manager of the store, has been that 
every department of the business has 
profited, because the walk through 
the store reminds customers of other 
things they need. 

At first glance, the location of the 
store would seem to be a bit of a 
handicap. Sixth Avenue is full of 
rather small shops of all kinds, all 
about the same size and all looking 
The entire sec- 
over to 


more or less alike. 
tion appears to be given 
business. 

However, there is a surprisingly 
large number of families living in 
the apartments over the stores and 
on the side streets, and they all use 
lamps. The neighboring _ stores, 
hotels and theaters buy most of their 
lamps “over the counter” in the 
Jones store and it is this over-the- 
counter trade that is the real stimu- 
lant to the sale of other lines. 

Mr. Hirsh says that with little or 
no outside effort, lamp sales jumped 
from a probationary $300 contract to 
a $1,200 one in three months, and at 
the end of a year to a $2,500 basis, 
on which the company now is work- 
ing. At the rate the store is going, 
the next contract will be one for 


$5,000. 


When They Come 
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They Go Out 


Jones’ Display Builds Traffic 


In the lamp department itself, two 
counters are at right angles and 
over each counter is a well polished 
brass pipe, suspended from the ceil- 
ing by heavy chains, high enough to 
avoid a person’s head but not too 
high for the pull chains to be reached 





He stops to buy that lock 
which he needed 


easily. Sockets holding lamps of all 
the types carried in stock are fitted 
into the upper and lower sides of 
these pipes, so that customers can 
easily pick out the lamps they want. 
The rack over the back counter 
holds fifty-six lamps on each side, 
and the one over the side counter, 
twenty-one lamps on each side, so 
that in the store itself there are al- 
ways at least 150 lamps in sight. The 
present trend to standardization, of 
course, may cut down the number. 
In addition, similar small racks of 
lamps are always on display in the 
windows, no matter what changes 
may be made in the displays on the 
floors of the windows. All of these 
racks and lamps are kept well pol- 
ished, so that no housewifely eye 
need be offended by spots or dust. 
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Mr. Hirsh is a firm believer in the 
value of good display and makes 
liberal use of the material sent him 
by the various manufacturers. Some 
of this material is furnished free, 
but he told us that a counter lamp 
display rack, holding what he called 
his “bread and butter” types of 
lamps, cost him real money, and so 
did the illuminated sign over the 
entrance, but he felt that he had had 
his money back many times over in 
the attraction value of the displays. 

The Jones Hardware Company’s 
ideas of good display are not con- 
fined to lamps by any means. Win- 
dow displays are changed weekly. 
Radio and electrical goods always are 
given a prominent place. 

Perhaps one reason why certain 
types of merchants say there is no 
profit in selling lamps, or some other 
line, is because they never let the 
world know, through the right sort 
of display and arrangement, that 
they have such goods for sale. Per- 
haps they do not see the value of 
planning displays or of using those 





Then to his business of 
buying a lamp 
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e/ In to Buy Lamps 
t' Heavily Laden 


By Clara Woolworth 





which manufacturers have planned 
for them. The success of the Jones 
Hardware Company proves the case 
for the liberal use of displays. 

As a result of this devotion to the 
lamp business a heavy store traffic 
has been built and the incidental 
sale to lamp buyers is_ probably 
heavier than the sales of lamps. 

It is peculiar to New York stores 
and stores in other closely settled 
communities that the lines of mer- 
chandise do not always follow what 
is considered usual lines. A _ sup- 
posed hardware store in New York 
may sell many things not ordinarily 
considered to be hardware and yet 
may not sell much that is in the 
legitimate hardware line. This puts 
it up to the merchant to show what 
he sells. 

In this store it works out this 
way. The Jones store has many 
lines and the entire show room is 
practically a sample room and it 
would be impossible to display all 
or a considerable part of this mer- 
chandise in the windows. 





The salesman suggests still 
another, and sells it 


So the lamps are used as an al- 
most constant window display as an 
invitation to householders and shop- 
keepers of the neighborhood to 
enter. 

You will note that below one of 
the lamp racks are nail bins. They 





Going out, he is attracted by 
an appliance on display 


do not seem to belong together, but 
nails are an incidental purchase for 
most of the people who enter, not 
because they need nails at that time, 
but because sometime they have 
needed some in the home or shop 
and did not have them. 

By the strategy of having the 
lamp racks at the back of the store 
the lamp customer passes the en- 
tire display of merchandise crowded 
into a comparatively small store 
room and results like those shown in 
the photographs are not at all un- 
common. 

The extraordinary array of lamps 
on the racks is to a good deal ac- 
counted for by the fact that this is 
a shopkeepers’ neighborhood and the 
demand for small colored lights for 
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He goes out “heavily laden’”’ 
thanks to the lamps 


store and show window display is 
continuous and of considerable vol- 
ume. Also in the office and light 
manufacturing buildings in the 
neighborhood there is a demand for 
almost every kind of lamp made. 
Especially does the theatrical busi- 
ness, which reaches into this neigh- 
borhood, demand unusual lamps at 
times. 

This is probably an extreme case, 
but it shows what can be done by 
studying the demand of the sur- 
rounding community. Light is a 
universa] demand and every com- 
munity has its peculiar needs, and 
the lamp merchant who studies 
these can make his lamp stock a 
magnet that draws much trade into 
the store. 

There are other ways, however, 
besides display to sell lamps. A 
small hardware store down on 
Seventh Avenue in a rather run- 
down garment-makers’ section sells 
between $3,500 and $4,000 worth of 
lamps a year with no displays at 
all. The store itself is so unattrac- 
tive that few women enter it. 

The lamp sales are built by a 
quick delivery service, reasonably 
priced repair service, right prices 
on supplies, and personal contact 
with superintendents and janitors of 
near-by office and industrial build- 
ings. When a ¢call comes for a ¢car- 
ton of lamps, a dozen fuses, or a 
garbage can, the delivery is made 
within five minutes by an errand 
boy who does handy-man_ work 
around the store. 
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E’VE been all through the 
“gold rush” period of radio 
when all a man had to do 


was to fill his store with any kind of 
radio junk and the public would 
nearly break down the doors getting 
in to buy before all was sold. 


In those days—and not so far back: 


either—both seller and buyer knew 
little or nothing about the thing that 
was being bought. The man who ran 
the store had it for sale because 
someone told him to carry it in stock 
and the customer wanted it because 
a friend had written a list of parts 
needed to build a set of some kind or 
other. 

Now please take note that I have- 
n’t used the word merchant. And 
why not—I’ll tell you. With some ex- 
ceptions to be sure, we had very few 
men in the retail selling of radio who 
were merchants—good merchants 
who knew real merchandising meth- 
ods and applied them to radio. The 
industry started with such a gush 
that while successful merchants all 
over the country were trying to dope 
it out, butchers, bakers, druggists 
and plumbers jumped into the game 
without knowledge of the subject 
and simply handed across the coun- 
ter what was called for. 

Those were the “gold rush” days 
when the public went wild over the 
new-found novelty and would walk 
miles to spend money at some store 
that seemed to have a big stock to 
choose from. Good, bad or indiffer- 
ent merchandise went like hot cakes 
because the customer knew little and 
cared less what he was buying, just 
so it was termed radio. 

Then a few of the get-rich-quick 
type of merchants got into the game, 
because it looked so easy, and things 
did come their way for quite a while 
without any kind of sales effort on 
their part whatever. Gradually they 





The Gold Rush of Radio Is Just 
About Over 


Whatever You Get in the Way of Radio Business Today Will Have 
to Be Through Improved Selling Effort 


Arthur Sinsheimer, Radio Editor 


grew in numbers and then we find 
the better ctype of progressive mer- 
chants, through modern methods of 
merchandising, taking up radio on 
a sound basis which materially 
helped to put the fly-by-nighters al- 
most out of business. 

But even these good merchants 
were spared the trouble of putting 
real sales effort in their work be- 
cause the public was still buying and 
didn’t have to be sold. This was even 
reflected in the stores’ newspaper ad- 
vertising, where we found merely a 
listing of a bunch of items and prices 
without attempt to write sales copy 
that would induce the reader to buy. 
People were still spending their 
money without being coaxed. 

Then something happened. This 
unnatural method of selling led into 
keen competition and price-cutting 
was the result which finally put a 
great many of the “early settlers” 
out of business because they knew 
nothing about buying or selling 
methods and at the close of the three 
year orgy, they found themselves in 
a bad hole with debts and rotten 
merchandise as a result.’ 

The public was fast becoming edu- 
cated and wouldn’t accept any old 
thing that was offered. They started 
to know the good from the bad and 
it gradually became a case of know- 
ing how to tell them something about 
the merchandise before they could be 
induced to buy. Even this little 
knowledge that was necessary, 
helped to put a few more of the bak- 
eries and drug stores out of the radio 
business, because they didn’t know 
a thing about it—it wasn’t their kind 
of trade. 

All these were causes and effects 
that have brought the retail selling 
end of the radio industry around to 
the point where it belongs—side by 
side in the matter of seiling effort 
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with other kinds of merchandise. 
There is no question about it—radio 
today must be sold to the customer 
—and sold with increasingly better 
methods. Sitting and waiting is 
over. Merchants who know how will 
have to think up new stunts and 
ideas that will bring business their 
way. “Go after it” will be a popular 
slogan of the progressive men in the 
retail business because they know 
from past experience with other lines 
that it’s the go-getter that wins out 
in the long run. 

In proof of this, we know of a 
large metropolitan store that has just 
organized an outside radio selling 
staff of twenty-two salesmen work- 
ing under a special sales manager 
with a plan of regular city and sub- 
urban house-to-house canvassing and 
early reports show that not only will 
a great increase in sales be a direct 
result of this campaign, but profits 
way in excess of the cost of the cam- 
paign will be shown. And incident- 
ally, we have heard some of the 
“sleepers” in the territory worked by 
these salesmen hollering about busi- 
ness being taken away from them. 

This should be further proof that 
from now on you'll have to go after 
business if you don’t want it taken 
away from you by more active mer- 
chants in your own stamping ground. 

You know how to do it and there’s 
no time like the present to start. If 
you have ideas that you would like to 
try but are not quite sure they are 
plausible, write in and I’ll be more 
than happy to go over them for you 
from a sales and advertising angle. 
If you don’t know just how to start 
—well, what’s the use of talking 
about generalities—tell me your 
troubles and let’s see how we can 
best help you—your inquiries are al- 
ways welcome. 

































THE LADY OF THE LAMPS 


RS. BERNICE BOWSER, 
M widely known as a lamp 

authority and publisher of 
Bowser Lamp Service, has joined the 
ELECTRICAL Goops staff as Lamp 
Editor and merchandising consultant 
for the readers of this publication. 
Mrs. Bowser has been active in the 
lamp business for fifteen years and 
occupies a unique position in this 
$80,000,000 industry. 

Mrs. Bowser was one of the women 
who took an interest in her husband’s 
work. He was connected with the 
Tungstolier Works of the General 
Electric Co. and was considered 
an excellent illuminating engineer. 
When she lost her husband fifteen 
years ago, it was natural for her to 
continue the illumination line. 

In studying the situation she de- 
cided that the lamp was much more 
flexible than the lighting fixture and 
that the lamp would become the im- 
portant factor in residential lighting. 

She quickly found that the depart- 
ment store was the chief outlet for 
lamps because it had catered to the 
woman in her home and handled the 
trade from a woman’s point of view. 
She found her first opportunity with 
Abraham & Straus, Brooklyn. Totally 
inexperienced in department store 
procedure, she immediately began to 
show gratifying results. 

In explaining the results, Mrs. 
Bowser says everybody helped her, 
but her associates say that her dis- 
plays, her merchandise and her 
method of presenting her wares were 
evidence that she understood her 
line and her customers. 

After two years, Mrs. Bowser 
sought a wider field and became 
buyer for Lord & Taylor, New York, 
Here again she showed gratifying 
results. After two years with this 
firm, she felt the need of further 
knowledge of lamps and went to 
Europe to study first hand in the 
schools of design and the wealth of 
European culture which has so large- 
ly influenced our architecture and 
decoration. 

She returned to this country in 
1921, like many another who has 
lingered too long in fascinating Italy, 
joyful Paris and other points of in- 
terest, happy but broke. At that 
time the big lamp sale idea was being 
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Mrs. Bernice Bowser who becomes Lamp Editor of “Electrical Goods” 


promoted and in order to catch step 
with merchandising, she joined 
Gimbel Brothers and was the first to 
carry to successful conclusion in 
New York the big one-day lamp sale. 

Early in 1924 Mrs. Bowser re- 
turned to Europe, having resigned 
her merchandising position in order 
to renew her studies of design. 
Italian lamps were her special sub- 
ject and after this trip abroad, she 
decided to take up free lance work as 
a lamp consultant. In this work her 
clients have included women seeking 
the best for their home, dealers seek- 
ing a wider trade and manufacturers 
seeking attractive and consistent de- 
sign. In this work Mrs. Bowser has 
included in her field all lamps that 
cembine beauty and utility, from the 
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lowest to the highest price. Her 
advice is available to all, from the 
small dealer in small lamps to the 
dealer in the exclusive, de luxe de- 
signs. Her merchandising experi- 
ence covers the entire range of prices. 

During her firteen years in the 
lamp industry Mrs. Bowser has writ- 
ten for many publications on lamp 
topics but hereafter wil! write only 
for ELECTRICAL GOODS. 

Early in September Mrs. Bowser 
extended her work on behalf of 
“Better and More Beautiful Lamps 
for the Home” by broadcasting on 
this subject each Thursday morning 
from Station WMCA during the 
Woman’s Hour. It is planned to ex- 
tend these talks to other stations in 
the near future. 





An elaborate heater window display that will not fail to attract attention. Where . 
pink and people just — 

















have a close association. We 

naturally associate spring with 
bright colors, a freshness of design 
that marks the clothing, draperies 
and furnishings of that season. 

But the prize season of the year 
in most localities is the fall, with its 
subdued color scheme, the mystery of 
Indian Summer, its romance and 
glorious sunsets, its cool mornings 
and hot middays. It is the delight- 
tul training season for the more se- 
vere weather to follow, and its single 
drawback has been that some of the 
mornings and evenings have had a 
bit too much suggestion of frost. 

Now comes the electrical industry 
with a means of making Indian 
Summer perfect, with an appliance 
that carries with it this same roman- 
tic beauty suggestion that is in the 


S EASONS and merchandise often 


season itself. 

The electric heater is just the thing 
to rob the nippy mornings and even- 
ings of the uncomfortable chill and 
with its radiant glow in the dusky 
corner of the room or porch, it sug- 
gests a continuation of the beautiful 
sunset. 

From a humble beginning, the 
heater has come forward with con- 





Attractive dealer 

helps are often 

neglected when 

their proper dis- 

play would mean 
sales 


siderable strides and during these 
fall months probably $2,000,000 will 
flow into the cash registers of those 
merchants who put forth the most 
convincing suggestions as to the com- 
fort and utility of these heaters. 

It probably is not necessary to con- 
vince most people that they want 
heaters. Everybody wants one, but 
there appears to be an impression 
that a heater is something of a 
luxury; that perhaps the money could 
be more economically expended for 
the entire family. The family has 
so much invested in stoves, furnace, 
oil stoves and other heating equip- 
ment, perhaps this opportunity for 
more heat comfort had best be 
passed. 

The introduction of the heater fol- 
lowed a well conducted advertising 
campaign that has featured the 
baby’s bath. This may possibly have 
left a suggestion of luxury when 
applied to adults. But such is not 
the case. 

The facts are much on the utility 
side and this is the idea that must be 
carried to those who look longingly 
at the heater, perhaps ask the price 
and then pass on to spend their 
money for something that they 
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Indian Summer Is 


Get the Romance of the Season 
Ease of Electric Heat with 


understand better, but which is not 
as much of an economical utility as 
the heater. 

The full economy of the heater is 
not in the low figure at which it 
produces a limited amount of heat, 
but rather by comparison with other 
means of producing enough heat to 
meet the need of the moment. 

Without the slightest detraction 
of the qualities of the regular heat- 
ing equipment—stoves and furnaces 
—it can be said that these do not 
meet the emergencies of Indian Sum- 
mer. On the chilly, bright morning 
the builder of fires goes about his 
task grudgingly, knowing that he 
is using kindling and coal beyond 
comparison with the needs of the 
hour and that later the sun will be 
supplying warmth sufficient and his 
fire will be permitted to die at mid- 
day. Then he must spend a part of 
the glorious evening at the same 
task. Really, by the time that he 
gets a fire fairly started, there is 
little need of it. 

What other emergency heating de- 
vice can be compared to the electrical 
heater? 

All of them except the wood fire- 
place are likely to contaminate the 
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' Heater Selling Time 


to Your Effort and Contrast the 
Lighting the Furnace 


air and none has the qualities of 
cleanliness, portability, instant re- 
sponse and beauty of the electric 
heater. Light and heat without flame 
has been the objective for years of 
those who would promote safety and 
cleanliness. The home that has light 
without flame covets heat from the 
same source, especially during that 
season when some heat is needed but 
that need does not yet justify the 
operation of the regular heating 
plant. Of course we all anticipate 
the day when electricity will be the 
universal source of heating. The 
heater is the forerunner of that day. 
Some one has outlined these nine 
outstanding qualities of the heater: 
Adaptability 
Absolute cleanliness 
Portability 
Attractiveness 
Safety 
Economy 
Simplicity 
Reliability 
Does not destroy air 
It would not seem necessary to 
elaborate on these points—all are 
obvious. They carry many sugges- 
tions as to window displays, store 
demonstrations and sales arguments. 
These are the points that are brought 
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red lights are trained on the Westinghouse kid, he appears toasted to a warm 
naturally stop and laugh 





This 
poster 


carries 


heater use 


cut in many of the dealer heips that 
are distributed by the makers and 
some of these are wonderfully attrac- 
tive. 

One feature of the merchandising 
possibilities of the heater appear to 
have been somewhat overlooked—the 
industrial or business us. 

Look over your territory and see 
where a suggestion may sell one or 
more heaters. Some merchants have 
done this and a record of some worth 
while sales is available. We take 
from these reports some of the prac- 
tical suggestions: 

It is well known that many manu- 
facturing buildings require only low 
temperature because the workers are 
actively engaged; but the time keep- 
ers and clerks suffer from the chill 
at their quiet tasks. Heaters are of 
use here. 

Ticket sellers, door keepers and 
others who occupy outpost booths 
appreciate heaters and will help any 
salesman to reach the purchasing 
agent. 

Many hospitals carry a large 
equipment of heaters and all hos- 
pitals should have some of them. 

Many lodge halls and churches 
have use for heaters. 
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attractive 

to be 
placed atop a fan 
a_ direct 
suggestion of 








It is becoming a custom to heat 
small lodge halls, churches and 
similar meeting rooms with heaters, 
especially for emergency meetings. 

Offices where space is partitioned 
off need heaters. Many such offices 
depend upon oil heaters which gained 
popularity back in the Garfield coal 
days. 

Suggestions for display are plenti- 
ful in the literature of the heater. 
The heater fits with almost any dis- 
play where style dummies are used. 
The suggestion of comfort when 
dressing on a cool morning, with the 
cold shower, with the arrival home 
on a fall evening, the elderly perso» 
in a chair with a heater for foot 
comfort. 

“How much coal does it take to 
start a furnace” read a sign in a 
show window and at the side of two 
buckets of coal and the kindling was 
a heater marked “This works at 5 
cents an hour, 15 cents an evening.” 

There is, of course, the all year 
advantages of the heaters which are 
good added sales arguments. None 
of us, probably, recall a heating plant 
of any sort that always functioned 
to our liking. All of us, at one time 

(Continued on page 78) 














Lazarmck Photo 


other housewives who make 

generous use of electrical ap- 
pliances, discussions (which all 
merchandisers would benefit by 
hearing) have been precipitated by 
asking each in turn to state what 
particular appliance she would re- 
tain were she required to forsake 
all but one of these conveniences. 

Having my own preference nat- 
urally made me expect that others 
ought to hold to the same view. 

But, as a matter of fact, the very 
first time this question was pro- 
pounded only one among the five 
women who were present declared 
for the same particular appliance 
which most appeals to me. Now as 
a result of many such experiments, 
I am firmly convinced there is no 
such thing as a one most popular 
electrical labor-saver. 

This is as it should be, for they 
all perform worthy services and 
one will sell as readily as another, 
provided, of course, it is presented 
with proper understanding, en- 
thusiasm and _ intelligent’ sales 
effort. 

It would be difficult indeed to find 
three more typical examples of this 
very condition than the electrical 
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At home or when 
traveling, the im- 
mersion heater 
will always sup- 
ply hot water for 
shaving or simi- 
lar toilet uses 


immersion heater, fireplace grate 
and portable heater. The combined 
cost for all three is relatively trifl- 
ing, in comparison with prices asked 
for the larger appliances, but they, 
nevertheless, perform equally nec- 
essary services and if presented ap- 
pealingly and at the proper time 
will sell at least as readily. 

Incidentally, they group together 
naturally, as a sort of spring and 
fall trio, and the purchase of one 
should suggest the sale, or at least 
an enthusiastic effort to sell, the 
other two. For they all render ser- 
vices in terms of heat; so that if 
the customer has need for one of 
these, it would seem rather to fol- 
low that a need also can be pointed 
out for the others and followed up 
with a sale. 

In my own household we have 
use for all three of these devices 
because we live in a house where 
in the early fall and spring heat 
and hot water are not quickly avail- 
able. Usually, when the services 
of one of these appliances are re- 
quired, it is in the form of a de- 
mand not to be satisfied by either 
of the others. Sometimes, too, as in 
the instance of the immersion heat- 
er, although not usually in daily 
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From the Woman’s . 


By Ethel Wan-Ressel Chantler 


use, when the need for it does arise 
it may be sufficiently urgent to 
warrant its purchase even in a place 
where plenty of hot water is always 
available. 

A typical example of what I mean 
occurred in my own home a short 
time ago. <A guest was suddenly 
taken ill in the middle of the night 
and the doctor for whom we tele- 
phoned, after hearing the symp- 
toms, ordered the patient be imme- 
diately given at least five glasses 
of hot water one after the other. 
A handy glass and the immersion 
heater were immediately produced 
and the patient was given the fresh 
hot water as fast as he could drink 
it. 

When the doctor arrived he said 
the patient owed much to the ready 
supply of hot drinking water. So 
that particular appliance if not 
called into use more than once a 
year to give such service could well 
afford to be allowed a long rest 
without danger of becoming a non- 
productive investment, which as a 
matter of fact it could never be. 

But, perhaps, the most conclusive 
way in which to make my point con- 
cerning the salability of this trio of 
electrical servants will be to dis- 
cuss each in turn, mentioning in- 
stances which have come under my 
own observation of the ways in 
which they are being used in differ- 
ent households. 

My hope in doing this is, of 
course, that readers of ELECTRICAL 
Goops will be helped thereby in 
presenting these appliances to their 
customers as necessary adjuncts in 
all well-ordered households. For 
it is a logical certainty that for each 
and every use mentioned here there 
are many other households open to 
arguments along similar lines. 

The particular use of the immer- 
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’s| Point of View 


sifor the Autumn 
Season 


What every woman wants 


sion heater which made the strong- 
est appeal at the outset and caused 
us to buy it, was that it would en- 
able us to heat water late at night 
for tea. The study in our house is on 
the second floor and we frequently 
sit there until the wee small hours 
reading and writing. At such times 
we enjoy a cup of tea, but the 
prospect of having to go down into 
the kitchen to heat water often pre- 
vented our having it. Not that the 
trip itself deterred us, but rather 
the time wasted in having to wait 
for the water to boil. 

Whereas now, by keeping a tea 
pot, the immersion heater with the 
other necessary items in a cabinet 
in the study it is possible for us to 
have tea at will without the need 
for visiting the kitchen and impa- 
tiently waiting for the water to 
boil. Besides once the pot is filled 
with water and the heater started 
going, one can continue with the 
work until the water is boiling. 

Besides this our immersion heater 
earns its keep fall and spring when 
the furnace is not supplying hot 
water by heating a sufficient quan- 
tity for my husband’s use in shav- 
ing. 

One of my neighbors put her im- 
mersion heater to good use when 
her husband sprained his angle. 
The doctor ordered plentiful appli- 
cations of hot water; so the baby’s 
small tub was commandeered and 
half filled with water and the suf- 
ferer kept his foot in it for hours 
at a time, immersing the heater in 
the water as often as it commenced 


to chill. As a result the sprain 
righted itself in a marvelously 
short time. 


My husband knows a man who 
for years has practiced taking a 
glass of hot water before breakfast, 
and although he travels constantly, 


An electrical 
heater in the 
bathroom robs 
the cold shower 
of its terrors but 
leaves the bene- 
ficial effects 


with the aid of the immersion heat- 
er he is able to continue this prac- 
tice no matter whether in hotel, on 
train or aboard a ship. 

While traveling, my sister-in-law 
discovered a way of warming her 
baby’s milk. She obtained a small 
aluminum saucepan and this she 
filled with water, placed the bottle 
and immersion heater into it and 
the milk was warmed in no time. 
And she, too, was able to supply her 
baby with properly warmed milk 
everywhere she went, even on 
trains. 

I have since told this to other 
mothers of infants and without ex- 
ception they have found it practi- 
cable. In fact, many of them have 
used it even at home all during the 
time their baby was given the mid- 
night bottle. Undoubtedly a more 
satisfactory way of heating the 
milk would be in the electric milk- 
bottle warmer made for this pur- 
pose, but where one does not have 
this appliance or is able to pur- 
chase but one appliance the sales- 
person should not hesitate to recom- 
mend the immersion heater. 

The housewife is not the only 
market for the immersion heater, 
for every bachelor and bachelor girl 
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living at a club, hotel or rooming 
house is a prospect. There are cer- 
tain to come times when the need 
of a cup of tea, chocolate, hot lem- 
onade or something stronger, or hot 
water for other purposes, will arise 
without there being any other way 
of supplying the need. 


Electrical Fireplace Grate 


I must confess that as yet it has 
not become our good fortune to own 
one of these electrical fireplaces, 
although I am looking forward to 
the day when we can give rein to 
our imaginings . by sitting and 
watching its mesmeric glow. 

As a matter of fact, we have a 
perfectly gorgeous fireplace in our 
house, which we keep going almost 
steadily during the really cold sea- 
son, and it is just because of its 
great comfort that we miss it so 
much at other seasons. Not so 
much the heat, for the furnace is 
entirely adequate, but rather, be- 
cause of that instinctive something 
which seems a common heritage and 
that makes us all, young and old, 
find solace in gazing at a glowing 
grate. 

This is the great advantage of 

(Continued on page 76) 





Thirty Square Feet Demonstration Space 
Brings $15,000 Cleaner Sales 


Store Demonstrations, Displays, Advertising, Outside Selling 
Force and Dealer Helps Increase Sales 76 Per Cent 


over the previous year’s vol- 

ume on suction sweepers and 
a net profit last year of 168 per 
cent on the investment. That is the 
achievement of S. Kann Sons Com- 
pany, Washington, D. C. 

Julius Hertzberg, before whom, 
as manager of the department, the 
facts and figures of all sections of 
the housefurnishings department 
pass in review, attributes this 
splendid showing, in one word, to 
“organization.” Last year was the 
sixth successive year that sales ex- 
ceeded the previous year’s volume 
so it is evident that the department 
is properly organized to secure busi- 
ness and successive increases are 
due to improving the already exist- 
ing arrangement. 

Kann’s has found, says A. E. 
Pyne, assisting Mr. Hertzberg in 
buying and managing the depart- 
ment, that conducting an electric 
cleaner department consists of five 
different activities. Each one is 
important. Let up on one activity 
and the volume slumps, mayhap 
seriously. The activities are: 


Gover the pr PER CENT gain 


1. Store demonstrations, prop- 
erly located so as to reach 
the greatest number of store 
shoppers. 

. Window display and news- 
paper advertising to draw 
people into the store. 

. An outside selling force. 

. Planned and supervised sell- 
ing, independent of the 
store. 

5. The use of dealer helps. 

At Kann’s the suction sweeper is 
demonstrated in two places. One 
place is in the house furnishings 
department on the fourth floor. 
This location is opposite the eleva- 
tors and at the head of the stairs 
so everyone coming to this floor can 
be reached. The other demonstra- 
tion is on the main floor. 

In 1923, with the upper floor dem- 
onstration alone, 294 sales were 
made to those with whom contact 
had been established in the store. 
But last year store leads accounted 
for 518 sales. So the added loca- 
tion, 30 sq. ft., afforded enough ad- 
ditional contacts to bring in over 
$15,000 in extra sales. 


This unpretentious main floor demonstration supplied prospects for 
$15,000 cleaner sales 
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Few windows feature the cleaner 
exclusively. But the public is al- 
ways told, through the windows, 
that Kann’s sells the suction 
sweeper. A little bronzine sign 
does the work. It is placed in all 
rug windows and in all the displays 
of housewares. 

Whenever the department is fea- 
tured in newspaper advertising, at 
least once a week, small space is 
used for the suction sweeper. 
Large space is used only at the 
house-cleaning seasons and_ at 
Christmas. 

Kann’s contends that the cleaner 
it handles is already well and fa- 
vorably known to the housewife 
and it is therefore unnecessary to 
educate the public on its merit and 
performance—all that is needed is 
to let the public know that this 
make can be bought at Kann’s. Be- 
cause of this fact the cost of ad- 
vertising and display is low, less 
than 1 per cent. 

Outside selling is necessary, of 
course. The force consists of six 
men who take half-day turns dem- 
onstrating in the store, then work 
outside following the leads secured. 
But the sales secured this way, 
that is, sales to those with whom 
contact has’ been established 
through the store, are only 60 per 
cent of the total volume. The other 
portion, 40 per cent, shows the 
value of conducting an outside pro- 
gram that is independent of the 
store. 

The city is zoned and each sales- 
man is assigned to a district in 
which he must do a certain amount 
of development work. This con- 
sists of making a number of can- 
vassing calls each day and daily 
calling back upon a given number 
of those to whom the salesman has 
recently made sales. This is pri- 
marily for the purpose of seeing 
that the cleaner is working right 
and that it is given the right care. 

This service, and the fact that 

(Continued on page 77) 














Holiday Lamp Stock Wins Permanent Place 
in Hardware Stores 


Trial During the Gift Season Proves Salability of Masculine 
Type Lamp, Properly Packed for Easy Stock Keeping 


- AST year the owner of a group 
[ of hardware stores decided 
that something must be done 
to bring more women into his stores 
for Christmas buying, and that some- 
thing was needed to add interest to 
his window displays. 
Analyzing the situation, he de- 
cided that gifts for men were most 
difficult to find, and that by furnish- 





Ideal Man’s Gift, lamp for flat top 
desk, decorated shade bearing day- 
light screen 


ing a real “he-man” gift item he 
would be serving his clientele. 

It was an easy step to realize that 
the eye naturally travels to the light 
source, and to decide that the lamp 
was the item he needed for his win- 
dows; that the right type of lamp 
would make an excellent gift for a 
man. 

He decided that he wanted these 
six qualities in the lamps he se- 
lected. 

i. A small investment, requiring little 
stock space. 


By Mrs. Bernice Bowser 





Practical, yet attractive piano lamp with daylight screen. This lamp is also 
made for the roll top desk 


2. Boxed items, to eliminate packing 
and facilitate delivery. 


3. Lamps nationally advertised, to 
cash in on the publicity. 

4. Lamps suitable for men’s gifts. 

5. Lamps to improve his window and 
interior displays. 

6. Lamps salable at a profit with little 


sales effort. 


We show photographs of the lamps 
this hardware man selected which, in 
addition to incorporating all of the 
six points mentioned above, have an- 
other practical feature which is a 
strong selling factor—a _ daylight 
screen under the glass shade. This 
daylight screen eliminates glare and 
furnishes an evenly diffused light, as 
near the daylight provided by na- 
ture as man has been able to imitate. 

His purchase for each store was 
less than twenty lamps, and he pro- 
vided on one of his rear counters a 
space 18 inches square for the sell- 
ing demonstration which we show 
above. The customer who looked at 
this display instantly saw the ad- 
vantage of the lamp demonstrated 
and, in a very nice percentage, those 
who looked lingered to buy. 

After a successful season these 
lamps are no longer considered as 
fall gift items but as a staple item, 
which can be sold every day in the 
year. They are shown in window dis- 
plays and often on the counters to 
attract particular attention to a 
special display of cutlery or similar 
articles. 


' All of this group of hardware 
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stores sells radio equipment, and 
lamps are shown in actual use on 
radio cabinets. 

In one corner of each store is a 
lady’s desk with plain envelopes and 
gift cards, with the lamp shown in 
Illustration Two in actual use. It is 
not unusual for a woman to sit down 
to write a card to be sent with a set 
of andirons and suddenly decide that 
she needs to buy the lamp for a hus- 
band or brother or son. 

So it is not at all odd that this 
particular hardware man is firm in 
his belief that lamps lighten the 
sales problem of the hardware store. 











Self selling demonstration of the 
daylight screen, requiring very little 
space 








Ask More People 
to Buy and Your 
Sales Will Grow 


HE more people you ask to 

: buy your wares, the more sales 

you will make. Results are di- 
rectly responsive to effort, provided 
that effort has the same degree of 
intelligence. 

This is an old story as related to 
the house-to-house salesman. It has 
been proved time and time again 
that a house-to-house salesman who 
wishes to increase his earnings has 
only to increase number of calls. 

Strange to say, the clerk behind 
the counter seldom applies this well 
established business axiom to his or 
her business. The persistence with 
which the counter salesman ignores 
this lead to more business almost 
persuades one that the counter sales- 
man does not want more business. 

All competent sales people must 
realize that the hope for advance- 
ment in pay and position depends 
upon proof of work well done. The 
two most marked proofs of work well 
done is a clean, neat department and 
a good sales total. 


Today a great majority of the 
store sales people have a bonus sys- 
tem of some kind—a system where- 
by they are paid for sales over a 
certain amount, either through a 
direct percentage or adjustment of 
salary at certain periods. 

Regardless of how this award is 
made, the answer is plain. 

To gain this bonus over salary or 
to win the eventual reward of higher 
pay—the sales total must grow. 

The simple and easy method of 
making this sales total grow, is: to 
ask more people to buy. 

The electrical goods department is 
replete with associated articles and 
few housewives have all of the ar- 
ticles that are naturally grouped to- 
gether. 

Take, for instance, the curling 
iron. It is almost universally sold. 
There are different sizes and kinds 


Or Morempeer Lakes 
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Where Was the Mistake ? 


$20 for those who point out the errors. 


ly the woman was interested in washing machines and 

by all appearances should have welcomed a demonstra- 
tion, but she turned from the offer in apparent disgust. The 
high points of the interview are as follows: 


if JHIS incident happened on the sales floor. Undoubted- 


A housewifely appearing woman of mature years stopped to 
look at a washing machine. The salesman approached with defer- 


ence, saying: 

“This is our new model machine. It reduces laundry work to 
merely putting the clothing into the cylinder and standing by for 
15 minutes.” 

“Will it be necessary to soap or soak the clothing?” asked the 
woman. 

“No need of going to that trouble, and this machine will give 
you snowy clothes,” said the salesman. And he added, “We would 
like to give you a demonstration.” 

“It would not be worth your while,” said the woman, as she 
moved on. 


Something was decidedly wrong. To the person actively 
engaged in selling who supplies the best explanation of the 
fault, ELECTRICAL GOODS will pay $15. For the five next best 
answers, $1 each will be paid. The editors of ELECTRICAL 
GooDs will be the judges. Because of the number of answers 
received, it will be necessary to consider only those who 
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state connection with a retail store. 


Address sales Contest, ELECTRICAL GooDs, 239 West 39th 
St., New York City. Competition closes October 20. 








of irons and any person who stops 
to examine or buy a curling iron is 
usually available for a discussion of 
the various sizes and functions of the 
various sorts of curling irons and 
that leads to the suggestion of the 
marcel waver and then into a dis- 
cussion of the other electrical toilet 
equipment, such as vibrators and 
violet ray appliances. 

The one provision is that the per- 
son doing the talking must know 
what are the functions of these vari- 
ous appliances. If you do not know, 
read the literature provided by the 
manufacturer or ask the factory or 
jobber salesman why they make or 
sell the various sizes and the differ- 
ent appliances. 

Conversation with a user of one 
or more of these appliances will often 
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supply the clerk with a lot of sales 
argument for future customers and 
will open the way to sell the prospect, 
for each person who stops at the dis- 
play must be counted a prospect for 
additional appliances. 

The woman who stops to look at 
the laundry iron probably has one 
and will admit that it is a labor 
saver. She is open to suggestions 
that the washer will save a propor- 
tionate amount of work, or if she has 
a family, that the ironer is just as 
much of a boon as over the iron as 
the electric iron was over the stove 
heated iron. 

It is not at all curious that the 
person who owns one appliance and 
who approves of it likes to talk about 
it and is receptive to conversation 
about the related articles. 
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Four Mistakes 
Pointed Out in 
Sales Problem 


ECIDING the winners of the 
1) “Mistake” contest this month 

was a real job. The difficul- 
ty was that in the flood of replies that 
reached the Editors, there were so 
many that must be considered excel- 
lent. In making the decision, it was 
necessary to take into consideration 
all possible points, and even then it 
was more or less embarrassing to pick 
the best. As a matter of fact, all 
decisions were not unanimous with 
the editorial department, but a ma- 
jority rule was enforced. 

The winners in order are: 

Miss Pearl Holloway, Fremont, 
Neb., L. F. Holloway Hardware Co. 

Robert Stahler, Portsmouth, O., 
Sommer Bros. Hardware Co. 

Thomas E. Clarke, 65 West Lake 
Street, Chicago, Ill., Lussky, White & 
Coolidge, Inc. 

H. D. Sterling, 3325 Montclair 
Street, Los Angeles, Cal., Dressler 
Hardware Co. 

Hope Connor, Florence, Ky. 

George H. Brennand, 431 14th 
Ave., N. E., Calgary, Alt., Canada, 
Hudson’s Bay Co. 

Miss Holloway’s analysis of the 
mistakes follows: 

First: The salesman’s mental 
attitude was wrong, and this invari- 
ably reacts on the customer. The 
sentence, “You see the cleaner will 
do the work, so why bother to look 
at others?” could not do other than 
diminish the enthusiasm of the cus- 
tomer for this cleaner. If the cleaner 
aroused only half hearted, negative 
appeals from the salesman, why ac- 
cept his verdict? Why not look at 
others? 

The second sentence decreased her 
ardor still more. “Just because this 
cleaner sells for less does not mean 
that it will not do the work.” It does 
sell for less. Perhaps something is 


wrong, perhaps.... 

But the salesman continues, “If it 
does get out of order, we have a man 
who will repair it free of charge for 
one year.” If it does get out of 





look at others? 


free of charge within one year. 


store. 


, 





The Problem 


66 OU see this cleaner will do the work, so why bother to 
Just because this cleaner sells for less 
does not mean it will not do the work. 

“If it does get out of order, we have a man who will repair it 


tee from the manufacturer (showing the guarantee).” 
The woman stood back, looked at the cleaner for a time and 
then remarked that she would “see her husband” and left the 


Then, too, there is this guaran- 








order! It probably will; that is what 
the salesman expects, and having a 
man come to repair it will be a 
nuisance. It might do the work, it 
costs less but .... 

The train of thought thus started 
rushes on and the salesman _in- 
creases its velocity by weakly show- 
ing the guarantee. The customer’s 
mind has traveled so rapidly since 
that first adverse suggestion that a 
scrap of paper from the manufac- 
turer means nothing, and she leaves 
the store with an indefinite and 
plainly insincere promise to see her 
husband. 

If the entire sales talk was along 
this line, the wonder is that the 
woman remained to hear it through 
What should he have done? First, 
he should have believed in that 
cleaner himself so thoroughly that he 
radiated positive ideas about it. 

Without antagonizing his cus- 
tomer, he should have assumed that 
she had already compared this 
cleaner with others, both as to effi- 
ciency and price, and had reached the 
conclusion that this was the one that 
she wanted. 

There should have been no intima- 
tion that she thought of looking 
further, unless she suggested it, and 
then he should have made it clear 
that comparison is welcomed, retain- 
ing his positive conviction that his 
cleaner would receive the favor of 
all who honestly compared it with 
others. 

He might have proceeded some- 
thing like this: “Having compared 
our cleaner with others, we are confi- 
dent that you recognize its superior 
qualities. An efficient housekeeper 
like yourself cannot fail to see how 
perfectly it performs its work. Our 
service man calls periodically to ex- 
plain any point you may not under- 
stand, little things we may have over- 
looked in our demonstrations, and 
to assist you in giving it the care 
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which will keep it in perfect running 
order. 

Every machine, you know, is bet- 
ter for this systematic care, and it 
is a matter of pride with the manu- 
facturers that their interest does 
not cease when the sale is made. 

Yes indeed, this cleaner is a house- 
cleaning plant in itself and, in addi- 
tion to that, is a real helper every 
day. Certainly we can deliver it to 
you within the next hour. I am sure 
your husband will be delighted that 
you have made so perfect a solution 
of the servant problem. Thank you 
very much and be sure to call us when 
we can do anything for you. 

Thomas E. Clarke’s _ solution 
changes the sentences used into 
aggressive statements. He sizes the 
situation up this way: 

Instead of saying, “You see this 
cleaner does the work, so why bother 
with others,” it would have been 
better to have said: ‘“‘Now that you 
have seen the cleaner in action and 
witnessed what it can do, what do 
you think of it?” 

The statement of the salesman was 
rather supercilious. 

“If it does get out of order, we 
have a man who will repair it free 
of charge within one year.” A state- 
ment such as this leads the customer 
to expect the machine will get out of 
order within that time. A better 
way of putting it would have been to 
say: “Our interest in this sale is 
not ended when you buy the machine. 
We want you to be thoroughly satis- 
fied. It is not very probable, but if 
you have any trouble within a year, 
we will take care of you free of 
charge. However, we seldom have to 
make adjustments or repairs.” 

“Just because the cleaner sells for 
less, does not mean it will not do the 
work.” Why the apology for the 
price? The price being lower than 

(Continued on page 79) 
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A Receiving “Set” 


OME time ago a man read an advertisement describ- 

ing a receiving set for sale at $62.50. He knew 
little about radio, hence the rather technical wording 
of the advertisement meant nothing to him. He drew 
the money from the bank and was about to complete 
the purchase when he caught a clew from the salesman 
and learned that he must buy in addition to the set a 
loud speaker, batteries, tubes and other equipment. 

The salesman listed accessories and installation fees 
to the additional amount of $62.50 for a “‘set” that would 
enable this man to have entertainment in his home. 
After expressing his opinion of this sort of merchan- 
dising, the man left with his money intact. He has 
not yet bought a radio. 

We believe that this sort of merchandising is bad 
business, not only for the merchant but for the radio 
industry. The public believes that a radio receiving 
“set” is an instrument that will permit the owner to 
hear broadcasted programs and we believe that the 
public has a right to this idea. 

Perhaps it is not feasible for the manufacturer to 
ship a complete set, but we believe that when this set 
is offered to the public that it must be complete or 
that the publicity concerning it must clearly state in 
non-technical language how near complete it is. 

Much of the trouble today with sets in the hands 
of the public is due to the use of insufficient batteries, 
the wrong kind of tubes, wrongly proportioned aerials 
and similar faults which cannot be controlled as long 
as “sets” are not “sets” when sold. 

The public has been buying automobiles that will 
run, talking machines that will reproduce and washing 
machines that will wash, so why not a receiving set 
that will receive. Certainly the dealer who has regard 
for his future will market only complete sets. 





Today five rooms can be satisfactorily lighted for 
10 cents for the entire evening. The same amount of 
light in candle days would have required 360 standard 
candles, which would have cost $15. 





The Red Seal Home 


ANY merchants apparently think that the Red Seal 

Home campaign is something that concerns elec- 

trical contractors only, because the electrical contractor 

gets a larger amount for properly wiring a house than 
for an inadequate job. 

That is far from the correct view of the situation. 
Establishment of Red Seal Homes is especially inter- 
esting to those who sell electrical goods, because once 
the householder is established in such a home, he is in 
position to use with ease many appliances that can be 
used in an inadequate home only by much trouble. 

The merchant who sells washing machines, ironers 
and other laundry equipment is interested in a well 
wired laundry. The merchant who sells table and 
kitchen appliances is interested in many sockets in the 
dining room and kitchen. The merchant who sells 


lamps, curling irons and toilet articles is interested in 
well wired living and bed rooms and halls. The mer- 
chant who sells heaters and fans is interested in 
numerous sockets in every room in the house. 

It must be remembered that “In the Red Seal Home 
dwells an Al prospect for appliance sales.” 





London is served by 60 electric service companies. 
Chicago has only one company. The Chicago company 
generates twice as much current as the 60 London 
companies at half the cost. 





Misrepresentation 


HE owner of a very large store, in which electrical 

goods form an important department, called a gen- 
eral meeting of his sales staff with a view of promoting 
accuracy in the sales talks concerning all lines of 
merchandise. He said in part: 

“Any one who wants to be forty years behind the 
times can keep right on practising the old tricks of 
misrepresentation, baiting and inaccuracy, deliberate 
or otherwise, that modern establishments have cast 
aside.”’ 

He closed his talk with the direct statement that any 
sales person who misrepresented goods offered for sale 
by that store must personally assume the consequences. 

In no line is accurate representation of the articles 
for sale more desired than in electrical appliances. In 
the main, the differences in price of similar appliances 
are properly explainable. The salesperson, either 
behind the counter or in outside selling, who will 
succeed must know these differences. This requires 
some study. But all who get on in the world must 
study. 





In 1923 the electric light bill for the American people 
was $620,000,000. Had the same number of people 
bought the same amount of light in 1910, the bill would 
have been $2,250,000,000. Improved equipment and 
lower prices is the answer. 





Extreme Fixture Styles 


ONTENTIONS of some home decorators that the 

day of the ceiling fixture for some rooms of the 
home has passed meets with active opposition on the 
part of fixture dealers and manufacturers. Rightly so, 
we believe. 

As one fixture dealer put it: “I am quite willing to 
sell any one a set of wall fixtures without the ceiling 
fixture, provided the ceiling outlet is there; my chief 
reason being that I will sell more expensive wall fixtures 
in this way and will later -be called in to install the 
ceiling fixture.” 

The point is that the ceiling fixture will sooner or 
later be desired and to complete a home without ceiling 
outlets will be entirely unfair to the home builder who 
is swayed by a temporary style. 

The early days of gas and electricity brought a period 
of too many exclusive ceiling fixture rooms and now the 
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tide is turning. But a little thought will reveal many 
occasions when the overhead illumination will be desir- 
able, so the present stylist should not carry his point 
to the extreme of suggesting that the ceiling outlet is 
not desirable. 

Incidentally, a group of live dealers recently sug- 
gested that the item in most demand by home owners 
at this time was a suitable bedroom ceiling fixture, built 
along the lines of the recently popular kitchen light. 





In 1880, 25,000 electric lamps were manufactured. 
Last year, 400,000,000. The increase was 1,599,000 
per cent. The increase in population during the same 
period was 119 per cent. 





Hunting Trouble 


HERE has been much discussion as to “What is 

the matter with the lighting fixture industry?” It 
would seem that an interview with a fixture jobber 
printed in a recent issue of Lighting Fixtures and 
Lighting might do much toward explaining. A part 
of this interview is quoted: 


“IT am also cognizant of the fact that in about two years 
the fixture business is liable to peter out because of an ex- 
haustion of business. After the building boom was over 
the contractors went out and grabbed off every old house 
wiring job they could find, and from the looks of things 
they found them all. These jobs were financed in many 
cases through finance companies, just like automobile sales. 
That gave an impetus to the business which has kept things 
sailing. But the end is in sight and within two years I 
look for some very hard sailing for the simple reason that 
all of the old houses will have been wired and new build- 
ing will be limited. 

“And I am also aware that many in the trade firmly be- 
lieve that within ten to fifteen years there may have been 
discovered something new that will mean the elimination of 
electricity for lighting purposes. That will mean the scrap- 
ping of fixtures and the ripping out of electric wires. This, 
together with the scarcity of business within two years, 
because of a lack of old houses to wire and because of the 
limited amount of building, puts a certain air of demoraliza- 
tion over the entire fixture business.” 


We sincerely hope that ne reader of ELECTRICAL GOODS 
holds such an opinion of the lighting industry. Natu- 
rally, if the speaker is right, it would mean an end 
to the appliance and lamp business, as well as the fix- 
ture business. 

If the fixture dealer in your town is one of those 
who believes as does the jobber interviewed, it opens 
a field for hopeful, constructive merchandising. Per- 
haps you had better look into the situation. It is a 
trade axiom among progressive fixture men that the 
life of a fixture is seven years. 





The United States uses 50 per cent of the world’s 
incandescent lamps. 





Competition of Junk 
HOSE who sell electrical goods are confronted 
with an age old merchandising problem which 
some dealers apparently regard as peculiar to this 
line. It is the inclination of the public to buy “junk” 
under the impression that it is cheap. 
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As a matter of fact, a substandard article is about: 
the most expensive article anyone can buy and this. 
is perhaps a bit more the fact with electrical ap- 
pliances than with other lines. The fact that the 
article will not give long service, together with the 
fact that it must be repaired often and that the house- 
hold is without the use of the article for a period, 
must be taken into consideration, as well as the 
amount of current used. 

A leader in electrical appliance sales tells of a 
purchase that his wife made while he was ill in a 
hospital as a joke on himself. Strange to say, this. 
family had never used a toaster and the doctor recom- 
mended much toast as this man’s diet during his re- 
covery. So the careful housewife set about providing 
good toast and as money was somewhat scarce, she 
bought a mail order stove at what she said was. 
“dirt cheap.” 

The husband came home, had toast three mornings, 
then something happened. The stove was sent back. 
After some days another came. It was o. k. for a 
few days, then it went back, The period of waiting 
was longer. The third stove worked for a longer 
period but when it failed, it was not sent back. 

Then this electrical appliance man went over good 
and bad electrical appliances with his wife and pointed 
out the difference. She now buys only standard 
appliances. 

This is the job that is before the merchants in this 
line today. There must be an analysis of the cost. 
of use as well as the cost of upkeep. 





Under the direction of the National Electric Light 
Association plans are being made to see that electric 
wires reach every community in this country. 


The Lamp Editor 


E want to congratulate the readers of ELECTRI- 

CAL GOODS upon the fortunate circumstances 
that made it possible to obtain the services of Mrs. 
Bernice Bowser as Lamp Editor of this publication. 

Mrs. Bowser has been an authority on lamps for 
several years. She has been an important factor in 
the development of lamp styles and the association 
of lamps with other furnishings of the home. She 
has had a wide practical experience in the sale of 
lamps in a variety of stores. 

She knows lamps from a utility, decorative, and 
home standpoint. She understands the illumination 
requirements back of the design. Aside from her 
actual experience of merchandising lamps, she has 
planned many departments and has watched them 
work out. 

We know that her experience will be of the greatest 
value to lamp departments of all degrees and we 
suggest that if you are puzzled about your lamp de- 
partment that you state your case to Mrs. Bowser 
and see what practical suggestions she can make to 
you regarding the situation that is more or less un- 
satisfactory as it now stands. 











10 Ft. Sq. + $104 = Feminine Customers 





OT far from Coral Gables a 
progressive merchant searched 
' for a feature to interest new 
home builders. His space was lim- 
ited and the rear of his store was 
very dark, so that it was necessary 
to use artificial light. Perhaps this 
was what influenced him to investi- 
gate the lamp situation. 

At any rate, he found the women 
were buying lamps with much en- 
thusiasm; that in his section of the 
country there was a strong leaning 
toward interior decoration of Span- 
ish influence, with a natural interest 
in lamps and associated merchandise 
of iron. 

He redecorated his walls—flat yel- 
low—made a false window, with a 
row of electric lights under the 
valance of his “Sunfast” material so 
that he had a very real looking, sun- 
shiny window, and to balance the 
corner he made a false door. This 
completed this background suitable 
for many combinations of iron mer- 
chandise. 





He borrowed a mirror and two soft 
pieces of furniture—a chair and a 
davenport—which made his iron ar- 
ticles appear more livable and com- 
fortable. Visitors naturally dropped 
into this big, roomy chair and stayed 
long enough to appreciate how inter- 
esting his merchandise was and “to 
linger is to buy.” 

His investment was as follows: 

6 bridge lamps (recommended in 

Steel finish), 62” overall, com- 


plete with plain antique 12” 
parchment shade, $4.20....... $25.20 


hanging bookcase, polychrome 
finish, with shelves of wood, 


_— 





ge oe ge ree 10.50 

1 end table, Chinese red, with 
marble top, 23” x 13”, 21” high 21.00 

2 table lamps, antique iron, 30” 

overall, with 15” beaded em- 
pire ship shade, $13.75...... 27.50 

1 coffee table, Venetian green, 

22” x 15”, 21” high, with hand 
painted flower design in center 12.00 

1 hanging flower pocket, Old 

English finish frame with red 

or green lining, 22” overall, 
De Se £e0ecdesnceees i<“eoe 
$104.20 
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This selection, showing six dif- 
ferent finishes, enabled him to take 
orders for future delivery on all fin- 
ishes, and gave him a reserve of five 
floor lamps, the most popular item, 
and one table lamp. 

Almost every customer who en- 
tered his long, narrow store was in- 
stinctively drawn to the rear because 
of the glowing lamps. This caused 
them to pass every item he had on 
sale on his main floor. The advertis- 
ing given this unusual display was 
worth much, and at once he began 
to sell iron furniture in his Special 
Order Corner. 

Not realizing what he was doing, 
as he planned this display, he really 
opened a new avenue for revenue. 
He gave his customers what they 
wanted at the time they wanted it 
and at the price they wanted to pay, 
for the prices he charged, just double 
the cost shown here, seemed to his 
trade to be very reasonable. The 
women of the community were 
enthusiastic about the offerings. 
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New York had the privilege of enjoying two radio shows 
during the week of Sept. 14. The upper illustration is of 
the show held in the 248th Field Artillery Armory under the 








name “Second Annual Radio World’s Fair.” Below is a view 
of the “Fourth National Radio Exposition” at the Grand 
Central Palace, taken from the mezzanine floor 
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Pacific Radio 


Exposition 


More than 100,000 
persons attended the 
premier show of the 
1925-26 season in San 


Francisco. 


VERY effort was 

made at the Pacific 
Coast Show to dispel 
mystery in Radio. Spe- 
cial demonstrations of 
broadcasting, illustrating 
the equipment and how 
it is used were held daily, 
and visitors were given 
every opportunity to in- 
vestigate. 


Second Annual 














RADE  meet- 
ings featured 
the show.  Ses- 
sions at which 
engineers, de- 
signers, broad- 
casters and deal- 
ers talked on sub- 
jects of interest 
were held daily. 









































Old Mission 
Architecture 
Superb Setting 


Eastern manufactur- 
ers attending the western 
show realize that a high 
standard has been estab- 


lished. 


HILE the 

setting for 
each exhibit was 
similar to all 
others, ingenuity 
on the part of ex- 
hibitors avoided 
any appearance 
of similarity 
throughout the 
show. 


TTENDANCE on 
opening day was 
rated at close to 10,000 
and later the figures for 


a single day were as high 
as 16,000, which taxed 
the capacity of the exhi- 





bition room, chiefly be- 
cause the visitors were 
interested and lingered 
to study devices. 
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The UNIVERSAL Electric Washer is designed 
and built to sustain a reputation tor reliability 
zealously maintained by its makers tor nearly 











\Washers_ sell-and-stay-sold. 








The Vacuum Cleaner that 
Dominates Demonstrations 


Nothing equals convincing demonstrations—and 
there UNIVIERSAL Vacuum Cleaners excel, 
easily dominating all cleaners that seek to rival 
them in comparative demonstrations. 





Show prospects that UNIVERSAL Cleaners 
have no belts to break; no unsanitary brush to 
clean, or get out of order. The patented, self- 
cleaning, thread-and-lint-picking nozzle is a sales- 
man, itself. Show how its powerful suction 
draws even deep, embedded = dirt into the 
specially-woven, dust-tight bag. 
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LANDERS, FRARY & CLARK, “"dseti~ 


three-quarters of a century. UNIVERSAL 


They give a life- 


time of — far-more-than-satisfactory — service. 
UNIVERSAL has no “kicks” or 
create an aftermath of “service. 
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“come-back” to 
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Convenient, 
Economical 
Cookery 


The UNIVERSAL Electric Oven-Cooker, operating 
from any lamp socket, Roasts and Bakes Brown; 
Stews, Boils, Steams or Fricassees enough food for an 
average family meal. Baking with dry oven heat, it 
browns perfectly, which steam cookers, pressure cookers 
and so-called fireless cookers will not do. 


Inexpensive to Operate 

A large part of most cooking is carried on by stored 
heat and while connected it uses less current than an 
ordinary Electric Iron. The original cost is saved in no 
time through fuel saving and the elimination of meat 
shrinkage, and apart from its great convenience, the 
Cooker is an economical addition to the equipment of 
any home where electric current is available. 


Light and Easily Handled 


When not in use it may be put away in any 
convenient place. With food prepared at 
home it may be carried in any automobile, or 
otherwise for serving warm out-of-door meals 
wherever desired. 















































Heavy aluminum lining surrounded with a thick 
wall of high insulating material and encased in 
a protective steel shell. 

Tight-fitting, insulated cover is held in place by 
two thumb screws. Safety valve permits escape 
of steam. 


Cooking W ell 
10 mm. deep 
634 in. diameter 
Weight rt lbs. 


The two convenient food containers (capacity, 
2 quarts each) are equipped with fasteners to 
hold covers securely in place. 
The case is handsomely 
finished in attractive sil- 
ver gray enamel trimmed 
with red stripes. 


Includes Two 
Food Containers 
Capacity 2 qts. each 
Price $10.00 
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A Gift Lamp with a Story 


By Mrs. Bernice Bowser 


NCE upon a time a designer 


of lamps and other art ob- 

jects, in a moment of idle 
curiosity, asked his little girl how 
she would move a bookcase, and she 
leaned forward and pushed with her 
hands—an awkward position, quite 
typical of the female of the species. 
He asked his small son the same 
question and he, in a business-like 
manner, braced his shoulders against 
it, in a most interesting pose of 
which the artist at once made a 
model. This model was later made 
into book ends of metal, and for a 
long time was used in this way only. 
Recently a lamp man, looking for 

a very narrow lamp to use on the 
top of a narrow bookcase, suggested 
that a lamp might be added to the 
book end. After a little experiment- 








ing a charming yet practical lamp 
was created, with a fat little boy in 
antique gold and a smart shield of 
antique gold lace over gold, a rich 
color combination which can be used 
in any room. 

We show, in our photographs, how 
this lamp may be used close to the 
wall, brightening a dark corner 
where, before its use, it was impos- 
sible to read the titles of the books. 
We also show it used as a book end, 
as well as lamp, although this does 
not make such a happy combination 
and can only be used near a wall 
where the lighted bulb is not ex- 
posed to the eye. 

Every year, at this time, there is 
frantic search for new gift items, es- 
pecially for gift lamps for men, and 
this little lamp with its pretty story, 
which clerks may pass on to their 
customers, seems to fill a long felt 
need. 

In the lower photograph the lamp 
is placed on the top of bookshelves, 
to aid the selection of titles from 
the shelves below. 
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e Gentlemen” 

eS 

» We are m nan gratified at the pronou ed increase in our Lamp 

: pusiness { ne ast years e wish to 11 yo activitie® 

: poping tn t may passed on t° gome tner ynarawar © aealer 

wno Ne rofore not appreciat a value of the mercnandis ine 

3 nelps iven bt } ents of the national Lamp works. 

: Firsts ave vee consistently sing Y ur window trim gerv ices 
one week each month We jnst@ 2 feature amp window in W seh the 
centr of attraction is tne tnree wing ® ¢ posters nis LamP 

; window a very great effect on our © -tne-cou ter 381° 
and, © courses B 11 time ask our eustomerss "How are you 
fixed for Lamps* 

: Next, Wwe nave veem onsistenthy campaigning for © contracts: le 

4 ave een very yccessiuy j nis, 3 this is cyurprisine eva} t° 

ourselves e nard w that § tni ected petro nav- 

@ ing @ Natio (azde agency: tf st repr sentativ 

our jopber the LamP i jon nelpe nis rk, out 
ow for t most rt Ww g tnem urselvese 
The result al tn g tna we e no 4cting in ma jor 
League of tne pusin wher tne al e ang Ss ou te 
very qruly yours 
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To Keep Stock 
in Order— 


The electrical goods buyers in the 
stores where these pictures were 
taken have placed a saleswoman in 
charge of the electrical appliances. 
The women take pride in “know- 
ing” their stock, keeping full lines, 
and seeing to it that everything is 
spic and span—as every woman 
likes to see it. 











$9.50 


HOSE Dealers in electrical specialties 


who were familiar with our fifteen years’ {plain Brass, Bronze 
experience in making clamping lamps "4 !vory. 

practical and popular were confident that this Other memeaane one 

—one OF whic 1s ere 

SuPpER ADJUSTABLE LAMP would be a leader, shown—to retail profit- 


. . ‘ ¢ } a : a 
and it 1s. ably at d Swivel’ Action 


price won quick sales and all through the summer 

the repeat orders showed that it’s here to stay. 

Right now you should stock Greist Lamps 

aplenty, for fireside evenings and Christmas > . . | 
planning just ahead will make the call for them a / /~ , | 


more urgent than ever.. —- 
; . in the West 
Make the New Super Adjustable Lamp a price @"d Canada. | 
leader, and feature it lighted up with the | ™ | 
Juniorlite and other Greist Lamps. Show the , ; ti | 
famous Greist line hanging, standing or clamped 
where people may see for themselves their many - 
varied uses. Foreign Representatives: | 
° . : H. W. Beers Electric Co., S. A., la. San dr 
Greist Lamps displayed attractively sell them- Juan De Letran, 5, Mexico, D. F. 


selves. Write for prices and full information. ©-,G. Hawkins & Co., Ltd., 30-35 Drury 
. Lane, Kingsway, London, W. C. 2. 
Make your selections now from our complete  yenzies & Company, Ltd., 439 King 


line. A good assortment of Greist Lamps will Py ascent sagged see a. 
Slade an °o., 181 Clarence Street, 
make money for you. Sydney, Australia. 


. Full gh Circle 
Its beauty, its quality and the compelling low $3 00 * (| Ws OM | 
oe 
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Convenience Is Keynote of Successful 
Clamp-Type Lamp Display 


Once a Family Understands the Utility of the Handy Portables and the Comfort 
They Afford, Through Giving Personal Illumination Where and When 
Wanted, the Household Is Quickly Equipped with Them 


OR several years we have heard 

K much about wired furniture 

but as Mark Twain remarked 

about the weather, no one seems to 
have done much about it. 

The idea of the convenience of 
wired furniture comes from observa- 
tion on the part of hotel guests, who 
like the effect of mirrors, beds and 
other articles to which the lamps are 
attached. 

The housewife who sees this fur- 
niture immediately conceives the idea 
that with wired furniture and an 
outlet in the baseboard, she can move 
this furniture about the house at wil! 
and not be bothered about the elec- 
trical connection. And then the 
lamps, when attached to the furni- 
ture, cannot be removed and give so 
little trouble. 

There are, however, a lot of manu- 
facturing questions that come up in 
connection with producing such fur- 
niture and it will be a long time be- 
fore it is a staple article on the mar- 
ket. Among other things, the taste 
of the people for position and kinds 
of lights has not become sufficiently 
stabilized to permit the manufac- 
turer staking much on positions and 
kinds of lamps. 

It is in this connection that the 
clamp type lamp comes into the 
breach, with a suggestion for its dis- 
play in store showing this use. 

This lamp can be moved with ease 
and can be attached to furniture and 
it will look as though it belonged 
there. 

The day is past when the small, 
crudely made and colored hand elec- 
tric lamp can be considered as staple 
merchandise. The small lamp of to- 
day is beautifully designed, it is so 
colored and decorated that it will 
conform with materials and design 
of furniture and by proper selection 
the housewife, who is particular, can 
have lamps on her furniture that will 








Lamps on the dressing table 
give the light a woman wants 
for her toilet 


not jar her sense of beauty and fit- 
ness of things. 

These clamp type lamps, proper- 
ly placed, will add to the beauty and 
usefulness of the furniture and will 
give to the woman the convenience 
of the lamps with the wired furni- 
ture. 

The merchandising side of this 
suggestion is that these lamps be 
displayed on the articles of furni- 
ture with which they are intended 
to be used. 











Reading in bed is a growing 
habit, once the light permits 
comfortable position 
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The clamp type lamp, merely placed 
on a counter or display board, does 
not make a startling impression 
upon the shopper who sees it. When 
placed in display that shows its 
adaptability to convenience, comfort 
and individuality, it does make a 
decided impression. 

The clamp type lamp becomes a 
part of the furniture when the 
woman sees it at the head of a bed- 
stead or at the side of the mirror 
or in an advantageous position on the 
dressing table. 

What could be more comfort sug- 
gesting than a properly designed 
clamp type lamp on one of the large 
wing chairs that are now so popular 
for home use, or at a desk where it 
can be placed so that the person who 
is reading or writing at this desk can 
adjust the shade and the swivels in 
the lamp stem and have exactly the 
light that he wants, no matter on 
what part of the desk he may care to 
continue his operations. 

Exactly this same comfort is ob- 
tained by the woman at the sewing 
machine and one of these lamps, so 
displayed, will strongly appeal to her. 
Good merchandising of home con- 
veniences makes it imperative that 
the display indicate the diversity of 
comfort that can be obtained. 

The clamp type lamp is not a sub- 
stitute for other lamps or for the 
fixtures that are a part of the home. 
They merely supply an individuality 
and convenience of lighting that has 
been absent from the home since the 
day when the candle and the easily 
portable oil lamp were a part of every 
home. 

If any one has doubts as to the 
general liking for this type of con- 
venience, he should note how rapidly, 
after one lamp goes into a home, 
others follow. The sales display 
that succeeds indicates the comfort 
and convenience of these lamps. 














Read the following pages for an important announcement. 
to the nearest RCA distributor for descriptive bulletin and catalog. 
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The. 


RADIO CORPORATION OF AMERICA 


cCAnnounces 


a Selective Dealer Policy 


RCA herewith announces its selective dealer policy, to become effec- 
tive January 3, 1926. This policy has been most carefully developed with a 
twofold purpose in view—to benefit dealers by offering an individual 
franchise and to protect the public in their purchases of RCA merchandise. 


Dealers will be chosen upon the basis of active business in Radiolas, Radiola 
Loudspeakers, and RCA accessories during the months of September, 
October, November and December 1925. 


So that RCA may select its dealers on the basis of public preference, we are 
asking all our distributors to begin the preparation of a list of their dealers 
and to keep records of their purchases, credit and servicing performance, 
individually — furnishing us such records complete, from September 1 to 
December 31, 1925. 


Upon the basis of such preliminary evidence of public choice and satisfac- 
tion, RCA will issue Authorized Dealer signs. 


Our dealer distribution will be confined to those who maintain a definite 
servicing policy on RADIOLAS, RADIOTRONS, RADIOLA LOUDSPEAKERS 
and RCA accessories. Public acceptance of the prices at which we advertise 
these products permits the dealer a profit that is sufficient to warrant a 
liberal and expert servicing policy with moderate charges. 


The RCA franchise will be a valuable franchise. The number of dealers 
will be limited mainly on the basis of the service given to the public, but 
also witha frank recognition of the fact that RCA Authorized Dealers should 
have opportunities for profitable volume. We want to create a permanent 
business for them because it is the only way in which they can serve the public. 


The full strength of the vast national advertising program of RCA will be 
continuously behind its Authorized Dealers. 


Public demand and interest in Radiolas, Radiotrons, Radiola Loud- 
speakers and RCA accessories, supported by our national advertising, has 
now reached a point where it insures to our selected dealers, not alone a 
large turnover, but a profit as well. 


RADIO CORPORATION OF AMERICA 
Chicago New York San Francisco 
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New Radiolas: featuring volume, 
tone quality, complete A.C. opera- 
tion and Dry Battery operation giv- 
ing volume in excess of Storage 
Battery operation. 


Radic la 


New RCA eight-tube Super-Heterodyne 
complete and self-contained in console 
cabinet, embodying new RCA Special 
Cone Loudspeaker. Provides complete op- 
eration from 110 volt 60 cycle A. C. light- 
ing circuit, requiring no batteries. Extraor- 
dinary volume and perfection of tone. 
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RCA Now 








This fall marks the announcement by RCA 
of new Radiotrons, of improved Super- 
Heterodynes, and revolutionary new Loud- 
speakers. It marks another step, too, in 
lowering the cost of radio tothe public. These 
five pages of summary are a brief outline of 
a coming season of tremendous selling. 


30 

Supreme selectivity and super-sensitive- 
ness. The goal towards which engineers, the 
trade and the public have been looking 
since the advent of radio broadcasting. 


List price, complete with all necessary Ra- 
diotrons and Rectrons . $§75.00 


Radiola Super- VIII 


The standard RCA six-tube Super-Heter- 
odyne in upright cabinet with self-enclosed 
loop and famous RCA Doublette Loud- 


speaker. List price, including 5 Radiotrons 
UV-199, 1 Radiotron UX-120 and Adap- 
ter UR-556 . . $340.00 


Radiola 28 


“Jefferson desk” type new RCA uni-con- 
trol, eight-tube Super-Heterodyne with 
attached loop. As dry battery operated 
receiver, gives volume in excess of that 
obtainable from storage battery operated 
receivers. Space inside cabinet for all dry 
batteries. 


If used with Radiola Loudspeaker Model 


Radic sla 


The universally popular portable six-tube 
Super-Heterodyne provided with extra 
battery cabinet for home use. Adapted to 
either loop or antenna operation. Has 


Radi 


New RCA six-tube, uni-control Super- 
Heterodyne, table type with attached loop. 
Dry battery operated with space in cabinet 
for all necessary batteries. If used in con- 
junction with Radiola Loudspeaker Model 
104, Radiola 25 operates from 110 volt 60 
cycle A.C. lighting circuit, requiring no bat- 





adiola 


104, Radiola 28 operates completely from 
the A.C. lighting circuit, eliminating all bat- 
teries. Tuning mechanism consists of new 
RCA uni-control system employing “straight 
line” frequency condensers giving equal 
spacing of all stations on tuning scale. 

List price, including 7 Radiotrons UX-199, 
1 Radiotron ew and 1 Radiotron 
UxX-120 . $260.00 


26 

built-in loudspeaker, self-contained loop 
and space for all necessary batteries. 

List price, deerenanieds 6 Radiotrons UV- 
199 .. . $225.00 


a 
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teries. Tuning mechanism consists of new 


RCA uni-control system employing 
“straight line” frequency condensers giving 
equal spacing of all stations on tuning scale. 
List price, including five Radiotrons UX- 
199, 1 Radiotron UV-877 and 1 Radiotron 
UX-120... . $165.00 








Rec. U. S. Pat. Orr. 


AN RCA PRODUCT 
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cAinnounces 


Important 


No. 1: Trade Protection: Where prices 
are reduced, dealers and distrib- 
utors are protected. 

Deliveries: Of the new models, 
some are ready for immediate 
delivery. For the rest, orders will 
be accepted, and deliveries made 
as production goes forward. 


: 


No. 2: 





The popular seller of the RCA Super- 
Heterodyne group. Standard six-tube 
Super-Heterodyne which will gain new 
popularity when fitted with new amplify- 


mil ae 
nad 


A new pacemaker for radio receivers of 


the five-tube type. New RCA uni-control, 
tuned radio frequency receiver of balanced 
type with variable regeneration. An an- 
tenna set which, when dry battery opera- 


ted, gives volume considerably in excess of 


that obtainable from storage battery op- 
erated receivers in this class. 


Radi 
The popular price leader among RCA Ra- 
diolas. Over 100,000 sold to date. A four- 
tube Radiola which exceeds the perform- 
ance of many five-tube sets. Equipped 


with Balanced Amplifier for high quality 
reproduction. 


A receiver big in performance and low in 
price. Over 200,000 sold to date. Now sold 
at a price within reach of all. A two-tube 
Radiola of extraordinary performance. 


Radiola Bala 


Increases the loudspeaker volume of any 
type of radio receiver. Added to Radiola 
Ill, constitutes a four-tube Radiola giving 
same performance as Radiola III]-a. 
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Established leaders 


at new low prices 
( Trade Protected ) 


ing Radiotron UX-120. Over 150,000 
sold to date. 


List price, less accessories . . . $116.00 


wil ZV 


manipulation, sensitivity, selectivity and 
quality of reproduction are outstanding 
features. Operates with relatively short 
aerial. 


List price, less accessories . . . $102.50 
List price, packed with 4 Radiotrons UX- 
199 and 1 Radiotron UX-120. .$115.00 
tiioa 
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List price, less accessories . . $35.00 
List price, packed with 4 Radiotrons W D- 
llandheadphones.. . a . $49.50 
List price, packed with 4 Radiotrons WD- 
11, headphones and Radiola Loudspeaker 
Model UZ-1325 . $67.50 


eS 


. $15.00 
List price, packed with 2 Radiotrons WD- 


List price, less accessories . 


11 and headphones . $24.50 
nce A, APPL i 

List price, less Radiotrons . . $18.00 

List price, packed with 2 Radiotrons WD- 

cs + * « & @ @ %.% : . $23.00 


adiola 
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! The outstanding loudspeaker develop- 
: ment in the radio art, built on an entirely 
new principle. Reproduces orchestra, band, 
pipe organ and other musical instruments 
with volume equal to the original at the 
broadcasting studio, with acoustical fidel- 
ity hitherto unattained. Gives amazingly 
accurate voice reproduction. Volume of 
reproduction can be varied from mini- 
mum to maximum without impairment 
: of quality. Operates directly from a 110 


Radiola Louds; 


A new RCA, A. C. operated Cone Loud- 
: speaker equipped with rectifier-amplifier 
unit for operation from 60 cycle, 110 volt 
A.C. lighting circuit. Has same tone quality 
as Model 104 and provides volume far in 
excess of existing types of loudspeakers. 
Recommended for connection to firstaudio 


Radiola Loudspe 


New RCA Special Cone built on the new 
principle, achieving new clarity of tone 
and a far wider tone range than existing 
types. Designed for direct connection to 


The RCA standard of the horn type, uni- 
versally commented upon as providing 
clearest reproduction of horn types of loud- 
speakers. Equipped with an adjustable 


, Rectifier-power amplifier unit—same as 
| that supplied with Model 102 Loudspeak- 
! er. May be used for operation of any type 
of loudspeaker from 60 cycle, 110 volt 
A.C. lighting circuit. Amplificaion ob- 


America’s first “B” battery eliminator de- 
signed to supply plate voltage to any type 
of radio broadcast receiver using any type 
of tube up to ten Radiotrons 201-A. Sup- 
plies plate voltages at 224, 45,90 and 135 
volts with maximum current output at 50 
milliamperes. Through use of RCA glow 
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Radiola LOUD SPEAKERS 
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New Developments in Loudspeakers 


Radiola Loudspeaker Model 104 


volt 60 cycle A.C. circuit and when used 
with Radiola 25 or Radiola 28, supplies 
plate, grid and filament voltages for oper- 
ation of complete radio setas well as loud- 
speaker, thus replacing all batteries. May 
be connected to first audio stage of any 
radio receiver, but its capabilities are par- 
ticularly realized with RCA Radiolas. 


List price, including all Radiotrons and 
Rectrons. .......+ . . $245.00 


yeaker Model LO2 


stage of broadcast receivers and particular- 
ly for use in conjunction with RCA Ra- 
diolas. Operated by new super-power 
amplifier tube, Radiotron UX-210andnew 
RCA Rectron UX-216-B. 


List price, panne Radiotrons and Rec’ 
ae ss. . $140.00 


aker Model 100 
output circuit of broadcast receivers. Par- 


ticularly recommended for Radiolas 20, 
25 and 28, when dry battery operated. 


List price . . . $35.00 


R: i¢ liola Loudspe aker Model L) \- 1395 


diaphragm. Requires no external batteries 
for additional amplification. 


List price . . . $18.00 


A. C. Rectifier-amplifier 
RCA Uni-Rectron Model AP-935 


tained from new RCA super-power ampli- 
fying tube,Radiotron UX-210. 


List price, complete with Radiotron UX- 
210 and Rectron UX-216-B . . $105.00 


“B” Battery Eliminators 
RCA Duo-Rectron Model AP-937 


lamp, Radiotron UX-874, this model pro- 
vides uniform voltage at all current outputs 
from minimum to maximum. Operates 
detector as well as amplifier tubes from 
110 volt, 60 cycle A. C. source. A. C. 
hum completely eliminated. 

List price, with Radiotron UX-874 and 
Rectron UX-213..... .. . $6§.00 
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Three new power amplifying tubes 








for increase of volume 
and quality of reproduction 


* 


* 


* 


Radiotron UX-120 


New RCA dry battery power amplifier 
tube which, when connected to last audio 
stage of a dry battery operated receiver, 


provides volume double that obtainable 
from UV-201-A tubes. 


List o * * . $2.50 


Radiotron UxX-112 


New RCA storage battery power amplifier 
tube for improvement of quality and vol- 


Radiotron 


New RCA super-power amplifying tube 
designed for use in A.C. operated power am- 


ume in storage battery operated receivers. 


List . * * > % $6.50 
U X-210 


plifiers. The most powerful audio frequency 
amplifying tube on the market. List. $9.00 


The standard RCA Radiotrons you now sell—some equipped 
with the new RCA standard “UX” base 


Radiotron WD-11 .. . . $2.50 
Radiotron WD-12 ..... . .§2.§0 
Radiotron *W<X-12 . . . . $2.50 
Radiotron UV-199. . , . . $2.§0 
Radiotron *UX-199.... . $2.50 
Radiotron UV-200. . . . $2.50 
Radiotron *UX-200. . . . . $2.50 
Radiotron UV-201-A . . $2.50 
Radiotron *UX-201-A . $2.50 


Two new RCA Rectrons—rectifier tubes 
for use in “B” battery eliminators and de- 
vices serving similar functions. 


*_ A “UX” or “WX” tube provides precisely 
the same performance as the corresponding “UV” 
or “WD” tube, the only change being in the 
design of the base. 


Rectron U X-213 


New RCA full-wave rectifier using input 
voltages up to 220 per plate. Provides 


Kectron 
New RCA half-wave rectifying tube for 


use in “B” battery eliminators and similar 
Operates at plate voltages up to 


devices. 





current output of 65 milliamperes. 
List LS a @ | ss $7.00 


U X-216-B 


550, with current output of 65 milliam- 
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List . $7.50 
= 
adiotron 
AN RCA PRODUCT 
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anew standar 
20wer and tone | 
‘on your complaint department right 
can. double the efficiency of any set you 
easy as snapping the fingers to do it. 


e URECO GOLDENTONE Power 
st audio stage. Result— 























. Coast-to-coast range 
en i Heretofore unheard sweetness of tone — 
- 3. Absolutely free of distortion. 


he GoitvenlIons Why the Go.penlone 
up Volume eliminates distortion 


einside of the GoLpENToNE is That last tube in the radio set 
ferent—not only different in has beenheretofore like a man’s 
tion, but additional el- voice—past a certain range, fal- 
_ ementsand greater capacities,to setto, distortion. GOLDENTONE 
_ increase the flow of plate cur- is like a voice of unlimited range 
rent to almost twice as muchas 1—no forcing necessary to pro- 


x 


‘in the 201A. That means amaz- duce each tone, true and clear. 
car ‘The extra plate current gives it 


d-speaker volume on far ; dis- the pawer to build up the sig- 




















ta nt stations. So en ee 


Not words, but PROOF is what you want. Put 
the URECO Go.pentont in the last audio stage 
of your own set and you will never take it out. 


ITED RADIO & ELECTRIC CORPORATION 


























MEMBER 
FEDERAL 
RESERVE 
SYSTEM 











Federal 
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System 








This is one of the 
series of 13 fo!'d- 
ers that will reach 
eight million fam- 
ilies to promote 
interest in elec- 
tricity 








HE LAST BAD PANIC, 
when many banks failed 


and people lost millions, was 

in 1907. 

Political economists think 

there may never be another 

such panic os iii) (1 
“. 








For now the banks have the 
Federal Reserve System, a 
source of strength for big banks 
and small banks alike. 


Just as the banks have joined 


Story of Electricity for 8,000,000 Families 


DIRECT mail campaign to 
A reach more than 8,000,000 

families, all of whom are 
prospects for the sale of electrical 
appliances, is under way by the Na- 
tional Electric Light Association. 

The folders with which this cam- 
paign is being carried out have been 
prepared and one of them is repro- 
duced in color on these pages. The 
objective of these folders is to make 
people more friendly to the use of 
electricity. 

First among the messages that is 
being carried to these families is 
that electricity has been steadily 
growing cheaper as other costs 
mounted. 

This great advertising campaign 
is being carried out through the co- 
operation of the electric service 
companies of the country. The N. 
E. L. A. has provided the folders 
and is supplying them to the service 
companies through a financial ar- 
rangement that interests only the 
two parties to the contract. 

The distribution of these folders 
and the anticipated results are of in- 


terest to every merchant who sells 
electrical appliances, as any reaction 
on the part of these 8,000,000 fami- 
lies friendly to electricity as a 
means of lighting and labor saving 
power in the home is certain to be 
of material aid to the appliance mer- 
chant. 

Probably soon after this issue of 
ELECTRICAL GOODS reaches the _ read- 
ers these folders will come to your 
attention by distribution with the 
monthly light bills. That is the 
usual method of distribution and a 
series of thirteen folders has been 
arranged. 

In other words, the electricity 
producing industry is going to cir- 
cularize 8,000,000 families for thir- 
teen months to make these families 
more friendly toward appliances and 
other electrical subjects. 

The electricity cost chart, illus- 
trated above, appears in all of these 
folders but the rest of the subject 
matter is different in each. One of 
the folders makes a dramatic appeal 
on price under the heading: ‘“Sup- 
pose all your bills were reduced 65 
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per cent.” The text of this folder 
reads: 


How cheap your rent would be. 

And your clothes. 

And everything. 

_ What a grand and glorious feel- 
ing. 

You can have this grand and glo- 
rious feeling when you look at your 
electric service bill. 

Since 1913 the cost of living has 
gone up 65 per cent. Contrast this 
with the achievement of the electric 
light and power industry during the 
same years, as shown by the chart; 
remember it when you get your bill. 

Orators talk and business men 
don’t, 

But the chart tells the story. 

Have orators ever reduced the 
price of anything? 

Another that refers especially to 
the low rate for electric current has 
the title “Yes! Grape fruit is cheap 
in Florida.” On the title page is 
cartooned this rather ridiculous con- 
versation: “I guess I’ll run down to 
Florida and get a grape fruit. I 
understand you can get one for noth- 
ing down there.” The answer is, 
“that’s a good idea; the carfare is 
only $57.60.” The text reads: 
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together in the Federal Re- 
serve System, so many electric 
light and power companies 
have joined together in invest- 
ment and supervision compa- 
nies—sometimes called ‘‘hold- 
ing companies.”’ 

Through such an association 
the big company and the little 
company can exchange engi- 
neering skill and financial re- 
sources, and distribute their 
current most economically. 

The following interesting 
chart shows that everything 
else has gone up an average of 
65% in cost since 1913. Con- 
trast this with the achieve- 
ment of the electric light and 


In order to further 
the use of elec- 
tricity in the 
home, the _ most 
forceful argument 
is the constantly 
lowering costs 
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In many parts of the country 
the economies made possible 
by the investing and supervis- 
ing companies have been a big 
factor in making the splendid 
record shown on this chart. 
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All appliance dealers are vitally interested in this promotion to popularize the 
electricity producing industry as this increased appreciation will mean wider use 


But to pack a grape fruit and 
deliver it to your grocer—that’s 
where the cost comes in. 

If you went to Wyoming and 
killed a steer, and cut it up, your 
steak would cost very little. 

But how about the cost of get- 
ting it home? 

If you could go to your electric 
light company and buy a package of 
electricity and carry it home in a 
basket, the rate would be lower than 
it now is. 

“Only 20 per cent of electricity’s 
cost is in manufacturing; 80 per 
cent delivery cost, taxes, interest on 
the investment, and service. 

The average cost of all other 
commodities has gone up 65 per cent 
since 1913. Contrast this with the 
achievement of the electric light and 
power industry during the same 
period. 

Electricity is the cheapest com- 
fort in your home. Remember, too, 
that out of every $1 you pay, only 
20 cents is for making the current; 
80 cents is the cost of delivering ser- 
vice from the plant to the customer. 


Other questions than cost are ap- 
proached in these folders. There is 
the prevailing impression that the 
present method of producing elec- 
tricity is all wrong and that Niagara 


Falls alone produces enough current 
to supply the needs of the world, or 
that it could. Under the title 
“Niagara” one of these folders says: 


How much of the total electrical 
energy of the United States comes 
from Niagara? 

Only 4% per cent. 

If all the water power in the 
United States were developed, would 
electricity be much cheaper? 

Not much. About 72 per cent 
of the water power is west of the 
Mississippi, while 79 per cent of the 
demand for electricity is east. 


Politicians deal in statements. 
Business men have to deal in facts 
and figures. 

The cost of government has gone 
up—still nearly 150 per cent higher 
than before the war. 

Politics are expensive and elec- 
tricity is cheap. Maybe it is just as 
well not to try to mix them. 

On the very interesting subject of 
regulation of public utilities, a folder 
titled “Regulation” says: 


There are two ways in which Gov- 
ernment can be in business. 

1. It can run the business. The 
Government ran the railroads from 
Dec. 28, 1917, to March 1, 1920, and 
lost $1,600,000,000. Government 
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ownership is always extravagant, as 
President Coolidge has pointed out. 

2. It can regulate business. Near- 
ly every State now has a commission 
which determines what the fair cost 
of electric light and power compa- 
nies are (including the cost of cap- 
ital and taxes) and fixes the rates 
on that basis. Where there are no 
State commissions the companies are 
under lotal regulation. 

Other titles in this series of fold- 
ers are: 


“Why did 860 municipally-owned 
plants close?” ; 

“Muscle Shoals.” 

“All in favor of paying more taxes 
say I.” 

“Orator and Business Man.” 

“Like finding $13.” 

“Service ‘at cost.” 

“A capitalist.” 


Merchants who are selling elec- 
trical appliances will be interested 
in this great mail effort to convince 
consumers of electricity that this is 
one commodity that has been sold at 
consistently lower prices. Also that 
much study has been given to the 
economic structure. 















































$50,000 In National Advertising— $40,000 In ‘“‘Punchy’’ 
Newspaper Ads—$25,000 For Special Direct Mail— 
$425,000 Worth of FREE Attachments 





CUUM CL 


“IT GETS THE DIRT” 


= SUREKA 
Prize 
VA EANER 


Aided by the most amaz- 
ingly productive com- 
bination of quick-action 
sales features ever fur- 
nished to any organiza- 
tion in the _ electrical 
field, authorized Eureka 
dealers are doubling and 
tripling with ease their 
customary volume of 
vacuum cleaner sales. 


Great Free Attachment Offer 


To enable our dealers to take full 
advantage of the great fall house- 
cleaning opportunity, we have made 
it possible for them to offer FREE 
a complete $8.50 set of attachments 
with each Eurek& they sell and to 
accept a very low $4.50 down payment 
on time sales. We supply the attach- 
ments FREE to our authorized deal- 
ers—and they FREE to their cus- 
tomers. In addition a special offer 
of FREE use of a Grand Prize Eureka 


and attachments during fall house- 
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Payment! 


Results Already 
Indicate That Eureka 
Dealers Will Sell Over 
50,000 Cleaners In 

42-Day Campaign 


cleaning is in effect. Over $100,000 
will be expended in this sensational 
Eureka Fall Housecleaning Advertis- 
ing Campaign from coast to coast— 
thus ripening a golden harvest of 
orders in every sales territory. This 
avalanche of advertising and special 
inducements will stimulate con- 
sumer demand and organized effort 
by all Authorized Eureka dealers. 


This Is Your Opportunity fora 
Big Fall Business 


There is no time to be lost by any 
dealer handling any of the major 
home appliances who wants to share 
in the record-smashing volume of 
Eureka sales that can so readily be 
obtained this fall and winter. No 
dealer needs to be told that sales 
helps like these result in quicker, 
easier sales in considerable volume— 
with correspondingly increased profit. 
Wire the factory at once for an inter- 
view with our sales manager for your 
territory. 


Eureka Vacuum CLEANER Company, Detroit, U. S. A. 
Makers of Electric Vacuum Cleaners Since 1909 


Canadian Factory, Kitchener, Ont. : 
Foreign Branches: 8 Fisher St., Holborn, London, W.C.1, Eng., 
(236) 58-70 Margaret St., Sydney, Australia 
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Some of the High Spots as Seen 
at the Radio Shows 


Tone, Cabinets, Battery Elimination, Single Control, Tuning and 
Radio Frequency Circuits Are the Outstanding Features That Vie 
for Attention—General Improvements Along All Lines of Radio 


Merchandise 


By Arthur Sinsheimer, Radio Editor 


T would actually take volumes 
| to describe everything that was 
seen on my rounds of the radio 
shows because they were crowded to 
overflowing with all kinds of new 
sets, parts, accessories and_inci- 
dentals that will later be brought to 
the attention of the radio fans—your 
customers—through individual effort 
on the manufacturers’ part during 
this season. 

But I will try to hit for you a few 
of the high spots—the important 
things—that our readers should know 
about. 

In the first place, there have been 
very great refinements all along the 
line in the matter of all radio mer- 
chandise which means that this year 
we may expect a greater business 
than ever from those who will now 
be satisfied with the improved recep- 
tion which these refinements bespeak. 

There probably is plenty of room 
left for improvement in the finer 
art of programs and broadcasting 
methods, but I firmly believe that 
those who have not been interested 
in radio before because of the some- 
what mediocre tones and qualities of 
reception will now get their thrill 
from much of the equipment which 
has been produced for them this year. 

Of course, as is always true of 
these first exhibits, some of the items 
shown will never reach the market 
because of several good reasons— 
either the merchandise doesn’t pan 
out as efficient as it should be; the 
price affects its marketing; the sell- 
ing policy of the manufacturer is 
wrong; or it might be just “trick” 
stuff that is not standard and so can 
not get by. In any case, you should 
be interested and so your time will 
not be wasted here by telling you 
about such things. 

Radio sets as shown this season 
have been greatly improved in the 


matter of tonal qualities, beauty of 
cabineting and_ simplification of 
operation. Slight changes in the 
matter of circuit construction are 
seen on all sides and only in a few 
instances have circuits been more 
radically changed. Five tube radio 
frequency sets continue very popular. 

Now as to cabinets. It can be 
truthfully said that radio is estab- 
lishing its place in the home, as re- 
flected in the many beautiful con- 


sole and more ornate cabinet designs 


which have been worked out for this 
season. There are cabinets of every 
description from the simple little 
box, which takes its place on top of 
the library table, right up through 
various types of consoles to the 
ornate period cabinet design in hand 
earving and finish that will vie with 
the ‘finest piece of furniture to be 
seen in the most elaborate home. 

Of course this latter type has its 
very limited market but neverthe- 
less, we can see what strides the in- 
dustry is making when it can pro- 
duce specimens so high in art as to 
force its way into the home in com- 
petition with the finer musical instru- 
ments which have taken years in 
their upbuilding. All in all, no mat- 
ter what the price of the set, this 
year we find cabinets of good con- 
struction and design throughout all 
the lines. 

To many of the older radio fans, 
a number of this year’s sets will look 
very strange but this same strange- 
ness will be a revelation to those 
who have never gone in for radio 
because it looked so complicated. 
This is all brought around through 
the method of tuning which has been 
adopted by quite a few of the manu- 
facturers this season. 

We now speak of the single con- 
trol tuning which has been embodied 
in about twenty of the sets seen at 
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the shows and we understand that 
more manufacturers are going in 
daily for this same feature. 

In most all of the sets employing 
this single control tuning feature, 
multiple circuit design with each cir- 
cuit is so accurately fixed by means 
of multiple condensers mounted on 
a single shaft, that the sets can be 
tuned with hair-like precision by a 
slight turn of only one dial. Some 
manufacturers have chosen the drum 
type and others the familiar circular 
dial, but in either case it is strictly 
unit control. 

One of the remarkable things in 
radio development, that has received 
great attention from radio engineers 
during the past year, is termed in 
enginering circles “acoustic syn- 
chronization” and stress of this im- 
portant point is made by many of 
the manufacturers’ exhibits at the 
shows. 

This acoustic synchronization 
seems to be one of the big features 
being “sold” by every manufacturer, 
and if I were to give you the tech- 
nical explanations which were heard 
on every side from these acoustical 
engineers, it would probably bore 
you, so we will boil it down by simply 
saying that they have all tried to 
synchronize or adjust the vibrations 
as given out by the human voice and 
those given out by musical instru- 
ments so that they could be co- 
ordinated within certain frequencies 
of vibrations. 

Quite a few of the engineers have 
succeeded in their task and it must be 
admitted that in certain instances the 
reception through the loud speaker 
has been the most perfect thing that 
has vet been heard in radio. 

Loud speakers are on the market 
this year ranging in price up to $245, 
which seems at first hand to be out 

(Continued on page 68) 














Hotpoint Helps You Sell 
at Christmas 


One reason Hotpoint electric appliances are the largest sellers is 

because they are continually kept before the public for you. 

Christmas is Hotpoint’s heaviest selling season. To help you 

make more Hotpoint profits this Christmas there will appear 

two pages in colors in the December 12th Saturday Evening 
Post—as well as Christmas advertising in the 


Ladies’ Home Journal Good Housekeeping 
Sunset Magazine 


The advertising directs the public to your store. It says: 


“Near your home there is a Hotpoint Dealer. You will know 
him by the ‘Hotpoint Servants’ sign on his window or door— 
or by the Hotpoint appliances and display cards in his window. 

“Go there and see the economical and beautiful Hotpoint gifts 


from which you can choose .. .” 
If you haven’t ordered the Christmas window display 


cards, etc., send for them today. 


An Invitation to Quality Dealers 


If you are not now handling the Hotpoint line, write our 
nearest office immediately and we will arrange to have a 
close-at-hand Distributor show you the best Christ- 
mas sellers at once and see that you are given 

quick service on merchandise and Christmas 


display material. 


Make Hotpoint Profits 
This | 
Christmas 
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EDISON ELECTRIC APPLIANCE CO., Inc 
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MANUFACTURER OF HOUSEHOLD ELECTRIC HEATING APPLIANCES 








Don’t Lose Sales 


Be sure you have sufficient stocks. Every time you have 
to say “Sorry, but we are all out of that particular Hot- 
point item,” you lose a profit never to be regained. 


Check your Hotpoint stock and order NOW to 
insure greatest Hotpoint profits during 
November and December. Ourdistributors 
stand ready to give you quick SERVICE. 
EDISON ELECTRIC APPLIANCE CO., Inc. 

5610 West Taylor Street, Chicago, Illinois 


Boston - New York « Cleveland -: Chicago - St. Louis 
Atlanta - 





Ontario, Calif. - Los Angeles - San 
Francisco - Portland - Seattle - Salt Lake City 


In Canada: Canadian General Electric 
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Model 400 
Reproducer 








Radio Tube 
Model S.W. 








Only One 


Stewart-Warner Dealer 
In Each Locality 


eee get ALL the profit, because there are no other 
dealers handling Stewart-Warner Radio in your locality. 
No possibility of a drug store around the corner selling the 
same line, or some other store across the street “stepping in™ 
on a share of your profits. You are absolutely protected. 


You will receive full benefit from the extensive national 
advertising program soon to appear. It will make a “beaten 
path” to your door—help build your success. Are you going 
=e to pass up this opportunity to get in on the ground floor? 
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All Sets Licensed 
nder 
U.S. Navy Patents 






Model 410 
Console Table in- 
cluding Built-in- 
Speaker and Battery 
Compartment, with- 
out Radio. 







Model 320 









Model 310 Model 315 
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ADIO dealers are responsible for our 
new plan of selling radio. Our plan 
was actually made by the dealers them- 
selves, according to their own statements 
of what they required to achieve success 
—to obtain their full share of protection 
and profits—to build a permanent, pros- 
perous radio business. 


Stewart-Warner Matched-Unit Radio is 
a wonderful line—complete in every de- 
tail—that carries plenty of prestige for the 
dealer. Stewart-Warner Merchandise is 
always like this. 





But, what is equally as important, we have 
a “dealer-made”™ plan to merchandise our 
radio—a plan that could not be made to 
suit your needs better, had you made it 
yourself. 


“Gyp dealers” are barred. There will be 
no “bargains” in Stewart-Warner Radio. 


“Counterfeit” dealers simply do not exist. 
No individuals can buy Stewart-Warner 
Radio at dealers’ prices. 


Our method of distribution makes it pos- 
sible for us to offer you everything you 
have hoped for. 

















INSTRUMENTS TUBES 
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Radio Dealers Themselve 


It Guarantees Profit-Protection-Permanence 





We have no jobbers. We have our own 
central distribution stations—g6 all over 
the world—62 in the United States and 
Canada. They are direct factory branches 
under the Stewart-Warner name. When 
we say, “do,” they do—when we say 
“don't,” they don’t. No other radio man 
ufacturer has such absolute control of his 
distributors. 


There is already a great demand for Stew- 
art-Warner Matched-Unit Radio. How 
much greater will this demand be when 
we have broadcasted to the world the 
superiorities of our wonderful units? 


The demand which our advertising will 
create can only be satisfied at one place— 
in your store. Purchasers of Stewart-War- 
ner Radio will come to you to buy. 


Prestige, Profit, Protection and Permanence 
in the radio business is yours, through our 
“dealer-made” plan of radio merchandising. 


Fill in the coupon below, and we will 
have our representative call and explain 
its advantages to you. 


STEWART-WARNER SPEEDOMETER 
CORPORATION 


CHICAGO ° U. S. A. 


é o 





Matcaed=—Umit Radio 


REPRODUCERS ACCESSORIES 
COPYRIGHT 1925 BY S.W.S.COR'N. 


Radio Division 
Stewart-Warner Speedometer Corporation 
1826 Diversey Pkwy., Chicago, U.S.A. 


Gentlemen:—I want to be considered in connection with a Stewart-Warner Radio 




















A Model to fill Every Desire , Dealership and to discuss the details with your wee onl 
A Price to fit Every Purse = 
: Address eaenane Sn a 
City County Ss 
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New Goods to Sell 


Five-Tube Receiver 





The “Radiola 20” now offered by the 
Radio Corporation of America, Wool- 
worth Building, New York, is a uni- 
control, tuned radio frequency receiver 
with variable generation. This receiver 
using dry cells is said by the manufac- 
turer to give volume considerably in 
excess of that obtained from storage 
battery operated receivers in the same 
class. 


Boudoir Lamp 





A boudoir lamp with tinted etchings 
and hand painted conventional borders, 
with colors showing through so as to 
look as well unlighted as lighted, has 
been introduced by H. G. McFaddin & 
Company, 38 Warren St., New York 
City. It is fitted with patented ad- 
justable holder, permitting shade to be 
tilted for reading in bed. The height 
of the lamp overall is 14 in. and the 
diameter of shade is 8 in. Assorted 
finishes, gold, ivory, and bronze Six 
styles of shades. 


Radiopower Unit 





Consisting of a dry storage battery 
with a trickle charging arrangement 
which automatically keeps it charged, 
built into a walnut case, the Wilson 
“B” radiopower unit has been intro- 
duced by Radio Units, Inc., Maywood, 
Ill. The cabinet is 25 in. long, 10 in. 
wide and 7 in. high. 


Radio Receivers 





Two six-tube and two eight-tube 
models, each in two types of cabinets, 
comprise the Kolster radio line just 
introduced by the Federal Telegraph 
Co., Woolworth Building, New York 
City. The sets have a single tuning, 
with uniform amplification over the 
entire range of audio frequencies from 
50 to 5000 cycles, and perpendicular 
scale calibrated in wave length divi- 
sions. The cabinets, two table models 
and two floor models, are constructed 
of mahogany and are finished in duo- 
tone brown. The model illustrated 
above is 8-B. 


Radiant Heater 





Security Electric Manufacturing 
Company, 2633 Canton St., Chicago, 
has announced the production of a 
new reflector heater. The bowl, which 
is 13% in. in diameter, is made of 
solid copper and the element is made 
of genuine Nichrome wire. It is cone 
shaped and removable. The base is of 
the open pattern design ornamented 
in high relief and finished in bronze 
and gold. 
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Tube Adapter 





An adapter is being made by the 
Radio Corporation of America, Wool- 
worth Building, New York, which per- 
mits the use of the new UX-120 radio- 
tron in the standard type of catacomb 
super-hetrrodyne. As is shown in the 
illustration, the adapter is inserted in 
the socket after first having had the 
tube placed in it. This type of tube is 
intended to be used in the last audio 
stage of any set using UV-199 tubes 
with results said to be equal to the use 
of a storage battery tube under the 
same conditions. 





Cord Sets 





Two new cord sets have been intro- 
duced by the Ajax Electric Specialty 
Company, 1926 Chestnut St., St. Louis, 
Mo. The one illustrated at the left 
is the Ajax heater cord set equipped 
with a 6-ft. flexible asbestos covered 
heater cord, two-piece attachment plug 
and universal iron plug, cord protector 
and bushing. The socket extension 
set at right consists of 8-ft. parallel 
silk-covered cord with standard key 
socket and two-piece attachment plug. 
Another set is a socket extension set 
made with 8-ft. reinforced extension 
cord, cold molded socket and one-piece 
attachment plug. The company also 
distributes separately the appliance 
plug for round or flat terminals. 





Vacuum Cleaner 

The Hurley Vacuum Cleaner Com- 
pany, Fifty-fourth Avenue and Fifty- 
second Street, Chicago, is announcing a 
new vacuum cleaner that will sell for 
$65, plus $12.50 for extra cleaning at- 
tachments. It is a double duty ma- 
chine, as it may be used as a straight 
suction type or as a brush type. A 
small lever makes either method of 
cleaning instantly available to the user. 























Portable Lamps 
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A new line of portable lamps with 
a height of 22 in. overall and a 16-in. 
shade has just been introduced by The 
Jefferson Glass Co., Follansbee, W. Va. 
The lamp. illustrated above is Parisian 
bronze and is furnished with two pull 
chain sockets, silk cord and a two-piece 
plug. 


Loudspeaker Unit 





A phonograph attachment _loud- 
speaker unit has just been placed on 
the market by the Globe Phone Manu- 
facturing Company, Reading, Mass. It 
is made with balanced coils mounted 
upon a sound bridge with a tone pocket 
beneath. 


Portable Heater 





A new member of the “Sunbowl” 
family, the “Sunbowl Junior” elec- 
tric radiator, equipped with an in- 
verted, cone-shaped element in combi- 
nation with a parabolic reflector of 


solid copper, has been announced by 





the Simplex Electric Heating Company, 
Cambridge, Mass. The solid copper re- 
fiector is finished in forest green, is 
adjustable, and is equipped with a 
quick detachable copper guard. 
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Portable Heater 





With a new type of heating element 
in which all the coils face the reflector 
to give complete radiation, a new port- 
able electric heater has been  intro- 
duced by The Anderson-Pitt Corpcra- 
tion, 2609 Walnut Street, Kansas City, 
Mo. The base is of cast iron, attached 
to the reflector by an adjustable hinge 
joint. The base and back of the re- 
flector are finished in cream colored 
duPont Duco, and the reflector is pol- 
ished solid copper. The reflector is 14 
in. in diameter, and the heater stands 
18 in. high over all. 





All-Porcelain Receptacles 





Syracuse, 


Inc., 
N. Y., are placing on the market a new 


Pass & Seymour, 
and complete line of  all-porcelain 
receptacles. The line includes three 
groups: receptacles for 3% and 4 in. 
boxes; 3% in. box receptacles and deep 
recessed back receptacles for the un- 
usual situation. 

In each group are the chain and 
cord type for ceiling lights; insulated 
chain type for side wall lights and the 
keyless type for wall switch control. 





Toggle Switch 


A new toggle switch which fits on 
the front of the panel and is fastened 
by drilling two small holes through 
the panel for mounting screws, has 
been introduced by Herbert H. Frost, 
Inc., 314 W. Superior Street, Chicago, 
Ill. The switch is made of molded Bake- 
lite, in either red or black, to match the 
panel. It shows whether the current 
is turned on or off, eliminating the 
necessity of lifting up the lid of the 
cabinet to see if the tubes are lighted 


up. 
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One-Volt Transformer 

















A one-volt transformer, said to be 
the only transformer manufactured 
with one-volt steps, for use on small 
motors and miniature electric trains, is 
being manufactured by The Knapp 
Electric Corporation, Port Chester, 
New York. The transformer permits a 
number of different voltages, five in 
number, to be used at one time. It 
operates all Knapp battery motors, all 
No. 0 and standard gage Ives trains; 
all No. 0 and 6, 34, 37, 39, 40 and 50 
standard gage Lionel trains; all types 
Bing trains and American Flyer 
trains. 





Dishwasher and Sink 

















A new dishwashing device manu- 
factured by the Chicago Hardware 
Foundry Company, Chicago, IIll., is de- 
signed for household operation in a 
kitchen sink and eliminates hand wash- 
ing and drying. The unit is sold in the 
form of a combination sink and washer, 
or as a washer only. 

All exposed parts are either porce- 
lain, copper or nickeled steel. The 
motor is of General Electric manufac- 
ture and is rated “4-hp. The basket 
which holds the dishes may be lifted out 
and an extra sink thus provided. 


Candle Tumbler Socket 





Ci ze ee ee “ 


Completing the Arrow line of candle 
sockets, a new tumbler type candle 
socket has just been announced by the 
Arrow Electric Co., Hartford, Conn. 
The tumbler switch operates at the side 
and near the bottom of the tubing. 
The tumbler candle socket is furnished 
with or without outside tube. 
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Women Say It’s Fun To FLOTO-PLANE Clothes 


Fastest—Safest—Easiest—Methods of Washing 





The Voss Floto-Plane Agitator is 
made entirely of non-rusting material 
and will not check, crack, warp or 
water-log. It consists of wings and a 
float which give buoyancy to the agi- 
tator. The Floto-Plane creates a maxi- 
mum amount of agitation, without in- 
jury to the clothes. The Floto-Plane 
adjusts itself to the load, washing at a 
point where the clothes float and offer 
the least resistance. 


And That’s Why It’s Easy to Sell the 


VOSS FLOTO-PLANE 


1. Correct Washing Methods 

2. Washes Faster 

3. Easier on the Clothes 

4. Made from the Best Materials Money Can Buy 

5. Trouble Proof 

6. Long Life 

7. Guaranteed by the Oldest Washing Machine 
Manufacturer 

8. No Washer Will Last Longer or Wash Better 
Than a Voss 

9. Every Buyer of a Voss Saves $35.00 to $85.00. 








ORT ------7 IOWA 


























work of 
$50.00. 


Crosley 51 Regular 


A 2-tube long range set, now at 
the new low price, $14.75. 


Crosley Super-Trirdyn Regular 
In the Super-Trirdyn 3 tubes do the 
Matchless 


5. 





performance. 





The Crosley Pup 


A real long range one tube re- 


ceiving set, $9.75. 


Not One Sided 


Sound engineering, progressive design 
and accurate manufacture are not 
wholly responsible for Crosley’s pres- 
ent position in the Radio World. 


True, these have bred the Crosley rep- 
utation for performance. Yet the per- 
formance of any product, superior as it 
may be, can never single-handed carry 
its maker to the undisputed leadership 
of an industry. 


Crosley today is the world’s largest 
builder of radio sets, because Crosley 
sets have always given “owner-satisfac- 
tion,” because Crosley prices have al- 


ways reflected the economies of large 
volume production and because 
Crosley’s merchandising policies have 
always enabled Crosley dealers to oper- 
ate soundly, securely—and at a profit. 


Of this, a typical example is the Crosley 
field organization. With headquarters 
in strategically located cities, twenty- 
five experienced radio merchandising 
men are working with Crosley distribu- 
tors and dealers on their individual 
local sales problems so as to make the 
Crosley franchise more valuable, more 
desirable—and more profitable to those 
who now hold it. 


THE CROSLEY RADIO CORPORATION 


Cincinnati, Ohio 


Owning and operating WLW, first remote control, 





GROSLEY: 


BETTER: 


A Complete Line 
Crosley manufactures a complete line of radio receiving 
sets which are licensed under Armstrong U. S. patent 
No. 1,113,149 and range in price from $9.75 to $60.00 with- 


out accessories—ten per cent higher west of the Rockies. 


super-power broadcasting station. 











COSTS 


Crosley De Luxe Combination 


Musicone De Luxe ..... $27.50 
Super-Trirdyn Special .. 60.00 
Console Table ......... 25. 

Complete 
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Hangers and 
Display Containers 


This attractive hanger 
card, in two colors 
would help you sell 
Table-Taps. 

The Table-Taps them- 
selves are regularly 
packed five in a dis- 
play container —all 
ready to sell from 
your counter. 











Provides 3 
electric 
outlets 


More profit 
from appliance sales 


How to connect up two or three 
electric appliances to a single out- 
let, without unsightly, improvised 
wiring, is a problem which con- 
fronts many appliance customers. 


Selling your customer a Hubbell 
Table-Tap along with the appliance 
solves the problem for her—and 
you enjoy the added profit! 


With the Hubbell Table-Tap, only 
one cord is plugged into the con- 
venience outlet on floor or wall, 
yet three convenient connections 
for electric appliances are instant- 
ly provided. 


Toaster, percolator and grill, for 
example, may all be plugged into 
the Te-Slots of a Table-Tap right 
on the table, or on the serving 
table as illustrated. Can be used 
on the tea wagon, too; in the 
laundry for iron, washing machine 
and fan; and at Christmas for the 
tree lights and electric train. 


Ask your electrical jobber for 
complete information 
and prices 


HARVEY HUBBELL< 


ELECTRICAL WIRING DEVICES 


BROGEPoRT comnm.u.s 
wiw YORK. NY CmIcaco. tte 


HUBBELL 
Tabletap 














High Spots at Radio Shows 


(Continued from page 59) 


of all reason, but the higher priced units in some 
cases are almost as elaborate as the radio sets them- 
selves. One of these new loud speakers—and inci- 
dentally one of those priced at top range—includes 
transformers, filters, choke coils, rectifier tubes and 
amplifier tubes and when used in connection with a 
certain type of set, may be employed also to energize 
the grid, plate and filament circuits, thus constituting 
a complete A.C. operated set. 

The results attained in acoustical synchronization 
are so amazing that for the first time the feat will 
have been achieved this year, as shown through some 
of the press demonstrations at the New York Show, 
of reproducing in the home an orchestra or concert 
selection with the original volume and tone but with- 
out any audible distortion. The advancement in this 
phase of the art is truly remarkable. 

A few words will suffice about the new super power 
amplifier tubes which have made their appearance 
and attracted much technical and popular attention 
at the expositions. Some tubes are developed for 
amplifying in the last audio stage of any receiver 
while others are designed for particular power ampli- 
fication, line rectifiers and filters. These are all hard 
to describe in such short space but while you are 
reading this, you most likely have received literature 
from the manufacturers or have been given the oppor- 
tunity of actually seeing these tubes. 

There has been great progress made in meeting the 
problem of utilizing house current in the operation 
of radio receivers, but there is no immediate sign that 
either storage or dry batteries are likely to be dis- 
placed to a very large extent during this season. 

There are several radio receivers shown which 
operate on A.C. current and require no batteries what- 
ever. They are free—so the manufacturers claim— 
from all hum characteristics. This, of course, I will 
be able to tell you about more definitely later on after 
I have had an opportunity to carefully test such sets 
out. These sets are necessarily in the higher price 
range and are not likely to take the place of the bat- 
tery sets which are lower in the price range and there- 
fore at the present time have a more popular demand. 

Other features at the shows could probably be 
summed up as follows: 

New and improved styles of “B” battery eliminators 
designed to provide plate voltages for any type of 
radio receiver are to be seen in many of the booths; 
several types of “A” and “B” eliminators; new and 
improved types of grid leaks; new types of both fixed 
and variable condensers; new types of coils; new de- 
signs in dry cell “B” battery construction; new de- 
signs and styles in most every kind of radio accessory 
and part with which we are familiar are also to be 
seen on all sides. 

You will have to make a little allowance for the 
briefness of the story as given to vou because there 
was so much to see at the radio shows this year 
and so much to listen to—that it has been hard to try 

(Continued on page 74) 
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Below is a partial list of main 
chapter headings in The Master 
Radio Salesman. 
of selling helps and proven mer- 





sales. 
organized basis as the automobile. 
enough to be used by every type of radio dealer. 
The book, The Master Radio Salesman, is the 
backbone of this plan which exhaustively covers 
the entire field of radio selling. 


Watch the 
A-C Dayton Dealers 


This Year! 


Retailers of A-C DAYTON Sets will go after busi- 
ness this year armed with the most remarkable 
merchandising method yet developed for radio— 
a method which organizes their radio departments 
along proven lines, which assures the personal 
success of every individual dealer. 


It is a plan of business management as well as 
It puts radio selling on the same highly 


It is flexible 


A-C DAYTON shoots straight with its dealers. A-C 


The book is full 


chandising plans. 


mw Nw = 
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The A-C Dayton XL-10 Standard 


Cabinet, 


. Improving Merchandising Meth- 


. Choosing the Line. 
. Building the Prospect List. 


The Demonstration and Close. 


ods. 


. Selling Radio to the Farmer. 
6. 


Training Salespeople. 


remarkable book com- 


This 


plete in itself, is but a part of 


the A-C DAYTON plan this year. 


DAYTON Receivers have an established reputa- 
tion for performance. 
saleable, and will be intensively advertised. This 
year A-C DAYTON dealers will set a national 


standard for successful radio retailing. 


The line is compact and 


It is a big story for progressive dealers. 


Let us give it to you. 


The A-C Electrical Mfg. Company 


Dayton, Ohio 


Makers of Electrical Devices for More Than Twenty Years 


A-C DAYTON 











in two-tone mahogany. 


$115.00 ($120 Denver and West) 





Fill out this coupon or clip 
it ‘to your letterhead and mail it 
without delay. Get the complete 
particulars of the A-C DAYTON 
line and remarkable sales plan. 
Get ready for a big radio year 
with A-C DAYTON. 
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“For The Man Who Believes His Own Ears” 
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The A-C Electrical Mfg. Co. 
Dayton, Ohio 
Gentlemen: 

Send me the story for A-C DAYTON dealers this year, 
with complete description of the A-C DAYTON line and 
merchand:sing plans. 
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Five-Tube Sets 

















Three new 65-tube sets, including a 
phonograph model, are included in the 
1926 line of The Dayton Fan and Mo- 
tor Company, Dayton, Ohio. The set 
illustrated above is the Day-Fan 5, 
with a single dial control. It has an 
inclined panel of bakelite, finished in 
gold. The Daycraft, another model, 
includes a built-in loudspeaker. This 
same set is to be had with demount- 
able legs. In addition, there are two 
console models, and a set housed in 
«a mahogany vertical desk cabinet with 
old gold ornaments. 


Portable Heater 


Cor 
J. 





471 


— 


A new “Sunbowl” radiator, with an 
inverted cone-shaped element in com- 
bination with an 18-oz. soli@ copper 
parabolic reflector, has been announced 
by the Simplex Electric Heating Com- 
pany, Cambridge, Mass. The guard is 
removable and the element screws in 
like a light bulb. It is finished in forest 
green, and the dimensions are: 18-in. 
high; bowl, 14-in. diam., and the base. 
~-in. diam. 


Console Receivers 

















Several console receivers have been 
introduced by the Splitdorf Electrical 


Company, Newark, N. J. The Rhap- 
sody, illustrated above, is a five-tube 
inherently neutralized tuned radio fre- 
quency receiver which is fitted with 
new electric-lighted, inclosed dial tun- 
ing controls consisting of concealed 
e ectric lights which are operated from 
the “A” battery switch. The receiver 
is installed in a desk-type console made 
of solid American walnut, matched and 
carved. Center drawer may be utilized 
for writing materials; center leaf 
makes console instantly available for 
correspondence purposes. 

The Nocturne, another model, also is 
equipped with the new electric-lighted, 
inclosed dial type of panel. 

A Japanese creation, the Mikado, 
has a receiver and console table of two 
individual units. Two-section hinged 
front drops down giving access to tun- 
ing dials and forming arm rest for 
operator. 


Precision Potentiometer 





Similar in construction to the C-H 
rheostat, a new precision potentiometer 
which is only a little larger than a sil- 
ver dollar is being manufactured by 
the Cutler-Hammer Manufacturing 
Company, Milwaukee, Wis. It is 1% 
in. in diameter and projects less than 
% in. behind the panel. This compact- 
ness is made possible by the use of 
special enamelled resistance’ wire, 
closely wound. The resistance cannot 
slip or wear out of true, being held un- 
der tension by a bronze spring. Only 
one hole is required for mounting. 


Radio Loudspeaker 





A new radio loudspeaker, built with 
silicon steel diaphragm, large drop- 
forged magnet with balanced coils 
mounted on a sound bridge with a tone 
pocket beneath, has been announced by 
the Globe Phone Manufacturing Com- 
pany, Reading, Mass. The solid base 
is oblong in shape. 
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Electric Washer 

















With all-metal construction, steel 
frame, copper tub, and 12-in. aluminum 
wringer, the “White Lily Ace” is the 
new washing machine just placed on 
the market by the Brammer Washing 
Machine Company, Davenport, Iowa, 
which company is a combination of the 
H. F. Brammer Manufacturing Com- 
pany and the White Lily Manufactur- 
ing Company. The washing action is 
furnished by four bladed, aluminum 
dasher, 14-in. in diameter. 


Safety Iron 





i wae c. lt 


With a thermostatic control which 
acts automatically to control the heat, 
a new safety iron has been introduced 
by the Rock Island Manufacturing 
Company, Rock Island, Ill. The auto- 
matic control shuts off the current 
when the iron reaches the proper iron- 
ing temperature and turns it on again 
as needed. 





Console Receivers 
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The Logodyne Standard Five con- 
sole, manufactured by The Kodel Radio 
Corporation, contains the same receiv- 
ing unit as the Logodyne Standard 
Five cabinet job, a five-tube tuned 
radio frequency receiver. There is 
ample space for “A” and “B” batteries, 
charger, etc., including self-contained 
loud speaker with “Utah” unit. It has 
an Adam brown mahogany cabinet. 

Another console model is the Logo- 
dyne Big Five console. 
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Media and Circulation Figures 


Saturday Evening Post 2,315,633 


Radio News . . - « 219,959 
Prairie Farmer . . - 170,032 
Wisconsin Agriculturist pg ed] 
Wallaces’ Farmer . . 2.371 


And Everybody is Enthusiastic 
over 


DY MAC Selecto Five 


l‘or 1t represents the peak of DY MAC accom- 
plishment—everything for which the DY MAC 
Line has always stood. 

Every part in the Selecto Five is a DYMAC- 
inade part, whose performance in the past has 
built the DY MAC reputation. 

Ve know that the DY MAC Selecto Five will 
out-perform other similarly priced sets and 
many much higher priced sets under the same 
reception conditions. 

Test it. If you are not convinced, we do not 
expect you to push it. 


THE SATURD; 1Y 


trated ney is 
’ ay —_— Fr , 


















129,774 
105,677 
123,793 
120,000 
786,143 


The Farmer a 
Nebraska Farmer . . 
Kansas Farmer 

The Progressive Farmer 
Country Gentleman 










DYMAC Selecto Five 
$75.00 


List, 





os ! ia DYMAC MAC DYMAC Type FE 
I he case of the Selecto Five is mahogany, done Type G Headeet —" + wea 
in walnut, with the panels and base finished in List, $5.00 Seudies List, $3.00 
ebony. List, $8.50 Other DYMAC 


Featured as a window display with the rest of 
the DY MAC Line built around it, the Selecto 
ive will pay handsomely for its space allot- 
ment. 

DYYMAC national advertising starts at once. 
News of a good thing spreads rapidly. 


s Mr *G. Co. 


Kohn; 
Fred. L. 
John EF. T. 


E.ecrricAL Propucts 


Providence, Rhode Island 


New York Office: 
Kaport @ffiee: Ad. 


Metropolitan Tower 


116 Broad St., N. ¥. Cits 


EVERY 


Auriema, Ine., 


a 








DYMAC FAC’ 
Sales Cu. 
Barnes & Co.; 
Kansas City, 


Boston, 


Fort Worth, 
Tomlinson Co.; Los 
Yewdall. 

Ask nearest Factory Sales Agent for catalog of com- 
plete line of DYMAC 








DYMAC 
Vernier 


Accessorics and Parts 
Loud Speaker Unit, $5.00 


Dial Audio Frequency Trans- 

, formers, $2.50 to $4.00 

List, Soldering Set (standard)... . : 2.50 
$1.50 Sub-panel Socket . Pr ae 
Jacks EN ee ve Oa os 0c. to 90e 

TORY SALES AGENTS-——Chicago, b. V. Finson; Cleveland, Factory 
Hastings Elec. Sales Co.; Washing ston, W, Lester Baker; Atlanta, 
Minneapolis, Twin City Radio Sales Co.; St. Louis, Seott Gardner: 
Wm. S. Reid Sales Co.; Denver, Schmidt Sales Co.: Omaha, Leonard 
Savage & Schmid; Seattle, Fred L Tomlinson Co; San Pranelsce, 


Angeles, Fred. L. Tomlinson Co., Vancouver, B. C., 


(;uaranteed Radio Equipment. 


call 


PRODUCT 























GUARANTEED FOR ONE YEAR /7— 
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CHICAGO 








U 


Made In Salt Lake City 
A GUARANTEED LINE 


LOUD SPEAKERS 


Utah Speakers are guaranteed to be the best 
made. Our unqualified guarantee proves this. 
They are supreme for radio reception. Utah 
users are our best boosters. When you sell the 
Utah line you give your customers the best and 


back it up with our guarantee. 


We are manufacturers 





Trade Mark Registered - 








not assemblers 





Watch for opening announcement of the new Broadcast- 
ing Station K. S. L., Salt Lake City, owned by Utah 


Radio Service Corporation. 





UTAH RADIO PRODUCTS CoO. 


1427 So. Michigan Ave. ILLINOIS 
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Trade Mark Registered 





Made In Salt Lake City 


Utah Superflex THE Utah Standard 


SUPER-FLEX 
PRINCIPLE 





Deflection of sound 
as shown gives 
wonderful tone and 

The Super-Flex has a _ tone volume from a small 
chamber equal to that of the usual tone chamber. 
horn type. Stands but 8!4 inches 
high by 6 wide. Finished in a har- : . 
monious brown. Weight 3 lbs. Horn is finished in a rich 
Packed | in a carton, 12 in a semi-dull black Morocco 

: leather finish. 14 - inch 


— bell; weight 111% pounds. 
Price $14.00 Packed | to a carton. 


: 25.00 
Utah Supreme seanemcinamianins 
_s Utah 


Phonospeaker 


“ 








Sy 





ntt.e | “5 he 


Finished in a soft antique 
mahogany, designed to please 
both eye and ear. Measures black rubber. Furnished 
10Y%x 8x 7Y. Weight 8 with base to rest on turn- 
pounds. Packed | ina carton, table of talking machine, 
3 in a crate. or without. 


° Price with Stand $10.00 
Price $25.00 Price without Stand $9.50 


UTAH RADIO PRODUCTS CO. 


CHICAGO 1427 So. Michigan Ave. ILLINOIS 


Mesdenassly finished in 
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New Colored Dials Create 
New Sales Opportunities 


Make New Customers 
Bring Back Old Customers 
Help to Sell Sets 


“They will sell because they are a 
novelty’”—the verdict of dealers when 
Na-Ald colored dials were announced 
a short time ago. 


A $5.00 Sales Unit 


And the important thing to remember 
about them from a profit angle 1s 
—many are being sold in attractive 
boxed sets of three matched dials and 
two knobs at $5.00. A worth while 
sale with a generous margin. Of 
course, there are also many being 
sold one at a time—An entirely addi- 
tional piece of business. 





Colored dials bringing back old customers 


Old set owners, new set builders—radio fans of every type 
are prospects, and good prospects, for this new distinctive 
accessory—Na-Ald colored dials. Radio owners whom 
dealers thought they would never sell anything more than 
tubes to are again customers for these new dials. 


Colored dials are attracting women 
Na-Ald ealored dials are drawing women_ into radio stores. In 
colored dials they see unique gifts and also a way to free their 
homes of the somber black and white cabinet which has always been 


a bug-a+tce to them. 


Celored dials an aid in selling sets 


Na-Ald colored dials are selling sets for dealers—they are helping 
them to move old stock. Put colored dials on one of your sets 
and see how quickly it goes! 


Colored dials boost repair profits 
Whea you are on a service job, or someone brings in a set for 
repairs, replace the dead black d‘als with color—and make a $5.00 
additional sale! 


The new Na-Ald 5-inch dial and the new 
Na-Ald Vernier also obtainable in colors 
The biggest dial on the market, the new Na-Ald five inch dial with 
its big double knob and its 200 graduations is proving a popula: 
item especially in color. 
And whea you sell a set of colored dials to a fan whose set requires 


a vernier, it is easv to sell him a Na-Ald vernier which will match his 
other dials. This is the new Na-Ald gearless vernier that fits all con- 
denser construction, No “‘live’’ metal. Smooth and positive in oper- 
ation. 

Colors: Garret, Malachite-Green (a mottled green ard white), bril- 
liant tortoise, grained mahogany, 5 in. Dial No. 3054 and _ vernier 
No. 6044 in black, each $1.50: brilliant tortoise $3.00: other colors 
$2.50. 

Send coupon to your tobber today for rush order of these new Na- 


Ald colored dials. Write us for full information. 


ALDEN MANUFACTURING COMPANY 
Dept. P-1, Springfield, Mass. 


Alden Processed 





Sockets and Dials 
MAIL THIS COUPON TO YOUR JOBBER TODAY 


Fe SF SF SF SSS SS SSS SF SSS SS SSS SSF SF SSF SSF SSS ee es we ws 


| : 
8 Name and eddress of jobber....... 5 
| 7 
ee 5 
a : 
t Please send me at once...... boxes Na-Ald 4-in colored dials : 
| (3 deals, 2 hnobs) assorted colors........Na-Ald 5-inch dials (as- i 
; sorted celers) .Na-Ald Vernier Dials (Assorted colors) : 
& Name. ‘ 
i os 
Se ee ‘ 
| | 
| se. 2 : ; , ; Siate ' 
Pens ohh sebbbi hbdbdbndtnmenbdicehh he eadiniete ; 


High Spots at Radio Shows 


(Continued from page 64) 


to portray for you in this short space everything that 
you should know about. Also because of the date 
when this resume had to go to press, it necessitated 
very quick action so as to at least give you some of 
the high lights as seen at the opening of the shows in 
our issue of this month. 

But please remember that if there is anything defi- 
nite that you want to know about, you are invited to 
write in and we will not only tell you about it but will 
try to give you some merchandising help and sugges- 
tions along with it. 

You can’t stock all of the merchandise which was 
shown at the radio expositions and you ought to know 
what are the most standard items for you to carry— 
that’s what we are ready and anxious to tell you about 
at all times. 





Serv-el Expands 


As the first step in its program to acquire all of the 
facilities necessary to manufacture electric refrigerators, 
the Serv-el Corporation has acquired all of the voting stock 
of the Hercules Corporation, which owns plants at Evans- 
ville, Ind.; Cartaret, N. J., and Newburgh, N. Y. The pur- 
chase was made from Sears, Roebuck & Co. and associates, 
wko have owned the Hercules Corporation for several years, 
and as a result of the transaction Sears, Roebuck & Co. 
and associates have acquired a substantial interest in the 
Serv-el Corporation. 





New Radiotrons and Rectrons 


The Radio Corporation of America announces the 
introduction of three new types of Radiotrons designed 
especially for audio-frequency amplification and two new 
types of rectifier tubes to be marketed under the trade- 
name ‘“‘Rectron,” the latter intended for use in “B” Battery 
Eliminators and other similar devices for obtaining filament 
grid and plate voltages from A.C. lighting circuits. 

The new Radiotrons and Rectrons were designed for 
specified uses resulting from new developments in the radio 
art. None of these tubes supersede the present five 
standard types of Radiotrons. They do, however, occupy 
special fields of usage. 





Water Heater 


There is nothing to turn “on” or “off” when heating a 
glass of water with the “Jiffy” wall heater, manufactured 
by the Hankscraft Company, 615 East Washington Avenue, 
Madison, Wis. The user slips a glass of water under the 
porcelain post, pushes it back and lets it rest on the stand. 
Current starts at once upon contact of post with water 
and continues as long as water surrounds the post. The 
heater comes with 4 ft. of insulated cord, polarized plug 
and attaching screws. 





Smith Sales Agents 
T. C. Smith & Co., Philadelphia, Pa., announce the 
appointment of Doherty-Hafner Company, 738 West 
Monroe Street, Chicago, Ill., as sales agents in the central- 
northern district. This territory embraces the States of 
Minnesota, Iowa, Wisconsin, Michigan, Illinois and Indiana. 





Westinghouse Report 
According to a statement issued by the Westinghouse 
Electric and Manufacturing Company, orders received for 
the quarter ending June 30 last totalled $44,432,200, as 
compared with $40,031,000 for a similar period in 1924. 





Ltility Flotations Increase 
Electric power and light companies disposed of $597,943,- 
000 securities in the half year, $140,000,000 beyond the same 
period last year. If public utility experts look for more 
than a billion of new financing in 1925 it is beeause last 
vear the total was up to $982,420,000. 
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Pass on Cleaning Hints 


The very beauty of electrical appliances is some- 
times a handicap. This is because the housewife 
wants to keep them looking nice, but she had been 
warned not to plunge them in water and she does not 
exactly understand how to accomplish the cleaning. 

Also, she is a bit fearful of using ordinary cleaning 
compounds for fear these will mar the surface. Mrs. 
Ethel Van-War Chantler offers the following practi- 
cal suggestions, which are excellent hints for the 
salesman to pass on to his customers. Her sugges- 
tions are: 

The problem of cleaning the nickel-plated appli- 
ances often looms important in our minds, and many 
housewives never seem to accomplish it satisfactor- 
ily. This is entirely due to lack of proper informa- 
tion and instruction when the appliances are sold. 
I had to find all these things out for myself, and after 
trying many and varied cleaning fluids and cleansers 
found that powdered Bon Ami best cleaned the nickel- 
plate and porcelain while mineral wool and plenty of 
soap keeps the aluminum shining. I have had my 





ones 





Li ttt 


appliances for nearly two years and they look as good | 
as when new. However, it is seldom necessary to do | 


this more than once every two or three weeks if the | 


appliances are wiped off each time after using. 

The greatest objection we have to electric coffee 
percolators is that they are very difficult to keep 
sweet-smelling. This is perhaps due to the fact that 
we cannot put them in water and scour them inside 
and out as easily as we could the old-time coffee pot. 

But it can be kept just as clean and sweet smelling 
as any other coffee pot if it is carefully wiped inside 
each day with a rag on which has been sprinkled 
Bon Ami, and by filling it once a week with cold 
water to which has been added two teaspoonfuls of 
baking soda and let this percolate for five or ten 
minutes. The percolator must then be rinsed first with 
hot water and then with cold and left to air for sev- 
eral hours. 

Women will discover all these things about table 
electrical cookery for themselves in time, but only 
through many experiments and perhaps disappoint- 
ments. A little timely counsel from the salesperson 
at the time the sale is made will obviate most of this 
and be of great value to future business and good will; 
the user all the more quickly becomes an enthusiastic 
advocate of table electrical cookery. 





Copeland Products, Inc., Detroit, announces the election 
of William Robert Wilson as president. Mr. Wilson has 
been personal assistant to the Dodge brothers, vice-pres- 
ident of the Irving National Bank of New York, and later 
president of the Maxwell Motors Corporation. The com- 
pany’s plant has been moved from Flint, Mich., to Detroit 
to provide quarters for larger production facilities. 

Another announcement in the refrigeration field comes 
from Kelvinator Corporation which reports a net income 
of $652,673 for the six months ended June 30, 1925. 





Westinghouse in Japan 








To distribute Westinghouse products throughout Japan, | 


the Westinghouse Electric Company of Japan has been 
organized. The new company is a subsidiary of the West- 
inghouse Eleetrie International Company. 











Profitable 
Products 


Combine eye and service appeal. High quality at the 
lowest prices, plus very liberal profits to JOBBERS 
and DEALERS. 


Rico-Dyne 5-tube Radio Sets Rico Headsets 
Rico Melotone Unit Rico Fonekushions 


Rico Complete Knock-Down Kit 


NICO 


race. 








Last Longer—Serve Better—Cost Less 





Rico-Dyne Radio Sets 


With Built-in Loud Speaker 


9 Tube “*DeLuxe”’ 


Model B—No. 1080 





Unusually attractive mahogany cabinet in rich, two-tone, 
_— design. mote loud speaker, with famous MELOTONE 
unit, giving remarkably clear and loud _ repro- 
ore coe aa ae nee eS eee OEE bas +a OMe + eared Oe 8 $75.00 
Rico-Dyne ‘‘Standard”’ 5-tube Modeli—Wonderfully selective and 
sensitive. Similar to “DeLuxe” Model. but with- 
out loud speaker. New low price................ $50.00 
Inexpensive Receivers in Solid Mahogany Cabinets—perfectly balanced, 
due to the Cellu-Weld process. 
MELOTONE Adjustable Unit 
Makes the phonograph a perfect loud = speaker. The name 
MELOTONE accurately describes it. Used in our “DeLuxe” 
Set. For durability, tone, quality and appearance, 


$7.50 


this unit is a real winner 


eee 6 6466 6'O 8 62 6 6 6 6160's & Cele Ge 4 





RICOFONE Headsets ° 
At a Lower Price 


Seing the largest tri-pole manu 
facturers of headsets in the world, 4 
with production exceeding 
greatest expectations, we 
to make this seemingly impossible 
reduction. RICOFONES are not 
cheap headsets—except in the 


matter of ~ 
$2.75 


price .... 
Sponge Rubber 
Fonekushions 


our 


are able 





to relieve pressure on ears. 20¢. 
Famous Rico-Dyne Knock-Down Kit, $38.75 


Guaranteed to contain every part necessary for the Rico-Dyne. 


DEALERS—JOBBERS—DISTRIBUTORS 


Wire. or write immediately for our interesting new sales 


proposition. 


Radio Industries Corp., 131 Duane St., NewYork, N.Y.(U.S.A.) 
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PLUS PLUGS | 


$13.00 GROSS PROFIT 





ON A $12.00 STOCK 


the electrical fireplace grate, for with it one may have 
all this satisfaction summer or winter without the 
| necessity of having the heat, which is a part of any 
other type of fireplace, and none of the dirt. It may 
be installed in any small or large, real or imitation 





WEPCO 


Trade Mark Reg. 


RETAIL AT 
50c EACH 


Smallest and lightest 
plugs made. Fit all 
standard receptacles. 
Take all standard caps. 
One plug does work of 
two ordinary plugs— 
permits operation of two 
lamps or appliances at same time. 

The standard package of Wepco Plus Plugs contains five 
display cartons. Each display carton holds 10 Wepco Plus 
Plugs, each in an individual box. 

Approved by National Board of Fire Underwriters. 


AN ITEM SURE TO SELL 
QUALITY AT A PRICE 


WENTZ ELECTRIC PRODUCTS CO., Inc. 
580 TWELFTH AVE., NEWARK, N. J. 


P \WEPCO™ R. B. Corey Co., Inc., Grand Central Terminal 
PLUS-PLUGS ¥ Bidg., N. Y. C., General Sales Agents 


ORDER DIRECT 


Patented—Actual Size 








Giving Name 
of Your Jobber 





MODERN lighting makes windows sell. 
Signs too. No attendance needed. No waste. 


U.S. Ask any electrician. Tork Manual tells 


how to capitalize windows. Free. Write for it. 





* TORK COMPANY, 8 W. 40, New York 
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ATES: ;. 50 per Mae. all headings : 5 
ae OO per inch in box, displayed | 


























"Sales Representatives Wanted 


WANTED: ‘Agoressive salesmen to 
handle leading line of decorated table 
lamps. State territory you cover and 
lines handled. Address Lamps, c/o 
ELECTRICAL GOODS, 239 W. 39th 
St., N. Y. C. 





Sell after dark 


_ prospect to gratify his or her instinctive craving to 


Iam a TORK CLOCK. I turn electric lights | 
on & off every night regularly. $20 all over | 









Three “Hot Tips” for 
Autumn Selling 


(Continued from page 31) 


fireplace, in an apartment or house. 
The moment the public fully realizes the signifi- 


_ cance of this, it is certain to be interested, for from 
the days of our earliest forebears who lived in caves 
and crude huts, the home has revolved around a fire- 


place and today, the home that lacks a fireplace falls 
short of satisfying a craving that has become second 
nature. The electrical fireplace supplies this lack in a 
most acceptable form and it is one electrical device 
that speaks a language understood by all. 

Recently at a builders’ and architects’ show I was 
much impressed by the comments occasioned by one 


display consisting in the main of an electrical fire- 


place set into a decorative mantel. The display drew 


_rich and poor, young and old, for deep inside of them 


all was that slumbering old instinct which accepts 
nothing as a substitute for the satisfaction of gazing 
into an open, glowing grate. 

The decorative and aesthetic value of such grates is 
beyond all argument, and when the heating element 
that is concealed in them is in operation they furnish 
a very satisfactory heat, which is in effect an added 
attraction, for their first appeal is to the eye. Give 
them a chance to tell their own story and they will do 
it more effectively than any salesperson can do. In 
fact, the salesperson’s chief job is in encouraging the 


say, “Send it home.” 


| 


Portable Heater 


Here is another device that speaks a universal lan- 
guage. Differing from the fireplace, it has many and 
varied uses, any one of which is almost sufficient 
reason why the prospect should buy. Certainly in my 
own home the portable electric heater has earned a 


place for itself. 


In the early spring and late fall, when there is no 


furnace heat, its accustomed place is in the bathroom, 


where it supplies a truly moral support in keeping 
one’s courage up to the point necessary in stepping 


under a cold shower. Where there are kiddies its 
| services in this capacity are almost indispensable, 





for many a youngster who really needs the hardening 
effect of a daily shower has been coaxed through the 
chill season before the furnace heat is on, simply by 
the fact that the heater was waiting to bathe the 


_bather in its warm glow. 





Its services are equally important where there are 
old people, and I know of several instances where its 
cheery radiance is doing much to brighten the twi- 
light hours of lives now almost spent. Where there 
is sickness, its need is too obvious to require any argu- 
ment. In fact, I know of one case where a doctor 

(Continued on next page) 
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himself recommended the purchase of a radiant heat- 
er for the comfort of the attending nurses, for the 
patient’s condition was such as to make it necessary 
to keep the windows wide open. 

In my own home, in addition to its services at 
shower time, it is used when dressing in cold rooms, 
to aid me in quickly drying the wash during the win- 
ter months when the laundry must be dried indoors. 
Sometimes it has even helped me dry the dishes. 

But its most important use to me has been to warm 
me while I have sat for hours at a time during the 
winter writing or sewing. When thus working one’s 
circulation is bound to be poor, while if the rooms 
are heated sufficiently to keep one warm, the heat is 
apt to dry out furniture, woodwork and other house- 
hold equipment to say nothing of drying up one’s skin. 
Using the heater, therefore, enables me to keep the 
temperature of the room around 70, which is far more 
healthful for all concerned. 

Every reader will no doubt find many other and 
equally effective arguments in favor of this trio of 
electrical heat producers. The fact that this or that 
use chances not to be mentioned in the manufactur- 
ers’ descriptive literature should not deter one from 
suggesting such applications as one knows can be ac- 
complished to prospective purchasers. 

Every household has uses for heat beyond those 
more or less standardized ones aimed at by the manu- 
facturers but which the appliances nevertheless will 
serve quite satisfactorily. 





Effective 30 Sq. Ft. 


Demonstration Space 


(Continued from page 32) 


the salesman’s interest does not cease immediately 
the sale has been made, results in the satisfied users 
giving the salesman the names of their friends and 
is actually responsible for one sale of each five. 

The use of advertising literature has a definite 
place on the program at Kann’s. To individual pros- 
pects who have received a demonstration but have not 
bought, the salesmen send a booklet on “How to 
Judge an Electric Cleaner.” This booklet contains 
the high spots of the demonstration, and, going to 
selected prospects, it is very helpful. 

Three times a year, in spring and fall and on Dee. 
1, an electric cleaner folder is inclosed with state- 
ments. It is ordinarily hard to say that such a prac- 
tice brings results, but Kann’s has definitely proved 
that sales result. Last year the store sent out an 
attachment folder in one mailing, and distributed the 
same folder in the store. 

Practically every electric cleaner sold in the fol- 
lowing month was sold complete with attachments, 
and many extra sets of tools were sold to folks who 
had previously bought only the cleaner. 

These activities, then, that Mr. Hertzberg calls “or- 
ganization,” are what built Kann’s volume. Small 
matters, some of them, perhaps, but they all con- 
tribute toward making sales. 
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A harmony of color, of 
perfected workmanship, 
and practical 
Radio engineering 


READ these specifications, if 
you want génuine quality. 
We believe you'll want the E. Sin- 
ger Co., Inc., Representation in 
your territory. 



































Specifications 


Beautiful two-toned walnut cabinet, 
designed by an artist. Walnut panel 
and dials of Bakelite, gold engraved. 
Three dials—five tubes. Stations can 
be separated. Special device to give 
equal volume on all wave lengths. Wave 
lengths range 160 to 550 Meters. 
Process wiring. Short leads. Bakelite 
sockets permitting use of old or new 
type tubes. Each part individually se- 
lected and specially designed for the 
best results. 

Advertising 

and Selling 


Backed by a consistent Na- 
tional Advertising Campaign 
that will produce business for 
our distributors and dealers. 
Dealers will “enjoy protection 
from cut prices and dumping 
of sets, 


List Price, $87.50. 


Jobbers, Factory 
Agents—Dealers 


Write now for our proposition. 
State territory and tell us your 
plans for the season. Priced to 
attract everyone with good 
profits to the trade. 


Department EG 


40 HUDSON ST. 
NEW YORK CITY 
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3000 Used by New York 
Clothing Manufacturers 


Have you an automobile—a billiard table—a 
chair, carpet or suit? 


Alright—let this perfected little “Cleaner-Vac” 
demonstrate itself. This 12 inch “Vac” fits your 
hand, you run it over a suit like a brush. It 
brushes—it cleans. Nothing like it for the 
seats or covers of a car. You just have to 
see one: try it. You can’t judge it long dis- 
tance. 2.000 used by New York clothing 
manufacturers. 
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{bsolutely perfect mechanically. 
Try one yourself—write for ctr- 
cular today. 


The O. K. Machine Co., Inc. 


Fort Wayne Indiana 





VACUUM BRUSH 
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Nationally Aventiood 
Approved by Leading Testing Laboratories 


Guaranteed Quality—Popularly Priced 
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SOC EA. AJA coches 75C EA. “RB"’ Heater Cord Set 


TWO OR THREE CONNECTIONS FROM ONE SOCKET Heater Plug and Parts 
Leaves Lamp in Position Intended \ Permits Use of ss 


Ordinary Shade Moider; Screws into Flush Receptacies 
AJAX 


se, With Door—INSIST 


ee 





“‘R’’ Extension Set 
Standard and Special 


Manufacturers and Jobbers Supplied Complete or in parts at liberal discount 
to allow profitabie resale. 


AJAX ELECTRIC SPECIALTY CO.—St. Louis 


—— Price Sheets on Request 
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This Is Heater Selling Time 


(Continued from page 29) 


_or another, have wished that we could jump up the 
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Shoppers Made 
Buyers 
«# TELEVOCAL TUBES «>. 


are sure sellers. Every radio set a 
market! Why let business walk out of 
your store? Put in our elaborate display 
to get the profit. Write for prices. Guar- 
anteed tubes, cooperation in sale and com- 
manding prices are policies with us. 


Televocal Corporation 
67-A Fifth Ave., New York, N. Y. 
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heat a bit, for a few minutes at least. 

The heater can do this and for one cent, there is 
heat for the fingers, toes and nose when you get home 
after hours. In many households the bathroom needs 
an added touch of heat many winter mornings espe- 
cially for he who starts the fires. It is just such 
touches of heat as these that avert illness and make 
for comfort and efficiency. 

Are you going to get your share of these $2,000,000” 
If you should place a heater outside your store door 
some chilly morning, would it bring inquiries? Why 
not use some of the heaters in your store occasionally? 

But while getting a part of this $2,000,000 do not 


overlook that there are many other appliances that 


find a selling peak in the fall months. Mrs. Chantler, 
in her article, groups the immersion heater, the deco- 
rative fire place and the heater as near relatives. 





The March of Radio Progress 


Advances in the science and art of radio are recorded 
daily. The outstanding news of last month follows: 

The selection of the most suitable radio equipment for 
their through trains is receiving close attention of 
many railroad executives. In considering this question, 
exhaustive tests have been made by officials of the 
Louisville & Nashville. It has been decided to install 
apparatus as simple in tuning as possible and to allow 
the sets to be handled by the passengers, with instruc- 
tions as to hours when service could be expected. The 
set installed is a uni-control apparatus, five tube radio 
frequency, which was found to be efficient when the 
aerial was energized by incoming signals of even moder- 
ate strength while on the run. 

The apparatus and peculiar antennae with which 
ki. F. W. Alexanderson, consulting engineer of the Gen- 
eral Electric Company, recently discovered the value of 
horizontal polarized waves in broadcasting was shown 
recently when the company threw open its experimental 
radio laboratories in and near Schenectady, N. Y. Mr. 
Alexanderson hopes that by a combination of the pres- 
ent vertical waves with the horizontal polarized waves 
“fading” and static, the greatest obstacles to successful 
broadcasting, may be overcome. 

The Panatrope, a music-producing instrument which 
utilizes the vacuum tube to amplify vibrations into 
audibility, has been demonstrated by the Brunswick- 
Balke-Collender Company. Ultimately a film record will 
displace the disk, according to R. H. Townsend, inventor. 

Succesful test of a “‘talking movie” radio set has been 
announced by C. Francis Jenkins, Washington inventor, 
who said that his apparatus had transmitted motion 
pictures to a screen and a simultaneous vocal descrip- 
tion of them to a loudspeaker on a single wave length. 

A radio-driven auto, controlled by apparatus in an- 
other motor car some yards behind, recently was steered 
through heavy traffic in the business district of New 
York City. Telegraph keys of a radio transmitter in 
the second car controlled the operations. 








Four Mistakes Pointed Out 
in Selling Problem 


(Continued from page 35) 


others should have been one of the strong sales points, 
backed by the statement that the machine had all the 
good features of higher priced cleaners. 

If te factory places a guarantee upon the machine, 
all well and good, but the transaction is between the 
retailer and the customer and a guarantee from the re- 
tailer would certainly carry more weight with the cus- 
tomer than would one from the factory. 

A solution notable for its brevity was by Hope Connor 
of Florence, Ky. It reads: 

The salesman who failed to close with the cleaner 
prospect, did so by suggestion. 

First: Saying ‘‘why bother to look at others,” was, in 
a way, a challenge to do the very thing. 

Second: He suggested that the cleaner was likely to 
get out of order, when he told her the store would keep 
it in repair. 

Third: He relied too much on the manufacturer’s 
“impersonal” printed guarantee, and not enough on 
reports of satisfied users, in the home town. 

Fourth, last and most important: It is always a 
mistake in selling large items, such as cleaners, to 
depend altogether on talking to make the sale. Had this 
salesman offered to allow the lady to use the cleaner 
in her own home, for a short time, she would readily 
have agreed to try it out, and would undoubtedly have 
sold herself. 





National Radio Council 


The organization of a National Radio Council to include 
representatives of the manufacturers, jobbers, dealers, 
broadcasters, agricultural interests, trade papers, listeners, 
and others interested in radio, is being planned by the 
Radio Manufacturers’ Association, as the result of a report 
made by Frank Reichmann, chairman of its committee on 
publicity and public relations. 

Mr. Reichmann in his report says in part: 

“Closer affiliation of all the local radio trades associa- 
tions would also make it possible to carry out an organized 
campaign to increase the sale of radio apparatus. We 
believe that the manufacturers’ association should outline 
such a campaign and suggest it to the local association for 
the latter’s use. 

“One thing in this connection would be a-.group adver- 
tising campaign of the dealers, in each city, using adver- 
tisements which would call attention to the more important 
special events to be broadcast by the stations in the imme- 
diate locality. Closer affiliation between the broadcasters, 
trade associations and the manufacturers would help a 
great deal to carry through campaigns of this kind.”’ 





New Last Audio Stage Tube 


A new last audio stage tube is announced under the trade 
name “Goldentone” by the United Radio & Electric Cor- 
poration of 418 Central Avenue, Newark, N. J. The story 
told of this tube is that the United engineers recognized 
the general faults with the last tube and set about build- 
ing “a power tube that will build up signals to a volume 
hitherto never tried for and at the same time keep the exact 
quality of the talking tone, singing voice, or instrumental 
tone being sent through the microphone.” The new tube 
is made in gold color instead of the usual silver and carries 
the trade name “Goldentone.”’ 





|e enormous demand is said to be existing for labor- 
savers in the home, The New York Times reports. 
“Fall business in house furnishings is beginning to get 
active. Shelves are practically bare, for the hot weather 
has cleaned up stocks of screens, fans, refrigerators and 
garden hose.” 
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Equip your set 
with 


FAN STEEL 


Balkite 


Radio Power Units 


the ideal radio 


power supply 


The Balkite Battery Charger 
and Balkite Trickle Charger 
for charging “A” batteries— 
entirely noiseless. Balkite“B” 
replaces “B” batteries — for 
sets of 6 tubes or less. Balkite 
“B” II—for sets of 6. tubes 
or more. 
FANSTEEL PRODUCTS CO.,, tne. 
North Chicago, Iil. 


FAN STEEL 


alkite 


Radio Power Units 


BALKITE “B” 
BALKITE “B” ft 





BALKITE BATTERY CHARGER 
BALKITE TRICKLE CHARGER 
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A Farnily of Cheerful Sleaters 






























Satisfy Every Customer— 
A Size for Any Need 


UILD a real heater business around L@H Electrics— quicker sales, faster 
turnover, real profits. 


Now, there’s an L®@H Electrics Heater for every need—three attractive, sturdy 
models that appeal instantly to the trade. 

Notice the unique design of L®H Electrics—and, the beautiful Two-tone Amber 
finish of the body and base, these have brought substantial heater business to L ®H 


Electrics dealers. 


Each L&H Electrics Heater is made with solid, genuine copper reflectors {not steel, 
copper-plated}. They’re built extra deep for more heat—another feature that your 
customers will appreciate in these heaters. 


The No. 402 is a big fellow, with the Like their big brother, Models 401 and 
distinctive L®H Electrics square type 400 are well built—completing a remark- 
reflector, sturdy and well-proportioned. able line of heaters. 


Don’t overlook this heater sales-opportunity—let us tell you more 
about this unusual lineup of heaters. Write us today for details. 


LG@H Electrics Appliances Include: 


Retlector Heaters Curling Irons Table Stoves Hot Plates Testing Ovens 
Turnsit Toasters Wafile Irons Heating Pads lrons Um Heaters 


Manufactured by 


A. J. LINDEMANN & HOVERSON CO. 


435-437 Cleveland Ave.. Milwaukee, Wis. 


Long Beach Buildin L & H Building 1636 14th Street Rialto Building 
New York, N. Y. Chicago, Il. Denver, Col. San Francisco, Cal. 


DEALERS NOTE—The best jobbers are prepared to supply L@ H Electrics Ranges and Appliances. 


fF ELECTRICS 


TRACE MARK 


—Ranges and Appliances 
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Dealers, did you know— 


THAT the farmers of the country have 
set down in writing their preference for 
Atwater Kent Radio? 

The Meredith Publications and the 
Capper Publications recently asked the 
farmers: “ What make of radio set do you 
expect to buy?” In the answers Atwater 
Kent was FIRST. 

If you have prospects in rural districts, 
there’s a tip for you. 





Prices slightly higher from the 
Rockies west, and in Canada, 


Model L, 
witb 9’ fle Xi- 
bie cord, $17 








\Mlodel 20, without tubes, »5o 


Model 10, including battery cable, 
but without tubes, $80 


E PEALERS have been telling ws 


what they most like about Atwater 


Kent Radio. 


“This sums it up,” one of them said: 
““We send the sets to our customers’ 
homes without opening the boxes. We 
know they’ re all right. ‘Inspected’ means 
inspected when Atwater Kent says it.” 


? 


Other dealers gave similar testi- 
mony. Although we advise all to 
open the boxes and make sure there 
has been no accident in transpor- 
tation, it is gratifying to know that 
they regard it as unnecessary. 

The word “Inspected” on the 
pink tag attached to the bottom of 
every Atwater Kent set is a certifi- 
cate of character. It means that ev- 
ery set has been subjected to no less 
than 140 gauge and physical in- 
spections and nineteen electrical 
tests. All along the line of manu- 
facture the smallest defect is a death 
warrant. 

Even after the © final” inspection 
we are constantly picking Receiv- 
ers fromthe finishedarray and testing 
them again. 


= 
Phonograph Attachment, 
with g’ flexible cord, $8 











4736 WISSAHICKON AVE. 





Model 24, without tubes, S100 





Model 20 Compact,including bat- Model 12, built on special order,includ 
terv cable, but without tubes, $80 ing batte: y cable but without tubes, %100 


WATER KENT 


Visitors at the factory sometimes 
think we are too fussy. [That we re- 
gard asa compliment. Every dealer 

Cer . > 
knows that “fussiness” at the plant 
relieves the customer from fussing 
in the home, and makes Atwater 
Kent Radio easy to sell. 

“It is not our fault that we sell most of 
that make,” a dealer told us. “ The people 
take them away. Atwater Kent Radio 
has a good name, fastened to the people's 
mind with the glue of quality.” 


We believe in being fussy and shall 
continue to be. 


Write for illustrated booklet telling the complete story 
of Atwater Kent Radio 


ATWATER KENT MFG. COMPANY 
A. Atwater Keni, President 
PHILADELPHIA, PA, 


Every Thursday Night— the potential audi- 
ence of the Atwater Kent Kadio Artists, who broad- 
cast from ten stagions every Thursday evening from 
9 to 10 (Eastern Standard Time) is estimated at more 
than 10,000,000, These are the stations: 


WEAF .... New York WCAE..«. + Pittshurgh 


WJAR - +--+ Providence WwGR...+.-. Bu falo 
WEEL -- +++. Boston wwy ..... Detroit 
WFI-:+- Philadelphia Was... Cincinnati 
Wcco =. Minneapfolis- woc °. e Dave nport 


St. Paul 











Model H, 
with 9’ flexi 
ble cord, $22 












Type H—with an antique 
finish, skillful in design, 
simple of line. Its large dia- 
phragm means large tone. 
Adjustable by a turn of a 
thumb-screw. List $18. 





justable. 


The improved adjustable speaker. Same unit as Type 
Table -Talker.The best buy H Speaker. Adjustable for 
at its price. List $10. 


The new Brandes phono- 
graph attachment has the 
same unit as the big speak- 
er. Easy to attach. And ad- 
List $10. 





F it’s a horn speaker they want— it’s 

the new Type H they’ll buy. Just 
plug it in on any program. If it’s a 
cabinet—just show ’em the new 
Brandes—and let ’em listen! 


The same unit in both speakers—the 
same ability to clarify the low tones 
and round the high tones. 


And, of course, there are the Phono- 
graph Attachment, the Adjustable 
Table-Talker, and the wonderful 
Matched Tone Headset to complete 
the Brandes line—and give you 
Brandes tone quality in all types of 
radio reproducers. 


All prices slightly more west of the Rockies 
and in Canada. All Brandes products distrib- 
uted in Canada by Canadian -Westinghouse. 


A smart mahogany cabinet, 
finished in brown. A well- 
proportioned, well made 


maximum volume. List $30. 
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The new Audio Trans- 
former amplifies at a ratio 
of 1 to 5. Two steps of 
amplification may be used 
without distortion. List $4. 





And that old standby—the Su- 

perior Matched Tone Headset. 

Sell one with every radio set. 

You can—at this new low price. 
List $4.50. 

















